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B USINESS is good and should stay good for the bal 


ance of the year, according to all the evidence this 
writer has been able to gather. 
First, let’s take a look at the available figures on appli 
ance and radio production for the first four or five months 
of 1948; remembering, incidentally, that they are compared 
to 1947 figures which broke all previous records. They 
show major appliances sharply ahead in most categories 
and small appliances for the most part just as sharply 


down. 


V 


1,291,139 units for an increase of 42.8 percent ; ranges show 


ASHER shipments (4 months) hit 1,510,432 units, 
an increase of 34.1 percent; refrigerators reached 


445,612 units, an increase of 57.5 percent ; ironers are listed 
at 192.848 units 
cleaners show them at 1,557,440 units 


up 17.8 percent. Five month figures on 
3.7 percent over 
the °47 figure. Standard radios are down about 10 percent 
from last year with 6,631,549 sets accounted for. Television 
of course, with 214,543 receivers sold in five months, set 
the pace with a 515 percent increase. FM-AM radios also 
moved up with 534,050 sets sold, an increase of 44.8 per- 
cent. 

Small appliances did not fare so well—an indication that 
demand has been caught up with to some extent. Over 
1,500,000 irons were sold, for instance, but that was 30 
percent below last year. Heaters were off 57.6 percent ; 
heat pads slipped 64.3 percent ; hotplates, 46.1 percent. In 
some small appliance lines, on the other hand, gains were 
registered. Over 500,000 waffle irons were shipped, a gain 
of 283.8 percent ; toasters accounted for 1,208,220 units for 


A 


raactere choawed o 61.5 perce 


a gain of 37.8 nercent an* 
increase. 


O much tor the hgures. They show that the demand 
There is 


plenty of evidence, however, that dealer inventories are 


““ for our products generally is not slackening 
increasing, that dealer failures are on the upturn and that 
price-cutting is raising its unsightly head once more. All of 
which makes it plain as the proverbial handwriting that the 
movement of goods from factory to consumer is beginning 
to be stymied on dealer’s floors. When people stop taking 
stuff away from you, the solution does not lie in slashing 
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prices, but in intelligent specialty sales effort of the kind fo 
which this industry has long been famous. 

There are many optimistic signs on the horizon, it is 
true. Some of these were highlighted in the 1948 survey 
of Consumer Finances issued recently by the Federal 
Reserve Board. This study that 
expressed intentions to maintain buying of consumer dur- 
able goods at approximately the high levels of 1947. The 


showed consumers 


study also showed that incomes generally were higher, 
that accumulated widely held 
despite some decline in the number of people holding 


savings continued to be 


liquid assets and that net saving by consumers out of cur- 
rent income also showed a decline. In our field, however, 
the demand for a selected list of appliances, radio and fur- 
niture, ran from three to four billion dollars or better. The 
only factors which might change the bright picture painted 
by the Federal Reserve Board (and their surveys in 1946 
and 1947 turned out to be remarkably accurate) would be 
a sudden drop in incomes or employment or the unavail- 
ability of goods. This leaves out for the moment, of course, 
any consideration of adverse foreign developments. 

Loon this rosy picture, however, we must balance 

of the following: 

1. Appliance prices generally moving 
upwards, which means increased consumer resist- 
ance to prices. 

2. The volume of consumer credit is steadily 
rising in installment sales debt, charge account 
debt, cash loans, and miscellaneous debt. 

3. Probable shortage in steel due to the defense 
program will have a limiting effect on production. 

It would seem, therefore, that while most of the factors 
are favorable for the balance of the year, the wise retaile1 
will not sit back in the hope that demand will create 
required volume, but will take those necessary steps to gear 


some 
are 


his operations for the tougher selling period that lies ahead. 
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_. WITH A 
“LIVE DEMONSTRATION” Kil 


For dealers with water and drain facilities. 
one. A 


replaces the regular 


p- Prospects 
dly flushed 


A glass trap 


special light ‘Jiuminates the tra 
fine grindings rapi 


can see the 
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— Monday tool 
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ELECTRICAL = 


MERCHANDISING 


By KENNETH L. HAMPTON 


Manager, Valley Electrical Supply Co., Fresno, Calif. 


as told to 
HOWARD J. EMERSON 


ETAIL store inventories are in- 

creasing. 

Retail 
creasing. 

These two facts are evident in recent 
government and industry reports—but 
are they related? If they are, what 
does it mean to the retail electrical 
appliance dealer, and what can he do 
about his purchasing and his control 
of stock so that he lessens his chance 
of joining the list of failures? 

These current statistics are not the 
first evidence of too-large inventories 
at dealer level, nor will this be the first 
attempt dealers have made to reduce 
their stock to a sound level. Many 
dealers made a serious effort in the 
last year to unload the below-standard 
and off-brand merchandise, and to re- 


store failures are in- 


duce the overall size of their invento- 
ries. Such action saved many a dealer 
when the name brands of appliances 
began to come through in quantity at 
the same time that the consuming pub- 
lic began to evidence an increasing 
brand-consciousness. But that action 
was not enough to make the dealer in- 
ventory picture sound 

Other factors have caused dealer in- 
ventories to rise. Consumer purchas- 
ing power has continued at a 
level, and as long as it remains high 
there is a temptation for dealers to over 
buy. Then there has been the appear- 
ance of new-styled, post-war models 
of higher quality, even in the off- 
brands and the lines, 
which the dealers felt had more selling 
qualities than anything since the war. 
As the manufacturers’ production in- 
creased rapidly during the past year, 
other pressures went on the dealer to 
buy. Advertising and promotion en- 
couraged the dealer, and as the supply 
lines filled up, pressure came from the 
distributors’ salesmen. 


high 


lesser-known 


Other Danger Signals 


These factors have contributed to 
an over-investment in inventories on 
the part of many dealers, coincident 
With other situations which make this 
Overstocking a potentially dangerous 
condition for the retailers: 
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1.) In many stores, inventory turn- 
over is down on more and more appli- 
ances. This means a bigger drain on 
cash reserves and, what is more im 
portant at the moment, higher handling 
expenses. 

2.) Sales in bargain basements and 
low-price outlets are soaring. 
indicates the possible loss of customers 
who will be needed when competition 
increases and outside selling is in full 
swing. And such indication of a de- 
mand for bargains means that an over- 
supply of high priced items will result 
in greater mark-down losses if the in- 
flation bubble bursts. 

3.) Prices in most lines are con- 
tinuing to increase, although the move 
manufacturers to 
prices cannot be overlooked as an at 
tempt at stabilization. However, a 
study of the announced production 
schedules of the manufacturers of elec- 
trical appliances indicates that they are 
continuing to concentrate on producing 
large quantities of the higher priced 
products in their lines. If this con- 
tinues, and the demands for raw mate- 
rials for the foreign aid program 
affect production, dealers will find that 


it takes 


This 


by some reduce 


more 
finance a normal inventory. 


more and money to 


4.) Manufacturers are improving 
rapidly the quality and styling of their 
merchandise. They are striving to cut 
costs and to build greater quality into 
their This in 
argument to the retailer to turn over 
his merchandise quickly so he will not 


products itself is an 


be in oversupply when he or his com- 
petitor receives models that are im- 
proved in quality and design. 

5.) Many dealers still have substan- 
tial stocks of merchandise which nor- 
mally they do not offer their customers. 
In some cases this means that their 
cash position has been depleted to a 
point as low as they would have on a 
competitive market. As a result they 
may be facing a situation in which 
they could not accept substantial de- 
liveries if the goods suddenly were 
available. 

(Continued on page 177) 
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KENNETH L. HAMPTON 


Are Your Inventories 


SOUND? 


To keep off the dealer casualty list, get inven- 
tories in line now, and keep them that way, says 
this experienced distributor, who shows how and 


why it should be done 
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TENDING THE KIDS while the parents shop is a job that Termans cheerfully take on. This group is taking in a ball game. IN THE STUDIO oa prospect can sit a < 
mak 





Telephone Survey Is Key To 


TELEVISION| 


The retailer who learns how to classify prospective buyers, 


and then follows them up, wins out, according to Terman 

















fas 
HE of Chicago . . . meter is another sales tool, he says 


LIKED TELEVISION better than selling auto 


Terman pioneered 


¢ art Sydney 


ve f 


TO » down t eet if RCA-\ ; vern bought a televisio1 elVve gardless of his income. He fits 
Y to ranchise. He grew up in the neighbor is a present for the old man. In a flas! picture as’ much as a ‘ham’ fit 
ul the ood of Milwaukee a ddison, where — the business was off in a direction not radio. ze 
his father for year erated an auto dreamed of by the Pilgrim Fathers of As pointed out, these prospect | 
t today ?” mobile parts firm, tearing down old the business. Every tavern had to to be siited out, and one oi the a 
S ill right but the irs. Sydney didn’t like getting his 1ave one. Much of the first year of the caps of television’s first year 1 ‘ 
erage $350 to pony ands dirty, and the success of his ferman Television Sales Co. was spent cago has been the scarcity of equip! : 
4 television outfit the brother in operating the Terman Tire n taking care of the saloon trade, and You just simply couldn’t conduct a tu 
iverag le yy the Terman Tele- & Supply Co., 3620 N. Milwaukee— ncidentally a lot of it was sold on a blown operation because not enoug a 
on Sales Co. | 3618 N. Mil- which actually is an appliance house finance basis merchandise was coming through. Per- 
iukee Ave., ( ivo made him want to dip into that busi- “The edge is off that business, now,” haps it is just as well, as it ha 
Every househok the t could be ness. He felt that television was a says Mr. Terman. “The home owne mitted small operators like Terman t ra 
1 candidate for a washer, refrigeratot true line to pioneer and that the money is the prospect of the future.” feel their way into proper practice 
ron, but when you get into entertain- vas made in the pioneering business Which brings us back to the need for rather than to take a brodie on a Dig 
t e television ive got to the little fellow who succeeded jualifying the prospect There are adventure. 
ialify your prospects, or the boys sell- two kinds of television customers to- Generally speaking, this has been the 
g them will wear out their shoes and How Tavern Business Started day method behind the Terman operation: 
retire to a less hardy pursuit. So say , ’ 
Svdney Terman, he id of the company First heartbreak came after quality , phe well-to-do family — Teleph s N it 
ery << an ; i itford and wants anything that is new pues carey @ ee 
ie Cal l name, ng hnancially and otherwise ind by 4 sin 
, > : and fashionable. Most sales are st: - , 
When television was first nted at putting in a studio, only to discover Sead 1. Telephone survey. Oddly enoug® 
by means of mysterious “T”’ day liter that RCA-Victor did not think he had _ a pleasant voiced girl can call up al- 
ture, more than a year ago, Sydney a good spot for television reception 2. The eye-minded individual who is | most anybody and say she is making 4 a 
Terman was down knocking at the \ friend of his whose father owns a bug on the subject of television, re- _ telephone television survey. Peop will 
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sessity 
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People will 
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make 


the money 


a selection from a number of brands 











and the salesman can close the deal 


PROSPECTS 


By 


ersation the 


nil 


TOM F. BLACKBURN 


K ust as they talk to girls who 


ie data 
These 


Hooper radio 
calls 


areas that 
and in the course of the cor 


for the 


ting phone can be 


unted to residential have 


girl can qualify the fam 


v financially by inquiring whether or 
t they have a car. A smart girl can 
ll whether the family is red hot over 


idea of television and make 
tion right off to send a demonstra 
for the family to see in 


a prop 


right over 


their own place. This is a good lead 
| ready to hand to the salesman. li 
doesn’t get this invitation she 
nows at least whether the family has 





lot of small children to entertain, and 
the qualifications that would justify 
salesman driving 


doorbell. 


over and punching 


2. The salesman calls on the 


t and does one oj 


pros 
He 


two things. 
(Continued on page 144) 
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ITS SMART! 


re PY ATELEVISION SET! 


with THIS MEW AMAZING 


-AS-YOU- 


TELEVISION" WETES 


i =a= ine | 
yerman THLEVIVON 
saues 


, 1948 
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QUARTER IN THE SLOT meter extracts money from the kids’ allow- 
once 


come 


and dredges up dough from the perpetual group of visitors who 
n to see the show. 


TWO BITS AN HOUR METER IS A 
PERSUADER THAT TELEVISION IS CHEAP 


To the customer who maintains he cannot afford it, Terman 
Television has a convincer in the form of a television meter, 
which operates his set for an hour for 25¢. 


Unlike the refrigerator or washing machine meter, the cus- 
tomer has to pay $15 for his meter, and gets to keep it. 


With a meter on the television set in the home,” relates Bill 
Morrison, manager of the Terman store in Winnetka, “the owner 
finds he has a money maker, something like a juke box. Those 
cartoons showing how the neighbors flock in are not fiction 
that’s what really happens. And they are willing to cough up 
to keep the set operating when it goes off. Biggest pushover so 
far for television has been the family with kids. Go home any 
night and you will see a flock of youngsters hanging around 
the television set. Most poppas in the income category that is 
buying television today give their youngsters an allowance 
Believe it or not, the coin meter gets some money back for the 
old man. The kids have to put in their quarters in order to see 
the show, and they do.” 


The meter, which will hold $35, was designed for Terman’s. 
It is enclosed in an innocent looking humidity guide to get the 
family unit away from the commercial look. Originally it was 
sold for $15 with a refund to the customer when paid up. Latest 
thought has been to sell it outright because the customer likes 
to have a meter to put the bite on his guests and on his kids, 
regarding it as a permanent asset. 


Few have been delivered as yet, Bill Morrison states, so there 
is no knowledge yet as to what ratio of customers will take 
them home. The biggest value so far is the dramatic punch the 
proposition puts over of how inexpensive the operation of a 
television set is compared to going to movies. 
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The GRAY MARKET 


Bringing gray hairs to legitimate dealers every- 
where, this war-induced evil continues to flourish 
because of inequitable allocations, fluctuating 
prices, diluted franchises, fraudulent customers, 
and dollar-hungry dealers. 


short, fat womat % toreign 
A extraction stood at the back 
screen door of the apartment 

nswer to the doorbell 


I've come to check new re- 
| *Poopnik, to see if 
ight,” said the caller. 


your 


- 
“ 


running all 


It's running all right, and don’t 
| no attention,” she replied “Be- 
ides, I’m too busy to talk to you right 
a 
She didn’t know it, but that gentle 


" . 
in was a ae really anxious Ior 


number on her new 
lidn’t 
that new refrigerator had been missing 
from the kitchen almost 


1 » 
vas delivered 


peep at the serial 
efrigerator. He know it, but 


ce the day 


nto a truck it had been bundled 


ind had been shipped south or west, to 


1 dealer who was not franchised to 


arry that line and who had some cus 
tomers ready to pay anything f 
iodel of that particular brand. Or 
acl be gathered together with a 
up of other makes, permitting some 
eale y run adve ig entit 1 In 
hlate lel ] Wi 
i | ” etc 
I ra irk m elec 
ipp \ ( Pp entag¢ 
1 t t Y 2g 
thie 1 


very dith ot e the source 
ipply of t gray market merchan 

re" e ft CODE \ ved have 
Vy goo I I kee gy the 


a number of 


ways in w this can be accom- 


plished, a we shall pt ceed to observe: 


By distributors and manufactur 
ers men who have thé power of de 
ling who gets merchandise. It is 
yretically possible for them get 
kickback from the ultimate retaile: 
ot the good No n NT the etailing 
nd of the appl ‘ ISIn¢ believe 
it allocati ( | 100 
ent orthodo ~ ¢ eal get 
e merchandise tha milar me 
int elsewhe ) 1 i nipe 
ve situation | ring » DOSS 


Franchises Are Cheapened 


ranchise. In the old 
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chance to jeopardize it. But the aver- 
ige dealer today may also carry furni- 
ture, fixtures, sporting goods. An ap- 
pliance francl a matter of life 
ind death to him. Suppose he can use 


lise isn’t 





some refrigerators in greasing another 
deal of some sort. Why not? Suppose 
a distributor’s man allocates him quite 
a bit more than his normal share of 
ippliances which he turns over to 
some one else. On the books are so 
many John Does as retail cash custom- 
ers. The merchandise disappears leav 
ing a blind end unless all of these John 
Doe names are hecked up 

. <1 mentioned source of supply is 


knows the 


1 


ile custome? Every worcly 
ld furnis! ment 
old iurnished apartment method of 


worked 


\ housewife can dash all 


selling furniture. This can be 
n reverse 
ver town, putting deposits down and 
getting on priority lists. Ultimately 
quite a bit of mer- 
lelivered because she 


she is going to get 


handise is on 
erybody’s list. She 


cash, the 

flat for a 
ew hours and the deal is consummated. 
legitimate dealer this is another 
sale lo the 


pay S 
Irigerator 


} 


is run up to her 


lo the 
gray market this is a 
of supply. Our lady friend who 
wouldn't let a detective in to check 
ver her box is the type of operator in 


this kind of a dea 


#. Selling to the building trade 
bens up a source of goods. Builders 
tempted to sell surpluses to any- 
body and at a price 
Of course, only the very hot, heavily- 


n-demand merchandise will warrant 
the gray market operator payoff at list 
price. However, sometimes the price 
s no object when an order comes in 
or the retailer desires to teach 


distributor a lesson. 
Hero or Heel? 


Nothing is more demoralizing to a 


distributor than to have some gray 


irket retailer advertise, “500 X chill 


boxes, immediate delivery, prices cut 
10%.” After stalling his franchised 
lealers along with a half dozen de- 


liveries it makes him look silly to have 


. 1] 1 - - he ins 
me pull a de il like that The lone 


writes off his loss as ad- 


vert g. He has given the distributor 
king and put him in his place. It 
ide h look like a guy who 

Tals 


the goods to the good citi- 
ens of the 


town, and cause the other 


legitimate fellows to resemble a bunch 


The diluted franchise probably ac- 
counts for the most merchandise pop- 
ping up in the wrong places. Even 
Harry Alter, veteran Chicago distrib- 
utor, cautioned his dealers against sell- 
ing their branded merchandise to fel- 
low dealers. The minute a dealer who 
has no franchise gets hold of an ap- 
pliance (provided it is not protected 
by the Fair Trade laws) he is in posi- 
tion to do anything with it. He be- 
comes a competitor to the legitimate 
dealer, can football the merchandise, 
and do almost anything. 

This may be called free enterprise, 
for which we are supposed to have 
fought, bled and died recently. The 
unfortunate trouble with too much 
is that it fouls the nest for 
everybody and tears down more than it 
builds up. The franchise is a very spe- 
cial instrument used for governing and 
regulating the proper distribution of 
merchandise from the manufacturer 
down. It is intended to see that every- 
body gets a fair shake and that the pub- 
lic gets satisfaction. The minute an 
appliance gets out from this protec- 
tion and runs hog wild, somebody gets 
hurt. The ultimate buyer gets stung 
through lack of service and proper in- 
stallation. The dealer often takes a 
beating by jeopardizing his reputa- 
tion or by taking a loss through cut 
prices. The distributor gets a black 
eye. The manufacturer gets everybody 
sore at him. Small wonder that every 
effort is made to run down and stop 
retail piracy of this sort. 


freedom 


It's an Old Story 


It has been going on for years. The 
classic example occurred 15 years ago 
when a mixer manufacturer locked 
horns with a drug store chain. It 
ultimately turned out that carloads 
being transported clear across 
the country to permit this price war to 
go on, with the retailer taking a beat- 
ing on every mixer he sold. 

Today’s gray market obtains most 
of its merchandise, it is said, in the 
big cities of the East and Middle West. 
Most of this merchandise goes, mostly 
by truck, to the South and Southwest. 
There is a good reason for this. These 
areas in pre-war absorbed the 
bulk of the country’s second hand mer- 
chandise. It is said that a used auto- 
mobile gradually works southward and 
westward as it passes through one 
owner after another, finally winding up 
in some canebrake in Louisiana. Before 
the war, truck loads of traded-in radios 
were transported South to be sold for 
a dollar down and 50¢ a week to indi- 
gents. The spread was so great that 
even if their credit was no good, the 
losses were absorbed by finance charges 
and profits on other sets. 

With this machinery available, it 
is quite easy to transport merchandise 
out of its original retail setting. 


were 


time 


The Public Doesn't Know List Prices 


At the present moment there is little 
stabilization in prices. One manufac- 
turer advertised at national price only 
to have three successive freight rises 
knock it out. Today it can safely be 
said that very few prospective custom- 
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ers know what the list price on any 
item should be. If they have an over- 
whelming desire for any one appliance, 
the sky is the limit, provided they have 
the money. Oil-rich and grain-rich 
country people are in position to spank 
down the cash for anything they yearn 
deeply for. The gray market under- 
takes to fulfill this demand. Price 
doesn’t matter so much to a Texan 
rolling in dough who wants what he 
wants when he wants it. Even on a 
time sale, this state of affairs is good 
for a 25 or 30 percent markup on an 
item. 

The higher up the contact the gray 
market has with the product source 
the lower the price. No one knows how 
much of the gray market is supplied 
at distributor’s prices, or how much at 
dealer’s prices, and how much at retail 
prices, which are later inflated. The 
whole business stands up only when 
a product is very much in demand as 
nylons, cigarettes, beefsteaks and other 
items were successively in great de- 
mand. Gray market specialists cannot 
do business when anything is in full 
supply. They’re the boys who are very 
keen to discover the true worth of a 
product and cash in on it. 


Goods at Gun Point 


The hijacking of a truckload of re- 
frigerators out of Chicago not long 
ago represents another fringe of the 
gray market. These are the boys who 
want to get their stuff for nothing 
down. One ponders on how thieves 
dispose of such bulky items as appli- 
ances. There are fences for jewels, 
furs, whisky—who are the fences for 
appliances? The answer, according 
to a Chicago police authority is 
simple—it’s the other dealers. !t 
amazing how many dealers will take 
a flyer in stolen appliances, particu- 
larly if delivered in a plain truck 
backed up unobtrusively to the rear 
door in the dark of the moon. It’s an 
easy way to long profits and quick 
progress, but there is one catch in it 
The people you do business with can't 
sue you, in case there is a disagree- 
ment. They simply send a fast black 
car and Mr. Dealer gets a shotgun 
blast at waist height. The papers carry 
a sad story about a respectable mer- 
chant being mistaken for the wrong 
man by villainous gunmen, but that 
kind of a squib doesn’t bring anybody 
back to life. 

Because appliances carry serial 
numbers, and innocent customers are 
always a little apt to be blabbing to 
the wrong people in case they need 
service, the dealer who makes snooks 
at the law is always on a worry seat. 
\ny distributor, any manufacturer 1s 
going to make an example out of a guy 
who crosses up his business, and it’s 
only a question of time until the dealer 
who does it must take it on the lam 

The franchise remains the best 1n- 
strument yet in passing the profits 
around within an industry, and it 
hooves a dealer who is smart to res} 
it. The country is blue with the b 
of gray market operators who miss 
guess themselves. It’s safe to be ‘¢- 
spectable. End 
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EXPERIMENTS WITH almost every type of detergent, water softener and soap 


ve given Mrs 


Mona Kern, home economist for the big Birmingham depart- 


ment store, invaluable knowledge which she uses in demonstrating both dish- 
washers and clothes washers to the firm’s customers. 


eecialty.. WASHEHS 


YO WONDER the bride goes 

1 wild! She faces a future in 
which about two and a half 
million separate, individual dishes must 
be washed and dried. The average 
homemaker in her lifetime washes 72 
stacks of dishes as high as the Empire 


\tor 


ite Building. In the normal house- 
hold, the weight of the dishes washed 
is more than that of the coal shoveled 
nt In 30 years, 340 tons 
are washed by the average 
homemaker! These are statistics cited 
by recent speakers in the appliance in- 
dustry who ought to know what they’re 


t 


talking about, and it all adds up to a 


ot 


it, messy, 


» the furnace. 


ot dishes 


disagreeable task best 
described as drudgery. 

t also adds up to a fine talking point 
ior Mrs. Mona Kern, home economist 
ior Loveman, Joseph & Loeb, one of 


birmingham, Ala.’s largest department 
stores. Mrs. Kern makes a specialty 


selling dishwashers and home laun- 
equipment, and according to W. E. 
k } 


Arechel, department manager, s 
t about tops in her field. 
She believes in what she sells,” Mr. 
l “In fact, all of our sales 


1e #15 


Says. 
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Both dishwashers and clothes washers are sold 


to a record degree by the alert and energetic 


appliance staff of Loveman, Joseph & Loeb, one 


of Birmingham’s largest department stores 


By A. B. WINDHAM 


men do. We handle 
vashers—Thor, General Electric auto- 
matic, Easy, Zenith, White Way and 
\utomatic—and we believe we've set 
. record with all of them. Our record 
to date with Thor products, for ex- 
ample, is the sale of a dishwasher o1 
an ironer with every four washing ma 
You see, Birmingham is 
an apartment city, with hundreds of 
apartments scattered through 
section of town. Since many apart- 
ment owners object to or will not per- 
mit any installation of new plumbing, 
the situation is ideal for selling non- 


six kinds ot 


chines sold. 


every 


automatic washers, which require no 





1, 1948 


installation work beforehand 

“On the other hand, Birmingham 
also is a city of homes—homes which 
more and more are coming to see the 
value of the electric dishwasher. We 
ire making an all-out fight to free 
housekeepers from long sessions with 
the dishpan and the resultant ‘dishpan’ 
hands which they so desire to avoid. A 
realizes that most 
women are natural prospects for the 
dishwasher because there is rebellion 

the heart of many a woman as she 
gets out the dishpan and dishmop and 
sets about cleaning the dishes. At best, 


costly 


good salesman 


itisa messy, disagreeable job. So we 


go to work on ’em, pointing out that 
the job is reduced 
in the racks, 
adding the detergent and pushing a 
button,” 

Mrs. Kern might best be described 
as an “old timer” at her job. She has 
machine in her own 
home since 1915 and therefore, prob- 
ably knows as much about the pecu- 


with a dishwasher 
to stacking the dishes 


had a washing 


liarities of a washer as the manufac- 
turer 
daughters and three 
today, has reduced the task of getting 
the youngsters togs thoroughly clean 
in eight minutes flat. Her experience 
with the dishwasher is just as thor- 
ough. For several years, she was a 
distributor’s representative in Atlanta, 


does. She has two grown 


grandsons and 


Ga., and worked with scores of dealers 
And she_ has 
proved her ability to handle the public 
by opening up a corset business of her 
own in Pascagoula, Miss., during the 


in demonstrations. 


war years and selling foundations to 
shipyard workers’ wives. 

Asked about her methods of selling 
dishwashers and clothes washers, Mrs 


(Continued on next page) 
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MRS. KERN, BUSY DEMONSTRATING o new washer to a couple of Birming- THIS SECTION OF THE APPLIANCE department might well be called ‘Mrs AN 
hom sewive believes in the products she sells. For several years, she was Kern's Corner Here, the home economist and the sales staff demonstrat at L 
tributor’s representative and learned appliances from the ground up undry equ. pment, dishwashers, ironers and freezer an 
e courteous always but a sense ont eight-hour working days time experimenting with soaps, « 
‘ using th elling comes to you alter you ve vear—and in addition, releases her tergents and other necessities {01 = 
t featur { the appliance a talk done it for a while ror er most disagreeable task. laundering, and by her own efforts ue 
; ;' dying 1 customer n the matter of selling appliances oo, good tests have shown time arrived at the answers which almost pera 
det ! tion t ( particularly dishwashers, laun and again that the bacterial count for every buyer of such equipment is suré = 
onstratior ry equipment or ironers—the sales landwashed dishes is approximately to ask. When she first came to Love ah 
Phere’s a | ology about selling t just natural. Machines for dish- two and a half times greater than for man, Joseph & Loeb, she experimentel nen 
Mrs. Ker \fter a time, on vashing, for example, have been on the dishwasher method. And again, and found that water in the Birming- ag 
t ere iit n sense the time t market for about 30 years but still vhen it comes to saving time, pots and ham area was much harder than 4s 
se a sale, when he can tell whethe the erage homemaker doesn't seen mans can be loaded into the dishwasher \tlanta. where little or no detergent — 
istol t look really to realize that such a device can save and cleaned while the meal is being is needed in washers. Immediately 
terested in buying. Of course, on 1 out an hour a day—more thar eaten, thereby getting these bother- she set out to learn everything s — 
e utensils out of the way by the could about detergent values, water ect 
time the meal is eaten. Why, inasmall softeners and the scum left in a washer be 
jamily, dishwashing once a day is a_ from dirty clothing. Her investiga- ' 
practical and welcome idea and can _ tions were conclusive and provided her 
be done very well by grouping the with the selling points she uses toda) ay 
dishes for two meals and washing them Few other home economists are as wel on 
at one time. equipped to sell washers of any kind re, 
“With such an array of facts to While Mrs. Kern is an important — 
present to the homemaker, what is the cog in the Loveman, Joseph & Lo ” 
need for special promotions or appeals? appliance selling machine, this account “4 
The dishwasher will sell itself if you would not be complete without 
give it half a chance.” tioning other activities of the depart 
But it isn’t as simple as that. Mrs. ment. Mr. Krechel is the man | 
Kern recalls that she had to learn to the guns. When he took over a g 
sell against pretty stiff competition. of the department three short 
l'rained by a big distributor, she was ago, he had two assistants as his tot f 
placed next to a demonstrator who © staff. Today, he has 32 people 
was a regular carnival barker—the ing for him on his sales, servi ; 
loudest. most obnoxious and brassiest warehouse payroll. Obviously, 
woman I ever heard.” Instead of be merchandising leadership has 
coming discouraged, Mrs. Kern buckled the way to such expansion an : 
down to learn the art of selling wash- Krechel is the man who has it 
ers by profiting by her competitor’s Outstanding among the inno\ bi 
mistakes. She also set out on her own’ he has introduced in the depart » 
WILLIAM E. KRECHEL, left, the man behind the guns in Loveman’s appliance to learn evervthing she could about s a quadruple check system on 
jepartment, passes on a few instructions to members of his sales staff. The then appliance sold. This means that whet . 
record section, in the background, is an unusually complete one She put in long hours of her own an appliance is purchased, the d r sae 
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od “Mr AN IRONER DEMONSTRATION by Mrs. 
nor t at Loveman, Joseph & Loeb 

and dishwashers sold by t} 
dal 
sit shows the buyet how operates ; 
a e installation man tests it for good 
ch, alenost eration and leaves all instructions 
nt ' cessary for its use; the home service 
» to Lov epresentative calls two or three days 
orien iter and spends some time with the 
Birmine- uusewife, showing her how to get 
© than the best use of the appliance and how 
detergent keep it clean and operating efficient- 


mediatel nd finally, a representative of one 


thing the utilities such as the Birmingham 
es. ¥V Co., or the Alabama Power 
1a was ) ollows up on every nstallation 
investig rea. Such service accounts for 
wid c ut that Mr. Krechel uses the 
ses tod yer’ to sell other appliances to other 
ire as Wt istomers 
any sually, if a custor is any 
a about an appliance aiter we get 
at rough telling him about it,” he says, 
le ve him the nar and phone 
10ut rs of three or four other buvers 
oe et him ask them about it him 
an We know that every piece of 
ment we sell is well sold and we 

ort no fears at all ir Wwiting him 
a th eck up on us. This i case O 
pl the user ind the results are al 
a without fail, happy rr every 
a! oncerned,”’ 

as Sales Meetings Held 

“+ . Krechel holds a sale eeting 
ino Wednesday morning and he con- 
epart t icts it like a football coach working 
ons pire his charges to better efforts 
that et t these meetings, salesmen discuss 
ae business they didn’t get and the 





Trade 


ms why they didn’t get 
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holds the interest of a buyer 
firm is one to every four clothes washers 
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veteran saleswoman 
The ratio of ironers 


Ella Anderson, 


and 
especially good suggestions or ideas for 
better selling are pointed out to each 
Occasionally, Mr. Krechel 
will quiz the 


journals are passed around, 


salesman, 
salesmen to see if they 


have forgotten certain selling essen- 
tials or timely tips which have been 


and 
manutac- 


passed on during past meetings, 
sometimes, a distributor’s or 


turer’s representative is invited in to 
talk to the group. 
Another of Mr. 


which has caused 
offer of 


Krec] 
sales to 
“specials” once each 


through advertisements in the three 


Birmingham daily newspapers. TT] 


specials” may take the form of a 


lowered price on certain appliances a 
high tra 


le-in allowance or unusual ot- 


fer, such as the conversion of regular 
sewing machines to electric ones bv 
the addition of motor, foot control 


etc., for a flat price of $39.50 
have come to 
offers,” Mr. 
“and we get an 


“Newspaper readers 
recognize the 
Krechel 


and handsome re sponse 


‘special’ 
says instant 


every time we 


advertise one. For instance, in that 
matter of the sewing machines, we got 
such a response that three men were 
kept busy continually on them alone 


When we advertise a lowered price as 


a ‘special’, we list the regular list 


price along with it to show just how 
much the customer can save, and when 
ever we use a trade-1 pecial’, the 
buyer knows our allowance is just 
about tops which can possi>ly be of- 
fered. 


1948 


COMPLETE even to a variety of clothing and bedding articles is this typical ironer 


demonstration 
flatplate and roll ironers. 


Unusual in department store mer- 
chandising, two full-time outside sales- 
men concentrate on sales to new home 
buyers, according to Mr. Krechel. Re- 
ports on new deals are read and fol- 
lowed up instantly and the Loveman, 
Joseph & have done 
effective work in placing new appli- 
hundreds on new 
Birmingham. A unique set-up, which 


Loeb salesmen 


ances in homes in 


cooperates closely with the appliance 
department at Loveman’s, is a home 





Customers get a chance to compare the relative merits of both 


planning department, established pri- 
marily to assist the bride. This unit, 
headed by Mrs. Nona Woods, suggests 


and advises on everything from a 
trousseau to an electric range. The 


department is widely known and used 
by matrimonially inclined Birmingham 
folk and after the wedding, functions 
efficiently in directing the newlyweds 
to the department, 
they may find almost any equipment 
(Continued on page 148) 


appliance where 





A WIDE VARIETY OF STOVES, refrigerators, heaters, freezers, washers and oth 


equipment 
Joseph & Loeb 


A new and much larger 


is offered the Birmingham appliance-buying public by Lovemar 


Jepartment will be opened xt year 
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Before a washing machine demonstration, the Niederriter salesman (R. B. 
Greenlee, in this instance) asks for time to talk about the water softener 


installed on the ales floor and hooked to a number of washers and automatic 








jishwashers ing system. 
a _ 
WASEDAY 
WONDER 
- -~ 
a 
4 
+, 
i< 
“ 








At one point of his talk, or softener demonstration, he conducts a soap 
solvency test with small bottles, shaking violently to get suds from more 
soap, when unsoftened water is used. He cites ease of regenerating the soften 











He reviews 
cost ver montns 


the use of detergents and water softening compounds, and their 


f washing clothes, as against the investment of a water 


cum on sheets, etc. 
chines, dishwashers and water heaters. 


“It’s just the idea that you have to 

] use a water softening compound or de- 

tergent—lacking a softening system in 

] © the home—to get the best results from 


iutomatic washers, dishwashers and so 


forth,” explained R 


ftener. whict ists for years, assures n 


NALESMEN at Leonard Nieder- 
G rite Co., 1726 State St., Erie, Pa., 
believe that a revolution 
could be started very easily in the mer- 


- 


minor 


chandising of automatic washing ma- 


B. Greenlee, floor 
lesman 
W e've 


automatics, or 


been doing pretty good on 
on all washers for 
but after getting them out 
nto the homes, we’ve had many com- 
plaints about scum or residue in the 
vashers or dishwashers, and deposits 
of same on clothes and dishes. 

“Well, we set out to do something 
ibout it, 


Leonard Niederriter Co., Erie, Pa., demonstrates auto- ‘" 


tnat matter, 
matic washers, dishwashers with water softeners—results 


in bigger sales, much less complaining about “scum,” 


a savings in demonstration overhead 


and this corner of our base- 
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Then he demonstrates the washing machine itself (here a Frigidaire auto 
matic model), and stresses less worry, less soap, less time fussing with deter 
gents and compounds—a better job all around 


ment 
swer to the whole problem.” 

We were looking around. In t 
specified corner was installed a U1 
flow water softening unit, and to 


right in neat display order were Bet 
Frigidair 


dix washers and dryers, 
Thor Auto-Magic and Easy Spind: 
units. All of these, we learned, 


coupled to the water softener. Fu 


ther around the display we found 
Dishamatic installed, also piped to t 
water softener. 

Now, it wasn’t just a 
sticking a water softener into the ho 
up, and letting it go at that as a talk: 


matter 


point to customers looking over aut 


matic washing machines and the ot! 
merchandise. Niederriter’s really 
on the ball, studied water hardness a 
compounds and soaps, and made te 
(Continued on page 180) 


salesroom is a pretty good an 
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DEALER BEN HINSHAW, the idea man, shares the spotlight 


momentarily with a lucky contestant who has just won some 
of the prizes to which Cliff White points with pride. 


This Dealer Runs His Own 


Quiz, Show 


Once a week, Ben Hinshaw 
of Indianapolis rents a next- 
door movie theater, gives 
away a few prizes and gets 


crowds flocking to his store 


prietor of a neighborhood furniture 

and appliance store, noticed that 
the next-door movie theater stood 
empty every Monday afternoon. The 
wners were missing a bet, Hinshaw 
thought. They ought to rent it out 
to someone. 

He wondered how a merchant like 
himself could use the empty theater. 
Visplays and auctions were old stuff. 
Only something with the New Touch 
ould make the rental pay off. 

He was still mulling the question 
over at home as he dialed to one of 
is eight or ten favorite quiz shows. 
Before the program was over, Hinshaw 
had his answer. 


[ Indianapolis Ben Hinshaw, pro- 


Takes Over Theater 


Every Monday afternoon now, in the 
theater next door, Hinshaw outradios 
radio with a two-hour super quiz show 
tat never goes on the air. And his 
success is enough to green the gills of 
Many a producer of radio’s give away 
epics 

Women, many dragging their young- 
sters behind them, gather early and 
Wait in line to capture the theater’s 
400 seats. Punctual arrivals have to be 
content with standing room in the rear. 
Admission is All you have to 
lo is go into Mr. Hinshaw’s store and 
get a ticket. But this is only one of 


free. 
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several inducements which lead queues 
of ladies into the store to inspect his 
Crosley radios and other merchandise. 
Ergo, Hinshaw’s business is booming. 

No Ralph Edwards himself, he hired 
Cliff White, a glib showman and vocal- 
ist with matron-charming powers, to 
act as Against a background 
of electric ironers, vacuum cleaners and 
Crosley White summons 
members of the audience to the stage 
to answer not-too-difficult 
rewarding correct 


enicee, 
Cf msoles, 


questions, 
with table 
model radios, flatirons, pots, pans and 
table lamps. For 120 minutes the show 
rolls on, enlivened by White’s wit and 
the inevitable the 
homemade hat.”’ 


repli Ss 


contest for “best 


“What Am I” Contest 


The climax, and Hinshaw’s crown- 
ing adaptation from network quizshow 
art, arrives with the weekly install- 
ment of his “What Am I?” contest. 
Each Monday as the question goes un- 
answered, another gift is added to the 
collection that will go to the eventual 
winner. 

However, Hinshaw has added a fea- 
ture which radio would find it difficult 
to duplicate. The “What” to which his 
question refers, and to which his emcee 
doles out meager but accumulating 
clues each week, is an article on display 
in the Hinshaw store. After the show 
each Monday, hundreds of women can 
be seen milling around in the store, 
quizzically eyeing every item and 
mumbling half-aloud, or referring to 
tattered pieces of paper on which the 
clues, given by White, are scribbled. 

Hinshaw’s is probably the only furni- 
ture and appliance store in the world 
whose entire stock can be recited by 
heart by scores of potential customers. 

End 
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QUIZ SHOW THEATRE CROWD... 


Early line-up for Hinshaw’s Monday show, waiting for the theater 
admission 


open. Each has obtained a 





free 


doors to 


ticket from Hinshaw’s store. 


























MADE HAPPY WITH PRIZES .. . 


Cliff White, the indefatigable emcee, rewards an elated prize-winner with a 
Crosley table model radio. Bigger Crosley receivers are conspicuously present. 








The show over, 
seeks the answer to “What 


the stampede 


Am 


FLOCK TO HINSHAW’S STORE 


into 
Pe 


Hinshaw’s store begins as the audience 


guessing contest on an item in the store 
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Milwaukee Battles 
Over Range and Water 
Heater Wiring 


As money grows scarce, dealers say that the 


high cost of the rigid conduit code is killing sales 


By TOM F. BLACKBURN 


































VILLAIN IN THE PIECE—rigid conduit, 


cable 


as contrasted to non-metallic-sheathed 

















HE booing of 600 union elec- permits use of non-metallic sheat ot the fact that new materials have The reason for the advocacy of rigid 
tric and contractors’ men able. Although it has worked out come into being and are used every- conduit, ELECTRICAL MERCHANDISIN( 
who crowded into Milwaukee’s perfectly in the suburbs and every- where in the United States except was told by experts, is that it takes 
Co m Council last year scared the where else, the construction group Milwaukee.” double the amount of time to install 
oft the aldermen and caused them vished to continue with a code that So tar, for wiring that costs an aver- \ man has to come on the job to bend 
» table tl vosed liberalization of has not been amended for the past 20 age ot $44.50 elsewhere, Milwaukeeans thread and hang up the pipe. He is 
wit years, and which takes no cognizance _ still pony up $85, $115 or more. followed by another man who runs the 
ERA y Ele Li ( I i 
trical \\W Union ing 
i 1 ie ] 
te : ; . 
: woe gocen depend ; ‘90 to*160 in MILWAUKEE 
Milwat lic, harassed by the | When you buy an electric range, 
using ind the high cost ot Nu ° 
“e’ i the igh cost ot | Mr. and Mrs. Milwaukee...... $97.50 . DETROIT 
: of men, in th 50 in 
Iding ave been holding up 
Tes row the mato 5p WHO MAKES THE 
ee t what 
9 BIG PROFIT? Why is it Milwaukee citizens must pay from 
I the . ' ‘ , 
the as 590 to 5160 for an electric range installation 
old up the LI Di Miata : : , - 4 
Whe in their homes when in the city of Detroit it 
The sto petrel who started all ve 2 Te tetowig costs the consumer ‘37.50? 
, : er 
e hullab \\ in electrical dealer 
Alfred C. H ) owns the United Deaier's Prot... Asp 5p .00° Ask the members of the common council 
D1 . . . P Retail list price of range... 272 Average sungle family home *25°° 
I 8) I ° Broadway Mr wo installchon _. complete meta! » e © * 
H so be am eiderena Dealer's C066 6. ees eeeeees vt serie and range cout why the majority voted against the people 
ese DEALER’SGRossProrit.." $97” Gustag Go pus Ge auto 
Seve bet Gane Besken Wer of Milwaukee when they, the aldermen, 
ae ae failed to pass the use of alternate wiring 
* ind the unio = materials. 
Eu MERCHANDISI 
tt 1 lib ‘ : , ‘ 
, 5 =e a = = Further details will follow in future advertisements. 
42 I eta 
ee) ELECTRICAL CONTRACTORS ASSOCIATION 
fg ey ope Milwaukee Chapter 
. 1i0t Oo pe o 
ee oe ti Ed H. Herzberg, Executive Manager MILWAUKEE COUNTY CHAPTER 
itnhin tne its 808 N Third Street Milwaukee 
NATIONAL ELECTRICAL RETAILERS ASSN. 
t or 
to on and t ( i 
VW e furt e 
l r that t tat ) FIGHT IN THE NEWSPAPERS brought the nation’s spotlight on Milwaukee 
PAGE 48 


AUGUST 1, 1948—ELECTRICAL MERCHANDISING 








aoe whe Ww 





Nduit 


sathed 


























wirtag through the pipe to finish up. 

Non-metallic cable to 
lang up as the garden hose, and per 
nits great installation. 
Now at the present moment all this 


is as simple 
economy of 


does not matter as everybody in the 
electrical building industry in Milwau 
cee is as busy as a bee. However, thie 
union can see a day coming when a 
iberalized code will mean a loss of a 
ot of working hours when things get 
tough. ELECTRICAL MER 
CHANDISING was told, the 


3asically, 
electrical 
contractors are smart enough to see 
that a liberalization of the code and 
the subsequent reduction of costs will 
mean a lot more work and at heart its 
members would not mind seeing the 
amendment However, 


passed. since 


they operate hand and glove with the 
union, they have to play along with 


the boys. 
Vague Statements Won't Sell 
\l Hass, who 


of the difficulty a dealer encounters in 


is a merchant, spoke 


selling a range or water heater. 

“When the customer asks how much 
is it going to cost to install,”’ he says, 
“vou have to tell him you don’t know. 
You have to refer him to some con- 
tractors and some times two or three 
go out to his place and give him an 
estimate. It may cost up to $300. If 
he is in a duplex house and wants the 
lower apartment wired, he must wire 
the upper one also. It has been costing 
around $115 and up to get the same 
job done here that costs around $44 
n other cities. People that worked 
n war plants could use non-metallic 
cable—but not the rich guy.” 

\ spokesman for the contractors de- 
clared that the utility had its standards 
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AS A DEALER, Alfred C. Hass could see that wiring costs were slowing up range sales. 
But Alfred C. Hass, as an alderman, was in a position to do something about it, and did. 


set too high, that for 60-amp. service, 
two number 4 wires and one neutral 6 
were required for a_ single family 
dwelling. For an apartment, a 100 
amp. service with two 2’s, and one 4 
or 3 wire as a neutral was necessary 
rhis provided adequate service tor a 
lot more things than a range or a 
water heater, which wasn't the case in 
Detroit, which is famous ior a flat 


charge proposition 
Consider Detroit 


\ committee of three contractors 
visited Detroit to see how it operated 
and declared that the flat charge gave 
only a minimum service, putting in 


number 8 wire whereas Milwaukee 
used number 4 wire. A _ contractor 
spokesman said that Milwaukee could 
match the $37.50 price if they wert 
permitted to put in the 
as Detroit. There, thei 


same system 


committe 


discovered, it took an average ot two 
hours to make an installation and the 
men could put in four a day. 


Contractor men said they understood 
that what was needed was a fixed price 
which the dealer could quote as a sell- 
ing cost of a range or water heater. 
Second, there was needed a routing 
of men by some central agency such 
is the utility, so that there would be 
no lost motion. Third, it would be 
necessary to interest certain contrac- 
tors in doing this kind of work, as at 
the present moment it was spread out 
too thinly with no one firm enjoying 
any economies, 


The Allowance Setup 


Next, it is felt by contractors that 
there was needed an overhaul of the 
Wisconsin Electric Power Co. allow- 
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ance setup which has not been changed 
since about 1934. 

Said an electrical dealer : “What we 
want is a definite installation price, 
comparable with other cities. We can't 
sell ranges or water heaters on a ‘how 
high is up’ basis. The customer has 
to be told what it is going to cost to 
vet that thing delivered and installed 
or he is going to say ‘nuts’ and walk 
iway. Sales have been pretty good up 
to now since the war ended because 
hey have been desperation cases. But 
he bloom is off the peach right now 


t 
t 


ind people are beginning to put thei 
money where they can get the most 
for it and ranges and water heaters 


ire going to suffer.” 
War of Words 


In the propaganda war the Electrical 
Assn., the Electrical 
\Vorkers Union, and the newly organ- 

ed National Electrical 
\ssn., numbering about 60 members 


( ontractors 
Retailers 


have slugged each other over the head 
quite liberally in the newspapers. The 
installation group has trotted out the 
mouse can 


story of how a chew 


through a non-metallic sheath cable 
It has pulled out both stops on safety, 
claiming that Milwaukee has been safe 
from fire on account of rigid conduit 
wiring, declaring that of national fire 
losses electrical causes account for 15.5 
percent of the total. This does not 
jibe with the figures published by the 
National Fire Protection Assn. which 
declared that fires due to electrical, 
fixed services, misuse or faulty wiring 
and equipment, accounted for 8.31 per- 
cent of the national total. The report 
of the Milwaukee Fire Dept. for 1946 


showed that electrical fires accounted 


ve Ga Ves 
beh 
winty 








ior 6.03 percent of the total number of 
fires in Milwaukee. 


Nor do the ciaims that you can do 
a rigid conduit job just as cheaply as 
you can using non-metallic sheath cable 
seem to add up. Typical figures com- 
piled for labor and materials only, cov- 
ering the service entrance and range 
circuit for a single family residence 
indicated that with non-metallic sheath 
cable it could be done (without over- 
head or profit) for $32.46. Using rigid 
conduit the cost was $60.26 without 
profit or overhead. It took four hours 
of labor to do the non-metallic sheath 
cable job and eight hours using rigid 
conduit, which shows cause for the 
union interest in the old code. 


There's Hope 


On June 21 the representatives ot 
the Electrical Workers Union, the 
Contractors Assn, and the utility sat 
together to see what 
While a decision possibly 


1 


will not be forthcoming immediatelv, 


11 
could 


down 
be done. 


chances are that some sort of an agree- 
ment will be reached. The Contractor 

\ssociation is not unaware of the fact 
that it has been held up to the Mil 
waukee public in the light of blocking 
building progress so that 


its members 
may line their pockets. The utility will 


have extra generating capacity to se 
this coming fall and wants to see 
ranges and water heaters going i 
homes. The dealer will geta break if 
he can quote a positive deal to the 
in line 
with those elsewhere. Milwaukee is a 
thrifty Dutch town, and it is certain 
the great majority of its people won't 


prospect, and a figure that is 


1 1 


put up indefinitely with a lot of foolish- 
ness. End 
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The South presents a 
$25,000,000 
market for receiving sets, 
and R. P. McDavid & Co., 


of Birmingham, Ala., is 


potential 


one firm which already 
has begun to prepare for 
the demand in_ video 


equipment. 


Bring on 








ONE OF THE DINING ROOMS where the television camera operated, was filled with excited comments as 


retailers from all over Alabama and Northwest Florida watched the exhibit and heard reports on prospects for 
obtaining televison in that area at an early date 


AVEN more eagerly awaited down the Chamber of Commerce, civic clubs 
4 Sout today than Mardi (ras, ind ne wspapers have kept interest in 


the Kentucky Derby or the’ the phenomenon of the air waves at 
(_otton Cart \ l the advent or t le ( eT he it Three ol the ( ity’s hive 
on. Tw e Southern states, sprawl major broadcasting stations—WBRC, 
Potomac to the Rio WAPI and WSGN, representing 
Grande, contair ores of thousands NBC, CBS and ABC respectively— 
of fat primed by advertising and ive applied for television facilities 
news 1 rts a ready to invest ir WBRC expects to be in operation as 
a eo set t all adds up to fat oon as FCC approval is granted and 
s t eption becomes possible. That this 
qualifies $25,000,000 1 may be soon is reflected in the recent 
i! market the first vear that NBC statement by Frank E. Mullen, 
tel t “utive vuic¢t president, that NBC is 
t Ma LD " ow committed to the launching of tele 
A r Sot t ion on a national scale; it also 
k paration gathers force from the recent predic- 
f t Birt t Ala tion by David Sarnoff, RCA president, 
where listributors, dealer that there will be 5,000,000 television 
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CITY COMMISSION PRESIDENT Cooper Green, 
center, answers a few questions while being televised, 
as R. P. McDavid, right, distributor for RCA, looks on. 








ADDING EYE APPEAL to the program was Miss Peggy 
Elder (Miss Birmingham of 1947), here being interviewed by 
Jimmy Willson, program director for Station WAPI. 


viewers in the U. S. by the end of 1948. 

Spurred by recent demonstrations 
and the near reality of obtaining tele- 
vision service, Birmingham appliance 
distributors and dealers have begun 
to lay plans for cashing in on the vast 
vave of buying that appears to be just 
iround the corner. 

R. P. McDavid & Co., one of the 
largest appliance distributors in Ala- 
bama, has taken a foremost part in 
planning for television. Mr. McDavid, 
i veteran of 28 years’ experience in ra- 
dio selling, recently staged a three-day 
television demonstration in Birming- 
ham, which was attended by more than 
4,000 retailers, civic leaders, local mer- 
chants and other invited guests. After 
Mr. McDavid’s demonstration, which 


was put on in cooperation with Radio 
Station WAPI, Birmingham has be- 
come more eager for television than 
ever before. 

The first night demonstration was 
made at the invitation of the Birming- 
ham Chamber of Commerce on the 
occasion of its 54th annual banquet. 
Two big television cameras were set 
up on platforms in the main ballroom 
of the Thomas Jefferson Hotel and 
receiving sets were stationed in other 
rooms, as well as in McDavid’s display 
windows, across the street from th 
hotel. In addition to Chamber of Com 
merce members, guests from a sale 
executives club and a local advertisin 
club also were provided with receivers 

(Continued on page 140) 
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CARLSON’S SPENT $75,000 remodeling this building to make meeting rooms for 
architects, auditoriums for women’s clinics, space for several complete kitchens. 

















SUGGESTIONS ON HOW to remodel a kitchen properly are welcomed by home 
owners, and Carlson’s supplies them 


HE girl in the fur coat, the man 

in the Buick car, the family liv- 

ing in a home costing $13,500 or 

more, are all hanging out a sign which 

tells you they can afford certain lux- 

uries of living. Let such a customer 

enter the doors of Victor Carlson Sons 

Co., Minneapolis, asking to have her 

home remodeled and one of the Carlson 
boys will tell her: 


“You ought to include a dishwasher 
with that new kitchen you are putting 
in.” 

It is as simple as that, up to now. 
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A SOLID PRESENTATION of what the dishwasher will do is behind the Carlson 
success in selling them. 


zo DISHWASHER PROSPECTS 


Carlson’s of Minneapolis sold 78 last year by concentrating on better-class homes 


By MARTHA M. ALEXANDER 


Victor Carlson Sons moved 78 dish- 
washers last year. Sixty of these were 
complete sink units. 


Establishing Dishwasher Headquarters 


To make Minneapolis think of Victor 
Carlson Sons Co. as headquarters for 
dishwashers, the firm installed com- 
plete kitchens in three of the downtown 
banks, and Miss Jean Carlson, the 
daughter, has acted as hostess and dem- 
onstrator. The firm has had spots on 
the radio five days a week on the John 
Ford musical program on WTCN, 


1, 1948 


Because customers are babes in the 
woods when it comes to appliances, the 
Carlson custom is to scoot an “archi- 
tect” out to the home of the prospect 
who gives them a nibble and sees to it 
that plans leave room to take care of 
every appliance needed for a complete 
kitchen. The architect who looks over 
the place gets the dope needed to have 
the dishwasher installed properly. Very 
often the nibble grows into an order 
for a complete kitchen, as Carlson’s 
have a package deal complete even to 
a ventilating fan in the wall. 


Inasmuch as the supply of dishwash- 
ers was limited up to six months ago, 
the ones they first got were put into 
homes where they brought kudos to 
the idea and got plenty of exposure to 
start the Joneses in that direction. 

The homes of doctors, lawyers, pro- 
fessional people and others who do a 
lot of entertaining and belong to social 
clubs are best prospects for a new item, 
it was found. 

Says O. M. Kent, manager of the 
appliance department, ‘People like the 

(Continued on page 158) 
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THE GILLESPIE ORGANIZATION spots new housing developments and checks 


AN ARKANSAS RESIDENT and prospective stove buyer, gets first hand informa- 











building report The firm’s experience has shown that this is one of the most tion on the operation of a range from a Gillespie floor salesman. Informality is AN El 
effective ways to line up appliance prospects the keynote of the salesman’s selling talks. = 
More homes mean more sales to this Arkansas pecialize working on the architect minoi tations. The pay off, of 
or contractor, but we feel that every course, is that this service keeps Mr. ie 
° ° ° ° alesman in our organization is a_ Gillespie in contact with his customers, 
dealer, who makes ita point to work with archi- ‘building department’ himself, as well allow “ him to show new equipment, ‘ 2 
as a first class door bell ringer or obtain store traffic and maintain friend- ma 
tects and contractors by providing all the appli- —_ emonstrator.” ly relations with the buyer. os 
The average contractor or builder, [lwo “good will ambassadors” for ia? 
Mr. Gillespie feels, appreciates an ap- the firm are Mrs. Gillespie, who serves nes 
ance answers they need to know pliance dealer who knows his equip- as the company’s home service expert, : 
ment, who can offer advice and assist- and her daughter, Miss Beverly Ann o 
nee when it is needed and who can’ Gillespie, who handles the records, poe 
be depended upon to work with him in books, collections and files for the 
SPE ST in heating and Lor residential area e carefully nany different ways when called on. store. Mrs. Gillespie’s strong forte is Ne 
J. Gillespie o ointed out to the trainees, and the pos He has therefore endeavored to solidify the demonstration of washers and - 
Rock \rk., knows that bilities of new contacts and sales in his contacts with builders and planners ironers to Little Rock housewives, f 
struction means new business t field are stressed heavilv. In fact, the Little Rock area by providing among whom she is widely known. ‘ 
Mr. Gillespi nd of tes the the Gillespie salesmen are taught to go —— just such services to them. \fter a demonstration or other con- we 
Gill pic \ppl nce Co.. at 707 Center it especially for business in the new Good Supply Essential tact with the housewife, Mrs. Gilles- “4 
‘ | kk ) nstruction domai Chis requires a pie agrees to send an appliance out on ae 
er t e 194 stant contact with architects, con- An important feature in selling to trial and follows it up herself to see -- 
Little Ro t most ctors and builders in the area, s contractors or builders, Mr. Gillespie that the prospect understands its ra 
ther healt growing co ell as with the home owner himself points out, is the fact that equipment operation and knows how to get the 
t the G » requires the salesman to possess must be good supply at all times. most out of it. The daughter, Miss ‘a 
lespic Buildi: ta pe Phere complete knowledge of building con as few builders are willing to fool with Gillespie, has a cheerful smile and = 
, of proper equipment for speci- 1 waiting list. This point keeps Mr. makes it a point to render prompt and ee 
n here at pre fied space areas, of appropriate design Gillespie on the run. He ranges far courteous service to customers who ie 
\ nd utility features for performance in and wide, frequently driving long dis- come into the store to pay bills, make r 
gone up t t ferent types of houses, and of vari- tances out of his territory, in order complaints or inquiries about servic 
that the market sus methods of financing which will to keep a good supply of stock on hand. Mr. Gillespie calls the distaff side a 
for new appliance is kept pace wit tie in with the financing of the house. Almost a nightmare to him during the — the firm one of his chief assets = 
Iding and to there still an i The Gillespie salesmen get all this period of shortages, the situation has - 
o de Dp owledge along with the fundamentals oneed somewhat recently with the in- oe Angles Guastected ne 
t ) { ese new »§ house-to-house and in-the-store sell- crease in deliveries of almost every No possible new sales angle is o pi 
e aim of the Gillespie g type of appliance. looked by the company in its effort = 
Company to work toward It’s a logical attitude.” Mr. Gilles Another smart idea instituted by Mr. to obtain new business. The ser\ wt 
g tl emand Not that we pie points out. “While you are train- Gillespie is his method of acting as a department is brought into the gene: Mr 
ecting the old customers—cet ng men to ring door bells, to demon- middleman” for his customers. On _ scheme of selling in two ways—first ne 
i ot—but with increased produ strate equipment or to close sales, why a shopping trip downtown, or while by following standing orders to giv bes 
mand de ries of appliances, we are not train them also to confer with on the way to work, or if otherwise immediate and full service which gua: = 
going after new business among the ontractors and to be ready to furnish in a hurry, customers are encouraged antees satisfaction to the customer, a1 = 
new home owners of our territory.” the answers when the builder or archi- to drop in and leave their FHA or _ second, by keeping its eyes open i os 
\nd Mr. Gillespie has streamlined tect wants information on appliances? other payment at his store. Mr. Gilles- new prospects. The Gillespie servi: : 
business to fit his new sales policy. | know that many dealers and dis- pie then mails it or takes it to the men are encouraged in the latter cour “I 
For example, in his retaining of sales- tributors have so-called ‘building credit agency for them, relieving them by being offered a percentage of n« / 
en, the many new additions to Little departments’ of their own, which of waiting, providing postage or other sales which occur as a result of lea me 
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AN EFFICIENT DISPLAY of washing machines interests a Little Rock housewife 
as she listens to a Gillespie salesman’s explanation of the way to obtain best 
results from laundry equipment. 


L. J. GILLESPIE, one of Litte Rock’s most progressive appliance dealers, special- 


izes in heating and ventilation. He has built up an excellent business among 
contractors and builders of new homes in his area. 


N |BUSINESS... 


ff, of ’ P one 
MI they furnish. This policy has of lending equipment to his customers 
S JT ‘ - > 
lency to keep the service men on while their own appliances are under 
toes and to make them observant repair or undelivered. 
ment, , Feo. 2 : , 
the need for new or improved It’s just a matter of tying up the 
riend te r e ” 
uipment in homes in which they sale and keeping my customers,” he 
rk. It is principally to this service- says. “While a customer’s washing 
: s-lead factor that Mr. Gillespie machine or refrigerator is being re- 
serves a ° e 
ibutes the sale of more than 150 paired, we lend him one to use, with- 
xpert, . +6 . , 
A shing machines in the first five out cost. Also, if a buyer is on the 
y Ann : ; , re 
onths of 1948 waiting list, we'll lend him whatever 
cords, ‘ar. s , , | 
. te Washing machines are best sellers, he needs until his own purchase ar- 
course,” he says, “and their sale rives. This gains the customer’s good 
rte 3 P pam 
: nstallation in a home usually leads will and ties up the sale. The wear 
5 and ° P : . 
, the sale of other appliances. But and tear on the equipment loaned is 
wives 
ng and ventilation also are big 1 small item compared with the 
nown. , ; es 
isiness builders. For every furnace _ results. 
r con- ; 


Gilles- 
out on 


to see 7 2 ee ; Sia. ; FLANKED BY HIS TWO “good will ambassadors’’, Mr. Gillespie poses with mem- 
le its eighbors dropping in and the word potentialities in new construction busi- hers of hic sales end service stoft Gillespie, right, serves as the firm 
‘et the uth advertising which results Ness. At that ane, new appliances wer home service expert, while Miss Gillespie handles the books, collections and files. 
Sia en the user is satisfied and happy scarce and outside ‘men were not a 
epee th her new equipment. Naturally, necessity, but Mr. Gillespie “took one 
: <6 aren't overlooking any bets to keep look at the new homes going up and 
ghee rvice and installation at top effici- decided here was a future selling field 
came y.” . . . without comparison.” That was the 
and Che trade-in business is a big profit genesis of his campaign to place a new 
de iker for the Gillespie Appliance Co. appliance in every new home, if pos- 
lassified ads in the Little Rock news- sible, in his area. The salesmen spent 
pers inform customers that liberal as much time in making contacts with 
llowances are made on used appli- and building good will with builders, 
nees. The reader also learns that he contractors and new home owners as 
“fi may buy top-notch reconditioned they did in actual selling. 
fo uipment which carries a one-year \s a necessity, Mr. Gillespie says, 
= <uarantee on complete rebuilding jobs. building reports, records of new con- 
: P lr. Gillespie’s service department is tracts and similar material is studied 
. 7 uipped with all necessary tools for to keep posted on where and when 
Pls reconditioning used equipment, from new construction is slated. But the 
sas ew parts to a shiny paint job, and best method of selling appliances in 
ne expert service men handle the _ this field, he declares, is a close liaison 
ald rtment’s large volume of work. with the contractor himself by proving 
athe \ neighborly gesture used by Mr. to him you are a dealer who knows 
rye illespie, which has paid off heavily the answers in building and can be _ 
{= n sales and in the establishment of depended on to provide the equipment THE SERVICE DEPARTMENT of the firm is a prominent factor in making new 


n we install in a home, we gener 


ly sell two or three more on the 
trength of it. 


That's because of 


1 customer relations, is his policy 
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Two outside sale sinen were placed 
on his payroll two years ago when 
Mr. Gillespie began to realize the 


when and where it is needed. End 
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gor Gillespie 




















sales. Service men get a percentage on equipment sold through their 














General Mills 





-eeto help you sell more irons! 


|, Tru-Heat Iron 


sponsored by Betty Crocker 
Well over a million in use in little 
more than a year. Its features 
and its modern design are actu- 
ally making women dissatisfied 
with their present irons . . . eager 
and interested in getting this 
truly modern iron. 


FAIR TRADE PRICE $1250 


2. The Hang-Open 
Clothespin Bag 


hangs on the clothesline at easy 
reaching level and slides along 
the line so it’s always right where 
it’s needed. Stays open so pins 
are easy to get at. Saves stooping, 
speeds hanging. Has room for 
plenty of pins and for storing 
line, too. 


3. Handy-Laundri-Tongs 


keep hands out of hot soapy 
water. Has strong grip yet spring- 
action releases clothes easily. 
Made of smooth, light basswood, 
easy to handle. 22 inches long to 
keep fingers out of wringer. 





NATIONAL ADVERTISING BREAKS ORDER FROM 
SEPTEMBER 20 YOUR DISTRIBUTOR 


3 ts back again and better than ever / fr 


terest—buying interest. It’s a brand new PressureQuick 
{ model with brand new features that put it a year ahead 
in easier cooking, better results, perfect safety. 


Nia Copyright 1948, General Mills, Inc., Minneapolis, Minn. 


Se 
(CF: c/ General Mills PressureQuick Saucepan campaign in 

< national magazines is generating plenty of reading in- 
‘2 
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POLKA DOT LAUNDRY 
KIT PREMIUM GETS 
IMMEDIATE SALES! 


This new FALL BARGAIN OFFER 
from General Mills is designed to get 
“right now” sales action for you.. . like 
this: 

It’s a strong extra reason for buying a 
Tru-Heat Iron today, instead of waiting. 
And a powerful advertising schedule of 
full pages in Woman’s Home Companion, 
Better Homes & Gardens, Good House- 
keeping, Country Gentleman, Household 
and 136 local newspapers from coast to 
coast will be pounding away, selling the 
“Buy Now” idea for you. 

Not only will these hundreds of ads 
help sell the BARGAIN OFFER but 
they'll also help women decide which 
iron to buy. And that’s important to 
your profits because. . 


EVERY TRU-HEAT IRON 
CAN MEAN AN EXTRA SALE! 






i 


eR 


When you sell an ordinary iron, that’s 
that! But every time you sell a General 
Mills Tru-Heat Iron you’ve set up a 
perfect opportunity to cash in on the 
added $7.95 sale of a Steam Ironing At- 
tachment! The Tru-Heat Iron is the only 
one that gives you this extra profit op- 
portunity. Good reason, isn’t it, to push 
Tru-Heat Irons? 







Betty Crocker 
isa 
trade name of 
General Mills 
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Pe TUTES SCHOENBERG 


Bartel's 


OU PORRECA 


yreca & Santini 





Ager's 





+ 


BEN AGER 


HENRY PITKO 
Bond Radio 





HARRY LEVIN 


Levin's 


MORT FARR 
Mort Farr 





ee 


LEON ROSEN 
R. & C. Music Shops 


ED PRINCE 


Murray's 


Y 


BILL MURRAY 
Murray's 






Gerhard's 


FRANK TAYLOR 


Taylor's 








AS INDIVIDUAL ADVERTISERS these Big Ten Philadelphia area dealers couldn't compete with chain and department stores, so. . . 


They Joined to Advertise 


HE vehemently arguing men 

who are pictured on this page 

comprise the nation’s first group 
of appliance dealers organized to ad- 
vertise collectively. 

On May 20 these men, the Big Ten, 
all Philadelphia area dealers, met for 
dinner in the Hotel Warwick to review 
their first year of activity. In that year 
their number had grown from the 
original two planners to ten; they had 
learned to overcome the natural dis- 
trust of competitive businessmen; and 
they had bought newspaper advertising 
worth $23,969.61, at a total cost to the 
group of $13,454.93 and an individual 
cost of $1,477.00. For their money the 
Big Ten got 61 ads, averaging 434 
lines each, including two 1,000-line ads 
—an average of at least one advertise- 
ment per week. Most of the space was 
purchased in cooperation with dis- 
tributors, hence the $13,454 cost to the 
group. 

sut Big Tenners emphasize two im- 
portant their ef- 
lorts and run-of-the-page cooperative 
ads. First and important, the 
Big Ten initiates all advertising; the 
group goes to the distributor and asks 
for advertising assistance, a reversal 
of usual cooperative procedure. Sec- 
ond, the very nature of the group in- 
sures that the listing of dealer names 
is limited to a dividend-returning ten, 
all of whom are so widely separated in 
the Philadelphia area as to be non- 
competitive. The net result is to give 


differences between 


most 
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Can non-competing appliance dealers from 


the same city advertise collectively to their 
mutual benefit? In Philadelphia the Big Ten, 
with over a year of activity, prove they can. 


By ROBERT W. ARMSTRONG 


each participant a good big ad about 
something he particularly wants to sell 
and to insure that all returns in his 
trading area will benefit him and him 
alone. 


No Injured Feelings 


So successful has the plan been that 
the Big Ten now sponsors its own 
half-hour television program over 
WCAU-TV. The design of this weekly 
show provides a good example of the 
way Big Tenners keep off each other’s 
toes. 


Says Mort Farr, Upper Darby 
dealer who, with Frank Taylor of 
Germantown, was a founder of the 


group, “Records are the one thing we 
all have most in common. So our tele- 
vision program is a glorified disc- 
jockey show. We got Doug Arthur, 
who has the highest Hooper rating for 
a Philadelphia disc jockey, to run it, 
assisted by a girl. He makes a com- 
munity-sing program out of it with 


1948 





occasional entertainment by a 
artist to give it variety. If a hot tune 
is on, for example, he’ll have a couple 
of kids jitterbug. We've signed up for 
26 weeks at $650 a week and we expect 
it will pay off.” 

No vocal any 
individual Big Ten dealer in the com- 
mercials. During the commercials the 
television audience is treated to a view 
of a blown-up facsimile of a phono- 
graph record inscribed with all their 
The announcer merely says, 
“Call this station for the name of your 
nearest Big Ten dealer.” 


guest 


mention is made of 


names, 


The program is not limited to record 
advertising, of course, but promotes 
the same radios, television and appli- 
ances that the dealers sing of in their 
newspaper advertising. 

A still further expansion in direct 
mail advertising was under considera- 
tion by the dealers at this writing. 
They plan tentatively to mail 100,000 
pieces a month, with the emphasis on 





records. That means an average of 
10,000 pieces per dealer, all 10,000 go- 
ing to people in his trading area, but 
costing him a lot less than if he had 
bought only 10,000 for himself. 


Some Gains Are Intangible 


Big Ten newspaper advertising has 
been successful as measured by the 
ultimate yardstick. Members speak 
confidently and frequently of sales 
which have resulted definitely there- 
from. But loud as Big Tenners are in 
praise of their advertising, they speak 
with equal fervor of less tangible gains 
from their mutual association. 
their inception they have met every 
Thursday night, at first in each other’s 


Since 


stores, where they were able to study 
each other’s operation, later in a hotel. 
This brought about a mutual exchange 
of valuable information. Two or three 
men have backgrounds, an- 
other couple have installment selling 
experience, some started in furniture, 


service 


one even has a hardware background, 
others are specialty dealers. 

They have developed a mutual con- 
fidence to the point that there are no 


trade secrets between them. A good 
merchandising trick exploited by one 
is available to all. In addition, the 


tightness of their association practi- 
cally eliminates injury from outside 
skullduggery. Woe betide the incau- 
tious distributor salesman who tells 
Harry Lavin that Bartel’s bought 50 
(Continued on page 150) 
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THE HOUSE would 


the ordinary 
brought Ed 
heater, 


not interest 
alesman of packaged kitchens, but it 
u t sink 


} 


irry the sale of a cabinet wate! 


range, and steel cabinets 


SELLING 




















THE KITCHEN that was sold piece by piece started with the American Central cabinet sink, placed so 


there would be room for the Seidelhuber table top water heater, which was the next purchase. The home 
owner refinished the glass-doored dish cabinets, provided space between for the steel cabinet to go in 





KITCHENS 


PIECE BY PIECE 


There's a mass market for modern 
kitchen equipment, says Ed Curry 
of Portland, Ore., if you know how 
to sell one piece at atime. It takes 
knowledge of the people in the 


limited-income group and an under- 











standing of their way of living and — 
THE MEN whose 


habits of buying 


a VO LD yu afford to spend bus ness long before we were Now, 
LA P20 a month to n ike a start you wouldn’t expect an auto dealer to 


on having that nice in, a peddle Cadillacs in shantytown. Well, 
metal electric kitchen?’ neither should we as appliance dealers 
Ed Curry liance manager of D try to sales talk $1,800 packages of 
ion Hardware, Portland. Or: j kitchens in neighborhoods where that 
ng to one of the many middle-cla price is more than the house was worth 

we ome families in his market 1939 


statement is his answer “But, the smart auto dealer would go 


store and salesmanship are 
bringing the advantage of modern electric 
ens to the large number of limited-income families 
are Morris Little, left, owner of Division Hardware, 
and Ed Curry, appliance sales manager 


kitch- 


kitchen 


contact with the people 


later. Sink and water heater paid for, the next step was the new Kelvinator electric range to replace a 
wood range. Cabinets over stove were a later purchase. 


THE WAY Ed Curry develops and keeps the all- 
important personal 
Division Hardware’s market area is illustrated by 
the location of his desk, at which he 
above while greeting some old customers. 


in 


is standing 





equipment and work out a_ too, the Kelvinator line and Bendix 
method of payment that will not be a washers. But selling appliances in vol- 
serious drain on their income. And in ume is nothing new to Curry. In 1934 
this method of selling we are more for- when he was an appliance salesman in 


tunate than the auto people—we can 
sell our kitchens piece-by-piece on con- 
tracts that need never become a worry 
for the purchaser.” 

Ed Curry sold 130 cabinet sinks in 
1947, all that American Central could 
supply him. These sinks, the cabinets 
and appliances that followed them into 
the kitchens, made up a good part of 
the $35,000 a month gross that he sales 
managed for the appliance department 
of Division Hardware. He sold his 


Phoenix, Ariz., he won a trip to 
And last fall 


Vana, 


he outsold ot! 


dealers in Washington and Orego! 


get the Bendix trip to Hawaii. 
Market for Kitchen Pieces 


To make a success in selling kitc! 
piece by piece to families in the m1 


and lower income brackets, says Curt) 


you’ve got to know these people 
ticularly, you have to know how 


pP- 


e 


———— 











the idea that complete kitchens are into that neighborhood with a Ford or 

la rket item. Curry has nearly a Chevvy and a long range payment 

kitchens underway in the plan, wouldn’t he? And if we want to 

omes of working men in his sectio1 make the most of our sales opportuni- 

of Portland—but he has sold them piece _ ties with kitchen equipment and laun- 

y piece dries, we'll take a cue from those auto 

Look at the ) industry e say dealers—we'll offer these people with 

Lhe vere vecialty selling limited incomes a chance to buy quality 
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share of Hotpoint 
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electric 


people in the lower income bracket 


sinks, (Continued on page 174) 
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7ne new EASY SPINDRIER |: 
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wy” (JUST TURN A TAP 
MW 70 SUPER-RINSE CLOTHES 
\ (Ged WAITER , BRIGHTER 


Ss 
* te 
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wee AUTOMATIC SPIN-RINSE 


A SENSATIONAL NEW IDEA IN 





SPEEDY AUTOMATIC RINSING 


HE trade’s been buzzing. It’s here, and how! The amazing 

new Easy Spindrier with the Automatic Spin-rinse! The 
first really new washer invention in years. Just turn a tap and 
a whirling geyser of fresh water surges through a full load of 
clothes rinsing out suds with two-way action! A powerful 
needle-spray is forced through clothes while the Spindrier bas- 
ket whirls around, double-rinsing a full load so fast the rinse 
water runs clear in just three minutes . . . the fastest and most 
thorough rinsing method ever-devised, bar none! Look at all 
these wonderful new features you can demonstrate and sell. 


RINSES CLOTHES WHITER AT THE TURN OF A TAP — Comparative 
tests show that clothes come out of the Spin-rinse looking whiter 
and brighter than when rinsed by any other known method. 


USES LESS WARM WATER — Two or three gallons (depending 
upon water hardness and size of load) is all the warm water 
needed to super-rinse a big nine pound load — less than is used 
by any other washer you can name! 


WASHES CLOTHES EVEN FASTER — The Automatic Spin-rinse 
speeds up the famous Easy two-tub action — Two tubs work as 
a team to do an average week’s wash in less than one hour — 
One tub washes a full load while the other super-rinses and 
spins a second full load damp-dry! 


NO SET TUBS NEEDED —Just wheel Easy to any sink, and super- 
rinse right in the Spindrier basket . . . no more lifting or shifting 
of heavy wet clothes. 


WASHES ‘‘EXTRA’’ THINGS — Gentle-yet-so-thorough Spiralator 
washing action safely does “washable” drapes, slipcovers and 
precious blankets at home. 


EASIER IRONING — No wringer to press in hard-to-iron creases. 


ASK YOUR PROSPECTS to compare this new Easy Spindrier with 
any washer at any price. Compare Speed! Compare Conven- 
ience! Compare Savings! Dollar for dollar we think they’ll 
agree it’s the best washer buy in America today! 
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A WEEK’S WASH IN LESS THAN 1 HOUR 
WASHES FASTER HERE RINSES, DAMP-DRIES HERE 

















y this sensational 
selling program 


WASHES MORE 
CLOTHES FASTER 
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New plastic window 
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demonstrator 


Makes your Spindrier sales story more exciting than ever 
with the most action-packed demonstrator ever devised. 
Special plexi-glass windows let prospects SEE for them- 
selves how the gentle, Spiralator roll-over action gets 
clothes cleaner faster. At the same time they SEE the fresh 
rinse water surge up through hollow cone and needle-spray 
the entire load, whiter, brighter in less than three minutes! 
Use it as a floor demonstrator or as a continuous live-water 
demonstration in the window without plumbing fixtures! 
Order your demonstrator with special Demonstration Kit. 





NO LOADING... JUST WHAT YOU NEED! 


Here’s a down-to-earth merchandising package that will 
build business. Consists of a beautiful 5-color lighted 3- 
dimensional display (pictured at right), 200 4-color 
deluxe folders, new type cellophane window poster, 100 
bill inserts, demonstration guide in picture form, 100 
specification sheets, ad mats, radio commercials and other 
tested sales helps. Order this hard-selling package from 


your Easy representative today! 


INTRODUCTORY PACKAGE...ONLY $165° 
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ymashing Announcement 
promotion 


T’S the biggest concentration of adver- 

tising in Easy’s history. Time your 
promotional activity to tie-in with this 
sweeping campaign! 


FULL COLOR PAGE IN AMERICAN WEEKLY— 


Twenty leading newspapers! Schedule 
copy the same Sunday to cash in on this 
~ powerful merchandising force! 


DOUBLE PAGE SPREAD 2-COLORS IN THE 
SATURDAY EVENING POST 


The Spin-rinse story is told to your best 
washer prospects. Ads will also run in 
nine leading women’s magazines! 


BIG SPACE IN 225 NEWSPAPERS 


In-market newspaper advertising gives 
this campaign terrific local impact. Get 
dates ads will run in your market from 
your Easy Field Representative today! 
Schedule special newspaper ads to tie-in! 


WHAT ARE YOU WAITING FOR! 


| Order your Window Demonstrator today! Give it a promi- 


nent display position. Set up for a ‘““wet’’ demonstration. 


2 Coordinate your promotional activity now! Set up dates for 
newspaper ads. Reserve radio time. Schedule promotional 


mailings of new Spin-rinse literature. 


3 Contact your Easy representative today! Get complete set of 
materials and full details of this campaign which will raise 
your Easy Spindrier volume to an all time high. Easy Wash- 


ing Machine Corporation, Syracuse 1, New York. 
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THIS CORNER of Euclid Radio represents an investment of $10,000 in photo supplies 
and fixtures, store alterations; expected to gross $50,000 its first year, it has already 
stepped up store traffic, helped maintain ‘47 sales volume in radios and records. 


For a traffic-builder they picked 


PHOTO-SUPPLIES 


Euclid Radio, Cleveland, finds new line draws “‘leisure- ae nee ve ae SS ee ee eee See 


space for photo supplies aids in stopping traffic and pulling 
it into the popular store. Note recent addition to sign space, 


minded” prospects who buy radio, television, records “A complete line of .. .” above windows. 


we took stock of oursel 
our 15 years of retailing in tl 


borhood 


, 
1is neigh- 
) radios and records have been 
our big volume items. When Cleveland 


recently got television, it was natural 
| | | 


due. But since the 1 lines of 
other app! been a 
strong point w h s, we chose to dis 
continue them and bring in something 
lse that would tie in neatly with our 


radio 


ERNIE FARGO, left, says his business is built around the pleasures of the “leisure-minded,” those who put pleasure 
dollars into radios, records, television and photo supplies. Here he demonstrates television receivers to two such 
potential customers, who may have come in for photo supplies. 
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Pa EDs 2p Anse ee RP tn nee Seren ied dete sthong | 9 01.06 


ndow 
alling 
pace, 





leasure 


ro su 


ISING 


Frigidaire limits the number of its dealers 
to protect the profit potential of all! 


How thin can you spread a dollar? 

Frigidaire has carefully refrained 
from jeopardizing the profit potential 
of Frigidaire dealers. Whereas total 
industry dealerships have more than 
doubled since prewar, Frigidaire 
dealerships have been increased only 
slightly; and only in those localities 
where new potential justified. 

This policy has been deliberately 
pursued, even in the face of the larg- 
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est production in Frigidaire history, 
and thousands of unsolicited applica- 
tions for Frigidaire dealerships. For 
Frigidaire recognizes that it is unjust 
to divide a profit dollar among too 
many dealers. 

Thus it is stated as one of Frigid- 
aire’s Fifteen Fundamentals: 

“Have in each market the proper 
number of quality dealers to obtain 
Frigidaire’s proper share of available 


1948 


volume, and at the same time to pro- 
vide a profitable potential for each 
Frigidaire dealer and his salesmen.” 

Frigidaire is keeping faith with its 
dealers! Further proof that you can 


Depend on Frigidaire to do 
things right. | 


You're twice as sure with two great names 


FRIGIDAIRE 


MADE ONLY BY 


General Motors 








PERLE Sees LL eel 

















THRIFT HOME 


BARELY COMPLETED in 
ynt-seeing trip 

Home ntaining 80( squore 

n tne first Tt f for sale at the price 


f $12,000. | yse contains eight circuit 


utiet ulia aT ibove), manager 
Westinghouse > economics insti 


who had a large part in pl Inning the 





oks justifiably proud a ne 

the seven-cubic-foot refrigerator 

located at the right end t the 
counter A mall utili 


nad the 


























BUDGET HOME 


WITH 1050 square feet of floor space on 
the ground level, the Budget Home sells 
for $17,000, including a $1,100 major 
appliance package. All four homes were 
constructed in Hartford and others may 
be built in other cities to demonstrate 
the four degrees. An 80-gallon water 
heoter is in the cellar of this home and 
Sterilamps are installed in heating ducts 
The Hartford Electric Light Co., The 
Hartford Times and department stores 
cooperated in the project 

















IDEAL HOME 


THE IDEAL HOME, designed 
ther by Royo Borry WV 
} $1,342 worth of ap 
300 square feet on 
1 unfinished second 
sttacned garage 
rea provide } ink 
dryer and ironer. The loundry 
p jGeway betweer kitchen 


>, An 80-gallon water heater is 


Budget Electric Homes 


These four model homes recently erected in Hartford, 


Conn., by Westinghouse, demonstrate that people in 


all income groups can afford modern electrical living 
































DELUXE HOME 


DELUXE LIVING is provided by this 
$25,500 home. $2,064 worth of appli 
ances are provided at that purchase price 
The first floor has 1,100 square feet of 
space, which includes living, dining, 
study, laundry and kitchen rooms. Two 
bed rooms and dressing room are on 
second floor. Not standard equipment 
with the house is a television set, but it 
may be well used in the study-guest 
room on the first floor. True luxury is 
hown by the presence of a Precipitron 


! 








The Dearborn Line is sitting in top position in 
dollar volume of gas space heater sales... 

The Dearborn Line will put more dollars in the 
bank for you this year... 





UNMATCHED SELL- 
ING FEATURES like 
eye-catching good ? 
looks...the famous - UNCHANGING 
High-Crown Burner Ye? 4) SOUND POLICIES are 
..warm-floor radi- behind Dearborn 
full-vision mica radiation merchandising. No cut prices to meet competition—be- 
cause the Dearborn heaters are worth the asking price 


ants...automatic lighting... 
no instability tn the 


panel. 
...not let-down in quality, ever... 
pricing structure, from assembly line to user’s home. 


There you have it—top sales appeal, top recogni- 
UNSURPASSED tion, top support and top policies ...the four great 
NAME RECOGNI- reasons why Dearborn is your top money line! 





Luv@ 
pee TION because more 
than a million enthu- H YOU'LL SELL More DEARBORNS— 


de] fal siastic Dearborn BECAUSE DEARBORN HAVE MORE TO SE | 


owners are telling 
their friends about this amazing line of heaters... DEARBORN STOVE COMPANY 


because more people know the Dearborn name and - 
00 West Commerce Street 





what it stands for! 
Dallas, Texas 


BRANCH Offices. 
Merchandise Mart 
Suite 1499 
Chicdgo, Iilinois 


Kansas City Terminal Warehouse 
1219-3) St. Louis Avenue 
Kansas City, Missouri 


UNEQUALLED AD- 
VERTISING SUPPORT 


puts the Dearborn on 
. 1 South Adams San Francise 

0, Cal i 

story in front of all Denver 10, Colorado alifornia 


3625 South Grand Avenue Merchandise Mart 


Los Angeles, California 1355 Market Street 
ree 


America, in the na- 718A 15%, East Reno Street 
venue Q Oklahoma City, Oklahoma 


tion’s leading publi- Lubbock, Texas 2 
F s 5 West Tri 
in the best of the regional newspapers...in Rennyson Building ene — — 
347 Carondelet ero 
209 South Franklin 
Tampa, Florida 


cations... 
your own market through cooperative ads that really 
New Orleans, Lovisiang 


sell for you. oe 
- 0. Box } 
ox 1134 1738 Sycamore Street 


Omaha, Nebraska Columbus, Oh 
. Ohio 


i! 


THE WORLD'S FINEST, SAFEST GAS HEATERS 
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CHICAGO PEOPLE 


are surprised 


at attic fans 





being so large—but it takes a demonstration for appreciation. 


ht (soles, CAMPAIGN 


Drive to eliminate stuffiness in Chicago’s jam- 


packed homes marks farthest north for attic fan push 


lGtilS twinkle in the = atti 
dor r windows these evenings 


iunds ot Chicago homes 
Che t i A ked to the roots wit 
ATI N 
My son and wife are living up 
tairs,” exp! Mr. Smith 
d t stuffy!” remarks 
Toon 
t n stale i 
t nation ma 
‘ vee ill hour 
elat rt t Ma 
| the fact that night 
or Ange vhole picture 
New Orlear which first mack 
t ) ) of the panam 
t ft " ope sport collar 
ind shorts, the attic fan has achieved a 
1) perce turatior For the rest ot 
the unt t eved to be less than 
l per t 


Not Tied to Hot Weather 


Thi — 
the attic tar 


possibly the 


igo 1S going to see 


get the old college try— 
farthest north for such a 
With utility hats 
frowning upon the addition of any more 


load atti 


campaign brass 


a power short period, the 
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getting attention because it is one 
of the few appliances good ior off peak 


onsumption of current. This campaign 


y make history: 

1. It can break the superstition that attic 
fans are useful only where there are burning 
hot, dreadful days of heat. 

2. It may cause the public to realize thet 
even a mildly warm day is enough to make a 
home stuffy, particularly in early evening. 

3. It may make upstairs sleeping rooms 
less depressing 

4. It may sell the idea that moving air 
makes humidity more bearable 

5. It can spread the gospel of airing out 
houses, even in winter 


6. It can point out that air in motion pro- 
motes coolness and sleep 


“Night cooling” is the 


“attic 


new term for 
confuses the 
Customers have seen too many 
tinsmith products which have not al- 
ways been engineered to give satisfac- 
tion, and this makes it advisable to turn 
over a new leaf. 

In dredging up a sales plan that will 
prove effective in Chicago, the boys 
unexpectedly ran into the blessing of 
the weather man 

Last year, 1947, saw 


it. The term fan” 


ublic. 


47 days in Chi- 


igo in which the thermometer stood 
it 90 or above. A 25-year average says 

it 15 year hit this mark. 
lhere are 34 days in which the tem- 
reaches 85; and about 100 
days in which it gets to 75. All of 
which means that there are about 31%4 
months in which an attic fan will pay 
otf in Chicago. 


davs a 


perature 


A night cooling system—which today 

more than a fan alone, as you will 
read later—throws the reservoir of 
heat out of the house, and brings the 
place down swiftly to the temperature 
ot the outdoors. It the 
pleasure of moving air, sweeps out the 
tobacco smoke and cooking odors, and 
does it early in the evening when it 
counts. 


also gives 


Today’s product is far more refined 
than the idea which Frank G. Burns of 
the New Orleans Public Service Co. 
wrestled with more than a decade ago. 
‘rank, who is the grand daddy of the 
business, created the window fan, and 
worked out the safety precaution that 
causes a fan to be cut off in case of fire. 

The system that Chicago people will 
buy is a quiet running proposition. 
Thanks to careful measurements, it will 
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be big enough to give satisfaction. It 
will have louvers that shut tightly 
when the fan is off and keep out 
mosquitoes, flies and cold. Optional 
will be a clock that will make operation 
automatic. 

In the selling the Chicago dealers 
will benefit by the technique originated 
by P. D. Waller of Shreveport, who 
developed the best methods of demon- 
strating and merchandising attic fans. 


Merchandising Difficulties 


For it must be remembered that a 
night cooling system must be sold and 
installed in advance of the season. For 
one thing it is hard to get workmen to 
fool around a superheated attic in sum- 
mer. People in the past have responded 
to fan advertising only when the 
weather turned unbearable. This is the 
reason for so much consignment of 
table fans. 

One thing that has helped get action 
has been the deferred payment plan. 
No money down, payments to start 60 
days hence, has helped override this 
difficulty. 

Installation has been another factor 
that struck in a dealer’s craw. Many 
a man, when told that a sale entailed 
installation, has replied, “Oh, that lets 
me out.” 

So, the 1948 night cooling campaign 
in Chicago is wrapped around a half 
dozen installation groups, men who are 
experienced in putting in all types of 
fan jobs. 

Because the public is shying away 
from time and material jobs—which 
mean that installation costs can be as 
long as a rope—in the Chicago opera- 
tion a flat price has been worked out 
for every type of installation that can 
be envisioned. Window fans will be 
installed at a price not to exceed $5. 

The jobs that take work will cost: 

Installation No. 1: Installation of at- 
tic fan, suction chamber and ceiling 
shutter with opening made in ceiling. 
Electric wiring and switch included. 
Necessary repairs to opening made in 
ceiling also included. Price $45. 

Installation No. 2: Same as No. 1 
but includes an outside side opening 
and louver installed in homes of frame 
or frame and stucco (stucco on tile or 
brick are not included). Price, $73. 
Additional louvers installed, each $238. 

Installation No. 3: Store installa- 
tion; install fan in present opening or 
window. Boxing in or framing and 
electric wiring included. Price, $40. 
Air vents, each, $18. 

Installation No. 4: Store installation 
where air vents are required in parti- 
tion, price, $40. 

Prices for installations other than 
the foregoing are to be furnished after 
a survey is made. Additional louvers 
furnished, but not installed, $8 each 
Electric wiring includes installation of 
an electric clock control in place of a 
switch. The above prices also include 
the horizontal mounted frame. 


Types of Houses Analyzed 


In the 15 odd years the attic fan has 
been on the market, some understand 
ing of the installing conditions th: 
will be encountered has been reache 
Fully 90 percent of the homes will have 

(Continued on page 162) 
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N b } e General Electric announces 


its COMPLETE LINE of Electric Hall Clocks! 







































! = MAGNIFICENT electric hall clocks are the prestige which derives only from carrying the finest! 


t] ultimate in elegance . . . the treasured heirlooms 
nat a 


General Electric Hall Clocks attract the most 
Id and of tomorrow. 
) a I 


desirable ty pe of customer. You will do well to stock 
on. For 
‘men to 
n sun 

ponded 
en the 
s is the 
rent of 


No one could hope for a more beautiful—or more these notable clocks, and to give them the best 


lasting—gift! And for vou. there is an extraordinary 


possible display ° 


action 
it plan. 
tart 60 
de this 


factor 
Many 
entailed 
hat lets 


mpaign 

a half 
vho are 
vpes of 


y away 
-which 
1 be as 
opera- 
<ed out 
hat can 
will be 
d $5 
cost: 
n of at- 
ceiling 
ceiling. 
icluded. 
nade in 
No. 1 
pening 


allatior 





1 parti- 
t] Elegant General Flectric Hall Clocks . . . part of the complete line of General Electric clocks featured bv the R. H. Macy Co. 

ar than 
ed after 
louvers The Vergtnian —A clock of extraordinary The vbdams —\ masnificent grandfather The Winthrop This Colonial design grand- 

“h ¢ . . . o . . . . . . 
8 eat . beauty with a richly: carved Colonial case of clock of 18th century design. Faithfully executed, mother clock has the fine styling of the classic 
ation o! dark mahogany. Roman style columns, peaked even to ornamental weights and swinging pen- original. The case is of two-tone mahogany; dial 
ce Of a with rounded spires, flank glass doors. Note pol- dulum. The superb mahogany case is authen- has a brushed-gold finish and scrolled corners. 
include ished ornamental weights and swinging pendu- tically styled. There is a special “moon dial,” and Westminster chimes sound the quarter hours. 

lum. Westminster chimes strike the quarter hours the Westminster chimes softly sound each quarter $195.00, plus tax. Appliance and Merchandise De- 

d on five tubular bells. $385.00, plus tax. hour on five tubular bells. $535.00, plus tax. partment,General ElectricCo., Bridgeport 2,Conn,. 
fan | 
erstan 
ns that “The clocks most people want most” 
‘eache 
rill ha 
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Y SPECIAL attention to home 

. B lighting problems, Carl W. Ol- 
on, owner of the Olson Electric 

Co., of Daytona Beach, Fla , has added 


i neat yearly profit to the sales volume 


, ' ’ 
OI his etectrica 


appliance business. 


Owners of t wanky houses which 
ne t hores of the famous year- 
} le irned tl if proper 


LIGHT 
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. MRS. KAY BOGART, lighting specialist of Olson’s, 
stands among a few of its many varieties of lamps 


LIGHT Is His 








and adequate lighting can add as much 
to the appearance and comfort of these 
places as can elegant landscaping anc 
design. It is in this market that Mr. 
Olson has been most successful in his 
sale of lamps and lighting equipment. 
“I learned a long time ago that many 
residents here were going to Jackson- 


1 


ville, 95 miles away, to buy their light- 


INSIDE 


THE LIGHTING ROOM of the Olson Electric Co., 
standing and ceiling lamps, any of which may be lighted instantly for demonstration purposes 


Life 








EFFICIENT ARRANGEMENT of shelves and major appliances make the 
Olson firm an attractive shopping place for Daytona housewives. A special 
feature of the store is the “lighting room” at the rear of the shop. 








contains more than a hundred varieties of wall, 


How Carl Olson of Daytona Beach, Fla. went after 


the lighting business with a “buy at home” campaign 


and a three-part selling plan which got results 


ing equipment,” says Mr. Olson, “and 
I decided to do something about it.” 

Instituting a sort of one man “buy- 
at-home” campaign, Mr. Olson worked 
out his plans to go after the lighting 
market in Daytona Beach with a series 
of three steps which might be summed 
up as follows: 


1. By informing the residents of his com- 


munity that the equipment they desired 
could be found at his place of business. He 
found he could best do this by creating a 
featured display or “lighting room” which 
served as a silent salesman. 

2. By providing expert advice on lighting 
problems. To do this he employed a special- 
ist in lighting. 


(Continued on page 136 


LIGHT OUTSIDE 


(6) 6) 4 mn One “7 Om OF 





A MODERN BUILDING on busy Beach Street in Daytona Beach houses th: 
Olson Electric Co. Expert lighting and well arranged displays attract. th« 


eyes of both pedestrian and driver. 
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To carry this seal, a cab- 
inet must meet quality 
standards—of construc- 
tion, operation and finish 
—based on laboratory tests 
that equal 20 years of use. 


ore 























of wall, 








after 
Gign 
‘sults 





desired 
ness. He 
eating a 


which 


lighting 
) special- 





With a wide range of sizes and types to offer, the 
LYON retailer can equip practically any new or old kitchen 
with beautiful, efficient, long-lasting steel cabinets. 


When sufficient steel allows us to expand our pres- 
ent production, we will have more of this highly profitable 
kitchen cabinet line to offer retailers. 


Some dealers have found it possible to furnish us 
with cabinet steel—22 gauge cold-rolled. In such cases 


New LYON lroning Table we will buy the steel from you and ship kitchen cabinets 


Immediate Delivery promptly—pound for pound—at regular published prices. 


Today we can make good deliveries 
this fast-selling item. Light, ’ 

counahaah ts Geen Gok tie tee LYON METAL PRODUCTS, INC. 

steel understructure and wood top. 


Get your order in now. Dealer’s net 
price—F.O.B. Factory $4.26 each. Branches and Dealers in All Principal Cities 


General Offices: 821 Monroe Ave., Aurora, lil. 











-A PARTIAL LIST OF LYON PRODUCTS. 


® Shelving © Kitchen Cabinets © Filing Cabinets © Storage Cabinets ¢ Conveyors © Tool Stands @ Flat Drawer Files 








, 
' 
| ® Lockers © Display Equipment © Cabinet Benches © Bench Drawers © Shop Boxes @ Service Carts © Tool Trays © Tool Boxes 
@ Wood Working Benches © Hanging Cabinets © Folding Chairs © Work Benches © Bar Racks © Hopper Bins © Desks © Sorting Files | 
| @ Economy Locker Racks ©¢ Welding Benches © Drawing Tables © Drawer Units © Bin Units © Parts Cases @ Stools @ Ironing Tables 
uses th« 
ract. the 
IDISING 
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The more sock ... the more sell. 


And more than ever now, advertisers need that repetitive sock, sock, sock 
... that repetitive sell, sell, sell that only continuity in advertising can produce. 


In Collier’s, the same amount of money can buy more sales messages for 


your product or service than in other big weeklies. 
Taking less when you need more? 


Get the cost facts, and get the size and quality facts of the big, lucrative 


Collier’s market today. 





Write any of the Collier’s offices listed below. 


You can buy 


New York, 250 Park Ave.; Chicago, 333 N. Michigan Ave.; Detroit, General Motors Building; 
Boston, Statler Building; San Francisco, 235 Montgomery St. e 
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R. B. McELROY, residential 


EMERGENCY 





HOME 
REFRIGERATION 
IDEAS 


ELECTRIC 
COOKERY 
ADVICE 


LIGHTING 


LAUNDRY RECOMMENDATION 


PLANNING 


AUTOMATIC 
HEATING 
4ARECOMMENDATIONS INFORMATION 


WATER 
HEATING 


RESIDENTIAL 
RATE 


Pomsnen 
ERY Lc 





pany to ti training group of contact men 


Personalizing Utility Service 


The Washington Water Power Co. provides a personal contact which 


KITCHEN 
PLANNING 


HOME 
ECONOMIC 
SERVICE 


——— 


PLANNED 
WIRING 


GENERAL 
INFORMATION 


salesmanager, presents the chart featuring the Plus-12 services offered by the power com- 


serves as a substitute for the salesmen’s relationship with the customer 


By CLOTILDE G. TAYLOR 


QO THI ustomer the business 
firm with which he deals is 
neneaatl - 


ly personified in terms of 


the individual contacts he makes with 

€ company personnel. In the case 
( 1 ut | ty ch sé Ils ppl ances, this, 
n mo é the salesman who calls 
t the plies electrical needs 
ar t em up to see that 
the ire t | tio 

a frie pe il one. For the 
tility goe ut or the mer 

andising business, this human point 
of contact is lost. The customer is apt 


to think of the company in terms of 
the monthly bill, the 


meter reader, 


and the complaint department. None 
of these provides a real means of win- 
ing the Too 


customer’s good will 


trequently when something goes wrong 
which the householder wishes cor- 
rected, or if information is desired, the 
avenue of approach to the proper 

thority is a difficult one The cus- 
t er dos not kn wv | to i l i d 

en he es to é e is 

tm Bas ' ound from one 
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office to another until he hangs up in 
disgus 

In order to avoid such a situation 
and to continue the friendly relation- 
ships which it has always enjoyed with 
the Washington Water 
Power Co. of Spokane, Wash. has re- 
cently adopted a “personalized service” 
plan. This company formerly sold 
electrical appliances, which meant that 


ts customers, 


t had a crew of salesmen always in 
he field, calling on practically every 
During the war a 
kept out making 
personal calls in the form of opinion 
polls, even when there were no appli- 
ances to sell. With the 
ippliance manufacture, the power 
has preferred to leave the 
aterial available to dealers to sell, 
vith the understanding that if they 
do a good job, the utility will continue 


1ome on its lines. 


keleton crew was 


resumption 


ompany 


to remain out of appliance selling. 
This leaves them without a regular 
avenue of customer contacts. The sur- 
vey system of keeping in touch was 
satisiactory in establishing the basis 
for a later plan, but it could not well 
be continued. A good salesmen de- 
generates when he has no real service 
tends to drift to the 
nearest tavern and to fake some of his 


to perform—he 


reports. Moreover, the customer will 
stand only so much of the “Gallup 
poll” technique. Since selling was out 
and surveys were ended, there was real 
danger that the customers would soon 
come to feel that all they got from the 
utility was a monthly bill. It became 
important to give them an understand- 
ing of the numerous and varied serv- 
ices really offered them. 

In order to visualize these services, 
listed and given a name— 
“Reddy Plus 12 Lectric- 
Aids”. visualized and 
presented on successive pages of a 
chart under twelve headings: 


they were 
Kilowatt’s 


These were 


Electric Cookery Advice—proper equipment 
for home needs. 

Home Refrigeration Ideas—storage capacity 
needs; quick freezing. 

Kitchen Planning—for step-saving kitchens. 
Laundry Planning—to lighten laundry tasks. 
Home Economic Service—trained home ad- 
visers on call. 

Water Heating Recommendations—for plenty 
of hot water always on tap. 

Automatic Heating 
round home comfort. 
Planned Wiring—to prepare for future com- 
fort in the home. 

Emergency Service—lighting 
call. 


Information—for year- 


restoration at 


AUGUST 1, 


Residential Rate Analysis—to help the 
customer understand service costs. 

General Information—latest facts on elec 
trical developments for the home. 


To give the customer a human focal 
point for his relationships with the 
company, district residential salesmen 
have been appointed. Each man wil 
have his own territory, embracing 
some 1,200 to 2,000 customers, to who 
he will be, in all essential 
the power company. All business 
transacted with these families will be 
through that man. 


respects, 


How Plan Was Announced 


Initial calls on customers in thes 
areas are to be on a dignified basis. 
Letters will be sent out in advance 
announcing the call in terms of a fre 
service. The salesman announces that 
he will call in a few days to explai 
the “Plus 12 Plan”, which is availabl 
at no cost, and signs his name perso 
ally. At the time of his later call, h 
refers to the letter and asks for pet 
mission to step inside to explain t 
Once insid 
he sets up the little pad on which th 
aids are listed and explains each in di 
tail, answering any questions which 
the customer may have. 

In closing, he explains himself as 
the company’s personal representative 
and leaves his name with a “Magic 
Memo Pad” listing the twelve services, 
so that he may be called whenever 
future questions may arise. “In other 
words,” he concludes, “just think of 
me as the power company. And, be- 
lieve me, I want all my customers satis- 
fied.” 

Salesmen are being trained for this 
work in a series of training classes 
which will provide detailed informa- 
tion as to how to present each of the 
twelve service aids. In the case of 
explaining the electric light bill, for 
instance, the salesman is taught how 
the customer’s actual bill may be 
analyzed simply to show her just how 
the figures are obtained. He will also 
add a further explanation which will 
show how further use of electricity 
may be obtained at reduced cost. 

“In calling on my customers,” he 
may say, “I find that most of them 
think that if they were to use twice 
as much electricity, their bill would 
be twice as large. This isn’t surprising, 
because if you use twice as much fuel, 
twice as many groceries, and so or 
the bill is twice as much. But not 
with electricity—and here’s the reason 
why. Whereupon he proceeds 
to analyze the figures from the com- 
pany’s rate schedule, based on the cus- 
tomer’s own personal use. He then 
goes on to figure what some of t 
electrical equipment costs to operate. 

After this initial contact, it is hoped 
that the customers will themselves 
ask for help and information as needed, 
and of course, the salesmen will call 
back from time to time to make sure 
all is going well. In this way, it is 
hoped, the customer will be better 
served. And the company will ha 
developed its service from that of 
impersonal “corporation” sending out 
a monthly bill, to a personal, friend 
human contact. End 


free service available. 
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De 
sine . ° 
ill be A. O. SMITH was first to develop a practi. 
cal, economical water heater with a tank of 
glass-fused-to-steel ... it CANNOT rust or 

th 
ba corrode!...themostimportantadvancein 
Val 
Li water-heater performance since the first 
s tl 
<pl storage water heater. 
Lil; 
ane 
ill 
in t 
ch tl 
in de 
which 
elf as 
itative 
Magic 
rvices, 
enever 
. other 
ink of 
id, be- 
5 Satis- 
or this 
classes 
forma- 

r the 
ofthe A SMITHway WATER HEATER* 
‘ase Ol 
ill, for 
it how 
ay » ° . 
ay be FIRST IN MERCHANDISING, TOO! A. O. Smith was the first manufac- Alert 
st how turer to design and build a premium quality product which has gained Dealers 
ill also nationwide prestige and public acceptance through an advertising and 
ch will sales-promotion program unprecedented in the water-heater industry. 
ctricity 
t. Consistent national advertising in the leading consumer magazines 
rs.” he ... Life, Post, House Beautiful, Better Homes & Gardens, American 
f them Home, and others... plus a complete package of merchandising 
> twice materials, backs up your sales plan and means bigger profits for you 
would with ““Permaglas.”’ 
prising, 7 ‘ ‘. , Display 
ee Why don’t you be first in your community to take advantage of This 
=e this better profit opportunity? Get all the facts ...use the coupon Emblem 
a st below ... now! 
ut not 
—_ fC ee ee a ee ee ee 
rocet | 
= cis A. O. SMITH CORP. 

Name 
he cus- Dept. EM-848 
le the n 
of t Kankakee Works 
Firm 

erate Kankakee, Illinois as 
s hoped 
msel\ ° ° ° ° ° 
needed Without obligation, give us the Street 
vill call facts on how we can make 
ke sure 
v. it is more money with ‘‘Permaglas.”’ City State 
” bett Se ee ee ee ee ee ce es es me ee ee ee ee es ee ee oe 
ill h 
t of an A. O. SMITH Corporation «+ Atlanta3 «* Boston 16 © Chicago 4 «+ Dallas i 
ing out Houston 2 + Los Angeles 14 «© Midland 5, Texas * New Orleans 12 +* New York 17 
a ’ Philadelphia 3 + Pittsburgh 19 * San Diego! «+ Seattle 1 + Springfleld, Mass. 

Evd 

International Division: Milwaukee 1 + Licensee in Canada: John Inglis Co., Ltd. 
‘Also quality zinc-lined Duraclad and Milwaukee Water Heaters 
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FOR EVERHOT AUTOMATIC COOKING 
Everhot squarely meets the modern demand 
for push button cooking in limited space. Four 
great leaders — 
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@ Everhot Roaster Oven 
No. 900 DeLuxe Model 
—905 Budgeteer Model 
Cooks a balanced mea! for 
up to ten persons in one 
operation. Roasts a 20-24 
pound turkey. 


@ Fverbot Casserole 
Roasterette No. 851, 3\%4 
quarts liquid capacity, 6 
pounds of meat or fowl 





@ Fverbot Automatic Roast 

erette No. 930, 5 quarts liquid 

apacity, 9 pounds of meat or h 
fowl, 


Exclusive convenience features give compelling sales appeal to each of 
these items. Each is the product of research, study and thoughtful 
engineering. Each squarely meets the requirements of the consumer 
market it is designed to serve. 

Everhot Roaster Oven with its Turn-A-Knob Cover lifter, deeper 
shorter cooking well to provide thermal balance, Fiberglas insulation, 
accurate easily operated controls, delivers a definitely greater kitchen 
value, easily demonstrated by a point-by-point check. 

Everhot Automatic Roasterette is designed to meet the big waiting 
market between a Roaster Oven and a Casserole. This Everhot provides 
fully automatic Heat Control and a removable inset pan. 12”x14"x91” 
high, steel aluminum body. Fiberglas insulation. 

Everhot Casserole Roasterette. Two heat control. Steel and alumium. 
Fiberglas insulation. Cooks and serves meals right on the dining table. 


WE'RE TELLING YOUR PUBLIC 


These Four Everhots will be featured in Everhot 
advertising throughout fall and winter in Better 
Homes and Gardens, Ladies’ Home Journal, 
McCall's, Household, Woman's Home Companion, 
House and Garden and American Magazine. 
Display them together. Order early and order plenty. 





THE SWARTZBAUGH MFG. COMPANY 
TOLEDO 6, OHIO 


€VERHOT 
PRODUCTS 


ROASTERS « HEATERS ¢ APPLIANCES 


PAGE 74 

















Whats in 


® a name 


A substantial and appealing name for an 





appliance business sometimes can make a 
lot of difference in a dealer's profits 


AST summer a young fellow 

scarcely three months out of the 
Army opened an appliance shop in 
an East Tennessee city. He had a 
good supply of merchandise, good 
credit, plenty of friends and a choice 
business location. There was just one 
thing wrong—the buying public stayed 
away from his shop in droves. Be- 
fore the first frost tinged the pumpkin 
vines, he was out of business and back 
into the Army, with a bright red FOR 
SALE sign hanging on the front door 
i his appliance shop. 

What happened to this young man 
was described to your reporter by a 
veteran observer of the electrical ap- 
pliance scene, now a high official of 
an Atlanta distributing firm. The Ten- 
nesseean, he said, had indulged a whim 
of his wife by letting her give the 
new shop a name. It came out: Lek- 
tric Shoppe. And that, declared the 
veteran observer, was as smart a move 
as if a smallpox sign had been put 
over the door. In the first place, you 
couldn’t drag the male element into 
the shop, and in the second place, 
most women shoppers thought it was 
a bakery or something. 

There’s dynamite in names. Often 
a substantial and appealing name for 
an appliance business can mean the 
difference between three square meals 
a day and three days for a square 
meal. Cleverness in choosing a name 
is a valuable and profitable move, as 
has been demonstrated hundreds of 
times, but in the length and breadth 
of the land there has yet to turn up 
an appliance business with a “cute” 


name, which has made its mark in 
the electrical world. As far as be- 
coming successful is concerned, the 


“shoppes” and the “lek-trics” just 


don’t. 


Good Business Getters 


Many unusual and carefully com- 
pounded names—studiously avoiding 
any attempt to be “cute”—have proved 
excellent business getters for their op- 
erators. For example, the Live Wire 
Appliance Co., down in Savannah, 
Ga., is a bell ringer of the first order, 
implying as it does that the firm is 
on its toes as well as in the electrical 
business. Then there are the Better 
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“MANY DEALERS have found 
good idea to name their store after 


it a 


the street on which it is located” 


Living Co., in Jackson, Miss., the 
House of Light, in Asheville, N. C., 
and the Modern Home Engineers, in 
Birmingham, Ala., all of which are in- 
dividual, distinct and appealing to the 
appliance buyer. In the Oak Lawn 
section of Dallas, Tex., one of the best 
known and most popular record vend- 
ers calls his shop simply, The Turn- 
table. Names of this kind make their 
impression on the customer as soon 
as they greet the eye, whether in 
newspaper advertising, in the classi- 
fied section of the telephone book 
when seen from a passing automobile 
Place names are almost always 
popular and generally acceptable to thie 
appliance buyer. Such appellations 
as the Tennessee Valley Appliance Uo. 
(in Chattanooga and Memphis); the 
Floridan Appliance Co. (in Tampa), 
and the South Georgia Electric Sup- 
ply Co. (in Valdosta), are good ¢x- 
amples. A dealer can scarcely 40 
wrong in naming his store after the 
section in which he operates, and 1” 
some cases finds himself increasing 
(Continued on page 76) 
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And When 
The Ladies 
“Go Out” You 
Get More 
Customers! 








Give the ladies leisure and 


















a? they'll come in to see you again 
= ale and again! That's why L&H 
ocated”’ “leisure - cooking”, nationally 

advertised, is making such a 

stir. . . selling so many L&H 
electric ranges. With its auto- 
iss., the matic wizardry, amazingly ad- 
» N.C vanced design, powerful mer- 
neers, in chandising and advertising sup- 
h are in- port, the L&H is a selling sen- 
ig to the sation . . . a standout among 
k Lawn competitive products. It brings 
the best you all those advantages 
rd vend- which have made the L&H 
e Turn- + You'll serve meats that 46750 line a prestige and profit lead- 
ike their er and faster’ Peaithier and APPA use an er for more than 73 years. 
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better 
lines make 








in flashlights 
- its Bright Star 


nationally advertised to millions in leading publications 





Hook ng Bright Star ee ee 7 
lin This complet family of flashlights offers 

variety — quality martness — durability— steady 

turnover all year ‘round. Write today for de 

tails of Bright Star's profitable deals 





Counter display pro- 
motes 24 Bright Star 
cells... guaranteed to 
exceed Gov't. C-18 
specifications by 30% 
even on expiration date 


« chrome finished metal cases 


« dramatically colorful plastics —cases 
withstand severest climatic tests 


« 3-way, lock and removable switches; 
bulb shock absorbers 








IGHT STA 


Six No. 216 two - cell 
chrome finished spot- 
lights on 2 colorful 
easel display packages. 





a 


BRIGHT STAR BATTERY CO.., Clifton, N.J. © branch offices: Chicago and San Francisco 
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“MANY A SLOGAN, wisely used, has brought profits and publicity to the 


dealer who conceived it’’ 


What’sin a Name? Plenty! 





CONTINUED FROM PAGE 74 


because of it. 
several 


sales Out in Texas, 
towns boast Lone 
Star Appliance Companies, which have 
found with the 
buyers who are ever partial to the 
home state angle. The same situation 
is true in Virginia, where at least 
four Old Dominion Appliance Com 
panies are in business. A 


cities and 


themselves popular 


diligent 


earch however, has not yet turned 

up a Cracker Appliance Co., in 

Georgia nor a Colonel Appliance Shop 
Kentucky. 


One of the most unique names in 
the field is that whicl Mannie 
Morg in’s electri il store 


in Miami. He calls it The House 


gra 


! r fails to cause 
i double-take 
Of course, Mr. 


ae . 
appliance signs 


passersby to do every 
Mor- 
prom- 
won't be mistaken 
house of the same 
, but the cockiness and sly humor 
f the title has a special appeal which 
has been translated into profits. Also 
unusual is the Cottage Home Furnish- 
Fort Worth, Tex. Ob- 
never sure whether the 
name means Mr. Cottage owns the 
firm or whether it means the com- 
pany makes a specialty of furnishing 
but the double 
possibilities are valuable 


time they see it 
gan displays his 
that he 
banking 


inently so 


for the 


nanie 


ing Co., in 


servers are 


cottages, 


advertising 
indeed. 


Streets Furnish Names 


Many dealers have found it a good 
idea to name their stores after the 
street on which they are located. The 
2lst Appliance Co., in Norfolk, Va., 
and the St. Elmo Avenue Appliance 
Co., in Chattanooga are examples. But 
sometimes this doesn’t work out so 
well. There is a story current in New 
Orleans about an Easterner who came 
to the Crescent City, opened an ap- 
pliance business and determined to 
name it after the street on which 


it stood. He went out and took 
a look at the signpost. It read 
“Tchoupitoulos Street”—so he now 
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calls his place the Ideal Appliance Co. 

Two smart dealers in Fort Worth 
and New Orleans have opened new 
shops recently and call them Radio 
Center. This has proved a profitable 
move for both dealers, which is under- 
standable closely 


the name is 
akin to Radio City and conceivably 
calls up thoughts of favorite radio 
perfor Probably the most widely 
used name—at the South, 
~onducted—is 
a the M »d- 
Co., 


since 


mers 
least in 
where this 
the Hom 


ern Home 


survey Was 
Appliance Co 


, s. 
\pphance which 1s 


represented in every state below the 
Mason-Dixon line. Running a close 
second is Good Housekeeping Shop, 
to be found in Louisville, St. Peters- 


burg, Savannah, Charlotte, Dallas, 
Columbia, Nashville, Houston and pos 
sibly several smaller Obviously 


cities. 
getter, which 
its popularity. 


the name is a business 


no doubt accounts for 


Names suggesting comfort in the 
home through the use of appliance 


are not only good propaganda but also 


good traffic pullers. A. J. Jewell’s 
store in Fountain Inn, S. C., is a good 


He calls it Home Comforts, 
Inc. Other appellatives in this categor 
are Electric Homes, Inc., in Birming- 

The Electric Home Servants 
, in Knoxville; Better Housekeep- 


example. 


<< 


ham; 
Co. 


ing Appliances, in Louisville, and 
Better Homes, Inc., in Houston. 


Subtly suggestive of progress in liv- 
ing comfort are the E-Z Way Store 
in Humboldt, Tenn.; the Nu-Way Ap- 
pliance Co., in San Antonio, and the 
Home & Hobby House, in Orlando, 
Fla. Economy in nomenclature—not 
to be sneezed at where some types of 
advertising are concerned—is achieved 
by a firm in Blacksburg, Va., which 
handles electrical appliances and sport- 


ing goods, and which calls If 
the Electrosports Shop. Word wed- 
dings also are apparent in the Elec'rc 
Servicenters, in Radford, Va., «nd 


Shreveport, La. 
(Continued on page 80) 
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William Bendix as Babe Ruth 
in the Roy Del Ruth Production, 
“The Babe Ruth Story.” 








-Abw-| 
i ie Talk about red hot publicity—this (Hollywood has 
a word for it) is COLOSSAL! G-E Television is 
starred in “The Babe Ruth Story”, one of the great 
motion pictures of the year. Don’t miss it! Tie in 
with this big movie plug when it hits your town. 
Check with your local theatre managers. 
General Electric Company — Receiver Division—Electronics Park, Syracuse, N. Y. 
ance C 
t Worth 
ned new 
n Radio 
yrofitable 
under 
ars bi 
te fra ) 
t wi 
e Mod- 
: NOTHING TOUCHES IT AT $325.00*! The great new 
) ) 
aad table model 810. The first and only table set on the market 
’bvi with the famous G-E Daylight Television. Big 10 inch tube 
ade —52 sq. in. picture. All television chan- 
$ ith fac routs. ies SORSOO” 
t in Model 810 nels with factory pre-tuned circuits. It’s 
“7 ahead of “everything in sight.” (installation extra) 
Jewell’s 
isaef 
Con 
Bi aa g 
a G-E DAYLIGHT TELEVISION! FM-AM RADIO! AUTO- 
Houston. MATIC PHONOGRAPH—Television’s brightest picture. 
ote" me 10" tube. All U. S. channels with factory pre-tuned cir- 
‘Way Ap- cuits. Sales-clinching phonograph performance with the 
= id the ~ . . 
ow oe G-E Electronic Reproducer. Both FM $ 0o* 
ture—not and standard radio in natural tone. 725 
2 type e Model 802D (installation extra) 
s achi alent 
ra , Ww “h 


*Western prices slightly higher. Prices subject to change without notice. 
and S] 
ills 
Jord 


e El 


““1 GENERAL@ELECTRIC 


180-G8 
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4-Ways Better In Selling Power! 











The New Universal Electric 
Blanket with the Exclusive 
_.._ “Slumber-Sentinel” Control 


EXCLUSIVE “SLUMBER-SENTINEL”. . . The 
Universal Electric Blanket is the only 
Blanket with the exclusive “Slumber- 
Sentinel”... the simple precision control 
that assures maximum night-long comfort 
through exact control of temperature 
whether the weather blows damp or cold. 


TOPS IN QUALITY... Universal is the 
extra-quality Blanket . . . rich in appear- 
ance ... luxurious in texture. It has a great 
big satin binding to add that luxury touch. 
It's big in size .. . 72” x 86” for double 
beds, 66” x 86” for twin beds. It comes in 
a complete color range. 


NEW, GREATER SAFETY... Multiple ther- 

mostats are channeled into the Universal 

Electric Blanket to control overheating. 
Blanket heats only to 90 degrees... the 

safety line... for maximum safety. Good 5 
Housekeeping and Underwriters’ Labora- 

tories Seals build customer confidence. 


PRICED TO MARKET DEMAND... The big 
double and twin-bed sizes are priced to 
assure you a full share of electric blanket 
business. Costing less than three good ordi- 
nary wool blankets, one Universal Blanket 
outperforms all three for perfect sleeping 
comfort ... saves on laundering, too. 
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to help 
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will be sold . - 

; year. And 

pon ». share ‘ 
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-profit business -- ever dev elope 
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480 MILLION NEWSPAPER 
IMPRESSIONS . . . Universal 
; : : goes far beyond the usual 
124 MILLION MAGAZINE Bo newspaper coverage for a campaign 
READER IMPRESSIONS... Uni- ‘ like this . . . penetrating deep into 
versal is piling magazine on 178 market areas... and not with 
magazine . . . picking the leaders , = just one... but with three big ads... 
and covering the markets with big, one every other .week during the 
four-color, full-page ads in the . campaign right in your local market. 
Saturday Evening Post, McCall's and 
other leading magazines reaching 
millions from coast to coast. 








Vrivensa 
, Che “lt Ks 





DYNAMIC, MULTI-POWERED 
POINT-OF-SALE SUPPORT... 
Your store is the focal point 
of the whole campaign . . . that’s why 
we're listing your name in each of those 
three big ads ... steering the sales to you! 
Helping you tie in, helping you cash in 
with window displays ... counter cards 
..ad mats...and sales training material. 


“a 24 MILLION RADIO IMPRES- 
SIONS WEEKLY... Pick the 
networks . . . pick the top au- SEE YOUR DISTRIBUTOR AT ONCE ABOUT THIS BIG CAMPAIGN! 
dience shows. . . yes, all the major 
networks ...and not one, not two... 
but a whole host of top audience shows 
with high ratings. That’s the way 
Universal is using radio to build rec- 
ord-breaking blanket sales for you. 





LANDERS. FRARY & CLARK + NEW BRITAIN, CONN. 
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© 1948, Belden Manufacturing Co., Chicago, 


The Belden Line of Complete Cords 
NOW AVAILABLE FOR DEALERS 


Corditis-free Replacement Cords for lamps and appliances 
Extension Cords and Cordlites 
Portable Outlets, the “Under-the-rug Cords” 


Ask your Belden Jobber 
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“A DEALER can scarcely go wrong in 
naming his store after the section in 
which he operates’’ 


What’s in a Name? 


mC ONTINUED FROM PAGE 76qmmmmmmme 


Brevity Is Favored 


Many dealers believe brevity is a 
prime requisite in selecting a name 
for an appliance business. More than 
one has been heard to remark, “If | 
could, I’d just call my place ‘Appli 
ances’ and let it go at that.” Well 
that’s exactly what has occurred down 
in the Mississippi delta, where Appli- 
ances, Inc., is a widely known shop 
in Vicksburg. And in Atlanta, a top- 
notch shop in the Buckhead section is 
named Electrics, Inc., while stores 
which call themselves simply The 
Electric Shop are to be found in Pine 
Bluff, Ark., Cornelia, Ga., and Tren- 
ton, Ga. 

Right along with the question « 
naming a shop goes the matter of us 
ing a good slogan. Owner Miller, 
Electric, Inc., mentioned earlier, de- 
clares that by using the simple slogan 
“The Home Folks Store”, he has made 
hundreds of sales which would not 
otherwise have been made. For years, 
the Knight Electric Co., of Birming- 
ham, used the slogan “Knight lights 
make light nights” until it was known 
to almost every school child in that 
city. Many another slogan, wisely used, 
has brought profits and publicity to 
the dealer who conceived it. 


Advice For Openers 


But to return to the question 
names again, the veteran observer who 
started this discussion gives out a wor 
of advice to anyone contemplating 
opening up a new appliance shop. 
That advice is—if you can’t think ol 
a first-class name for your shop, you 
can always play safe by naming } 


after yourself, since such names as the 
Smith Appliance Co., or the Jones 
Electric Shop are always in go0¢ 


taste. In fact, most of the appl:ance 
firms in the nation today bear uch 
appellations. He cites only one ¢* 
ception—a dealer in Texas wanted to 
name his store after himself, but his 
name happened to be Adam Punk End 
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) wrong in - or . 
section in National advertising builds mental 
shopping lists... merchandise displays 


can turn shopping lists into sales. 


nthe Brewer moans Hejectiar Me Be cup 





ie? ecm oabeee 

} Mesmms Did you ever notice your customers 
‘ staring at merchandise? It’s not a blank, 
siti tee undecided look—no, they're referring to 
ig a name their mental shopping lists—lists they 
serge oe made up their minds about when they 
ace “Appl read the advertising pages in the big, 
sna pecs national magazines. Turn these millions 
rere Appli- of magazine readers into customers and 


nown shop 
inta, a top- 


; te 


» profits by displaying the merchandise 


1 section is a they see and read about in the big 
ile stores - ‘ , ; 

hile “ magazines like The American 

imply The 

ind in Pin Weekly which is read in more than 

and Tren- ; . . 

— 9% MILLION homes. Send a postcard to 
juestion of Promotion Dept., 63 Vesey St., New York 7, 
atter of us P pet oe 
” Miller N. Y. and we'll tell you how many families in 
earlier, de- your town read The American Weekly. 
nple slogat 
1e has made 

would 

For years, 

f Birming- 


ichts Display These Home 


night lig! 
- — Furnishing and Appliance 
ile in na 


wisely used, § Store Products Advertised in the Cur- 


More Millions Read 
The American Weekly 













aticey 1 Than Any Other Magazine THE RICAN 
wdc! } . Covaten 
: , rent Issues of The American Weekly. cai. EAWY EEKLY 
The American Weekly reaches more retail 
rs ; . 
Anco Rain Master + Bigelow Sanford Car- customers from coast to coast than any 
question - A anne e , ‘ : : 
server wh a Coleman a pte ‘— other national magazine. 
; out a word § Coffee Brewers + Crosley Shelvador Re- ; :; 
pec fi ne et, The American Weekly reaches 20% or 
ntemplating @ frigerators * Frigidaires * General Elec- ‘ 
“gr i *. B tic Irons + Holmes & Edwards Silver- more of the families in more cities and 


- shop, you § Plate + Jiffy Dessert Molds + Johnson’s 
naming i Wax + Heywood-Wakefield Baby Car- 
oe : wt tages * Kemtone * Larvex * Motorola Ra- 

in good i dios * National Pressure Cookers + Pres- 
e appl ance  teline Electric Ranges * Ronson Lighter 
uc" B Accessories + Sani-Wax + Siegler Enamel 


towns than any other national magazine. 
Read The American Weekly yourself. Look 
for the advertisements of America’s fastest 


selling brands. 





ly one ex R Sj Beant > Matt A Hearst Publication 
a > a ang . 4 ¢ 

5 wanted © i ee ee 63 VESEY STREET, NEW YORK 7, N. Y. 

elf, but his‘ Simoniz * Welsh’s “Boodle Buggy 


THE MAGAZINE DISTRIBUTED FROM COAST TO cpeetiten £2 708:01V 5 TASHIONS / hill, 
he Set Page © Thomas Haggerty Webb # j 
COAST WITH 20 GREAT SUNDAY NEWSPAPERS 


1 Punk. End 
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NOT ONE... 


NOT TWO... 
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clothes 


clean 


electricity 


Ges! That's right. Not one... 


six great features all combined in one 


put 


Porcelain enamel tub resists acids and alkalies . 


One {vinule ? 





s 


GREAT FEATURES 
' Combine to get clothes whiter, brighter 


with LESS WORK 
eeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeee 
Nationally Advertised Lovell Wringer (Model 647) 
Dependable Westinghouse Electrical Motor 
One Minute Longlife-quiet Gear Assembly 
Large aluminum bottom agitator 


produces spotlessly clean 


- BO easy to 


Available with Briggs and Stratton engines for home without 


not two... 


great machine to turn Monday morning blues 


into just an unpleasant memory. That's why 


NE MINUTE WASHERS are so easy fo sell. 


Housewives 


clothes whiter, brighter 


like a machine that eliminates the, back-breaking 
work that Monday morning brings. . 
. EASILY, GENTLY, with less wear and 


they like a machine that gets 


tear on their washing. They like a machine that is time tested 


and dependable... 
without trouble or breakdowns 
for the very same reasons. 


ONE MINUTE Washers are in demand 
by more modern housewives because 
their mother and grandinother used them 
with complete satisfaction. They like the 
gleaming beauty .. . the time and work 
saving features which have always been 
built in on all One-Minute washers 


A machine that will give a lifetime of service 
As a dealer you'll like ONE MINUTE 


Cash in on great national demand. 
Build up profits and sales. Sell the 
washer with bullf-uwp consumer ac- 
ceptance. Mail coupon today. Learn 
how the ONE MINUTE Dealership 
plan can bring greater traffic to your 
store .. . more profits to you. 


eee e eevee vreeneen eee eee ee eevee ee eeeeeen ee 
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ONE MINUTE WASHER CO. 
KELLOGG, IOWA 


GENTLEMEN 
Please send me complete informa- 
tion on your Dealership Plan. 


| 


| 


| electric appliances up to 16 





“TRADE-IN STORE” at Wallace-Johnston is this room in the rear of the building 


Good Paint Job Means 


Profit on Trade-ins 


A paint shop costing $500 led to a 
$25 profit on used refrigeration for 
Wallace - Johnston Co., Memphis 


—_ dealers who hope to 
handle trade-in refrigerators on 
a “break-even” or profit-making basis 
without a well-equipped paint shop are 
making a serious mistake, according to 
Johnny Johnston, head of the service 
department of Wallace-Johnston Co. 
at 760 Union Ave., Memphis, Tenn. 

Wallace-Johnston Co., a long-estab- 
lished commercial and domestic appli- 
ance dealership, has been accepting 
trade-ins for more than a year, and 
foresees a day when perhaps as many 
as 50% of new refrigerator sales, range 
sales, washing machine sales, etc., may 
involve a trade-in. Accordingly, com- 
plete appliance overhaul and service 
departments have recently been stepped 
up in efficiency and size. One of the 
most unusual changes which the Wal- 
lace-Johnston Co. has made is to move 
its complete appliance service depart- 
ment “out in the open” where appli- 
ance prospects shopping in the store 
may see every type of repair from small 
cu. it. 
refrigerators carried out in plain sight. 
A 30x35-foot space, with a 35-foot 
linoleum-topped counter on which 
service orders are written, as occupied. 


Used to Break Even 


Before constructing the new paint 
shop and service departments, Wallace- 
Johnston Co. attempted to get along on 
a “break even basis” accepting trade- 


| ins, reconditioning and guaranteeing 
| them and hoping to protect full profit 


| on the new refrigerator sale. 


“Only 


on exceptionally good trade-in re- 
frigerators have we been able to 
show as much as a 20% profit,” 


Mr. Johnston said. “Otherwise, on 
most of them, polish cost, repairs, guar- 
antee, and an occasional callback have 
kept them just about even. Now, how- 


| ever, with our new paint shop, we hope 


to show a profit on all trade-ins.” 


AUGUST 1, 


To settle the trade-in question, in 
addition to stepping up its repair de- 
partment, the Wallace-Johnston Co. 
recently built a new paint shop, in a 
brick addition to the building, in the 
left-rear corner. This, constructed at 
a cost of $500, consists of a 9x7-foot 
room, the walls of which have beer 
covered with galvanized metal, safety 
electric lights installed, a 7500 c.fm 
exhaust fan added, and the room pro- 
vided with spun glass air filters, whic! 
keep dust out of the paint shop. Com 
pletely enclosed, the paint shop is also 
equipped with electric sanders, edgers 
and emery disc power tools which con- 
siderably simplify the job of rubbing 
down and repainting the old surfaces. 


Now There’s a Profit 


Through steady use of the paint shop, 
Mr. Johnston has determined that a 
good paint job represents just about 
a $25 difference on the sale price of 
the appliance. “This is particularly 
true with refrigerators,” he said. “A 
perfectly serviceable, guaranteed box 
which will bring $70 unpainted will 
easily bring $95 with a glistening new 
white synthetic enamel paint job—and 
the same is true in ratio on smaller re- 
frigerators, ranges and washing ma- 
chines,” 

Therefore, all trade-ins received by 
Wallace-Johnston Co. are now ticketed 
for the paint shop, as soon as the con- 
densing unit has been overhauled and 
checked, new hardware and gaskets 
installed, interior fittings examined, 
and the entire box approved. All of the 
old paint is thoroughly sanded off, 
rough spots of metal ground down to 
perfect smoothness with emery discs, 
and rusted area or “thick metal” filled 
in with lead compound. Every refin- 
ished refrigerator receives a thorough 
prime coat, after which a number of 

(Continued on page 86) 
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THERE’S NO PLACE 


4 


“Horse and Buggy” 
HEATING 











.. DY 


O insure steady profits you must keep 

pace with progress. That’s why smart 
appliance dealers everywhere are selling 
the pacemaker in modern, postwar heating 
—Coroaire. 


There is a reason why Coroaire main- 
tains supremacy in the heating field. Its 
patented Venturi Tube Heat Exchanger 
offers five times more heat radiating sur- 
face and better heat circulation; fully auto- 
matic controls; humidified, filtered air for 
your health and comfort; modern styling 
which provides sure-fire customer appeal. 










> 


ROFIT-MAKER 


This unit sells like any other major 
appliance. There is no trade-in problem, 
installation is simple. Coroaire Console 
eliminates the expense of duct and cold air 
returns. It is engineered to heata five- to six- 
room house, or equivalent place of business, 
at savings up to 50% of former fuel bills. 


There is only one Coroaire. Exclusive 
and patented features protect Coroaire’s 
top performance—an unbeatable product 
for the merchandising dealer. 


Don’t hold to a “horse and buggy” sell- 
ing pace. Give your appliance profits a 
“helicopter” lift with the only truly modern 
gas-fired heater. Write for complete details 
on Coroaire today. Department SW-1. 
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THE COROAIRE HEATER CORPORATION »* Cleveland 15, Ohio 
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AVAILABLE FOR ALL TYPES OF GAS 
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ered arrangement, causing hot 
uke @ zigzag course, increasing five 
the heat. Cold air driven 
Tubes by large, slow-speed, 
vok fan, causes air to spin (like a 
nnel spins a liquid). This spiral action thor- 
ily wipes heat from radiating surfaces, 
ejecting spinning, heated air to remote rooms 
and corners in a manner unmatched by any 
other heater. 
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Norge magazine ads, in full, 
half-page and page-and-a- 
half sizes, in black-and- 
white, two colors and four 
colors, will appear during 
the fall *“*buying months.” 
Single product and com- 
plete line ads, as illustrated, 
= will appear in the maga- 


See Mowe CGO YOU buy / zines shown below. 


The magazines on the Norge list (see covers below) reach a 
HIGH MONTHLY CIRCULATION OF FORTY-FIVE MILLION 
COPIES! For the period of this record-smashing all-line sales 
push, circulation will exceed ONE HUNDRED FORTY-FIVE 
MILLION COPIES. 
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Biggest, most aggressive national adver. 


tising program in NORGE history opens 


up record-smashing all-line sales push 


Norge dealers—get set to score! 


A gigantic, sales-muscled fall advertising 
drive—with the full array of Norge star 
sellers in the line-up—is about to smash 
across the country with an impact that 
clinches sales for Norge—this season’s 


All-American home appliance selection. 


The kick-off on this all-out promotional 
drive is timed for the rich autumn mar- 


ket when American families are home- 
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minded after a summer outdoors. Begin- 
ning in September, every Norge product 
will be promoted in both urban and rural 
markets with some of the hardest-selling, 
most dramatic presentations ever to 


appear. 


Teamed with the always saleable exclu- 
sive features of Norge products, this 
power-packed promotion assures bigger 
and quicker profits for “*the best dealers 
in town.”’ Norge Division, Borg-Warner 
Corporation, Detroit 26, Michigan. In 


Canada: Addison Industries, Ltd., 


Toronto, Ontario. 
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For EXTRA sales points, 
point to Stainless Steel 


MANY CUSTOMERS are pleasantly surprised when 
you point out all the extra values in today’s 
better refrigerators, ranges and other appli- 
ances. For example, they know stainless steel 
is bright, strong and rustless. But they don’t 
always know where to look for it — may not 
realize how much more satisfaction it assures. 

So make sure they notice the bright, easy-to- 
clean shelving made of Armco Stainless Steel: 
the evaporators and break-front trim, and the 
handy ice-cube looseners that come with the 
latest-type freezing trays. And in new-model 
ranges, you can quickly point out the stainless 
steel burner grates and bowls, the oven racks, 








ARMCO STAINLESS STEELS 





kick plates, instrument panels and trim. 

These are parts that must withstand hard 
wear and corrosion. When they’re made of 
Armco Stainless, you can be sure they'll resist 
corrosion and scratching — and they’re easier 
to clean. 

The fact it's Armco Stainless impresses cus- 
tomers. Thirty-four years’ advertising in na- 
tional magazines has made them familiar with 
Armco quality. They know it means satisfac- 
tion over the years. Today’s satisfied customers 
are tomorrow’s repeat buyers. Armco Steel Cor- 
poration, 259 Curtis Street, Middletown, Ohio. 
Export: The Armco International Corporation. 
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WALLACE-JOHNSTON spent $500 on 
this neat spray booth for refinishing appli- 
ances 













































Good Paint Job Means 
Profit on Trade-ins 


owes CONTINUED FROM PAGE 82 cee 


expertly applied coats of synthetic en- 
amel are used. After considerable ex- 
perimentation, the Wallace-Johnston 
firm has worked out a painting system 
which results in like-new appearance, 
and in many cases, has proven to have 
more luster and durability than the 
original finish. “Our average cost for 
sanding down and refinishing an 8 cu. 
ft. refrigerator amounts to about $10,” 
Mr. Johnston said, “because of the 
economies effected by all mechanical 
equipment, and the fact that very few 
hand operations are required.” 

Like most dealers, the Wallace 
Johnston Co, feels that displaying 
trade-ins alongside of new appliances 
has a deleterious effect on the latter. 
lheretore, a quiet nook in the rear of 
the building, a 3-sided room 20 feet 
deep by 15 feet broad, has been con 


verted into a “trade-in showroom”. As 
shown, approximately 25 appliances, 
including a dozen refrigerators, sev- 


eral washing machines, ranges, ironers, 
driers, ete., all of which have been 
repaired and refinished in the paint 
shop, are shown. Customers who ask 
for used equipment are always escorted 
back here, and given the same courte- 
ous treatment, guarantee, and other 
considerations given to new appliance 
buyers. End 





“AND NOW FOR OUR TELEVISION MAKE-UP!” 
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© 1938, The New Yorker Magazine, Inc, 


os “,..but you ought to see the Rheem 


been 





paint \ e - / 4/ 
baer Design For Better Business 
corted 
ourte- 
— What is keeping up your volume? are just-.a few features of the Rheem Design For 
"sted : isa Better Business. For full details, just sign and send 
m Store displays, your own advertising programs, “ Par 
colorful literature, sales demonstrations—these aohepmsincgallliatesns Ceomatend 
| nn ee ee ee ee Sot rin d 
RHEEM MANUFACTURING COMPANY — 


Dept. EM-8 
570 LEXINGTON AVE., NEW YORK 22,N. Y. 


I'd like to keep up my volume. Please tell me all about 
the Rheem Design For Better Business. 


Rheem‘) 








Name 
( Please Print) 
HOME COMFORT APPLIANCES Water Heaters Address 
9 plants in U.S.A.— Foreign affiliated plants in Soft Water Appliances 
Brisbane, Melbourne, Sydney, Rio de Janeiro, Heating Appliances 
Singapore, and Hamilton, Canada Cooling Appliances City State 
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A NEW HOME APPLIANCE 
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| “DEFROSTS ... WHILE YOU SLEEP” | WHILE YOU SLEEP’’ 


BANISHES THE DRUDGERY 
OF HAND DEFROSTING 








SELF-STARTING 
SYNCHRONOUS 
MOTOR 


PATENTS PENDING 


CONVERTS REFRIGERATORS TO FULLY 
AUTOMATIC NIGHTLY DEFROSTING 





@  Defrosts any electric refrigerator automatically every 
night after | A.M. Eliminates hand defrosting, box 
odors. 

@ Saves food, cuts electric costs, prolongs refrigerator 
life. 

@ Every housewife is a live prospect. 

a7 No installation costs. Just hang ‘de-frost-it’ on the 


wall, plug cord into convenient outlet, 


refrigerator 
cord into ‘de-frost-it’. 


@ Compact—fits in palm of your hand. Retails fast at 
$9.95. Repays users in savings. Liberal trade dis- 
counts mean real profits. 


Saves Food.. “Vime.. Electricity 
Paragon  tectric coMPANY 


1638 TWELFTH ST., TWO RIVERS, WISCONSIN 


> @ TRADE MARK 


REGISTERED 





“DEFROSTS ... WHILE YOU SLEEP” 
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As Woman to Woman 


Mrs. Kay Trerise of Great Falls, Mont., 


a woman sales 


specialist, 


discusses 


methods of handling women customers 


Y OMEN do most of the buying of 
W electrical appliances,’ says Mrs. 
Kay Trerise, woman 
long record 

electrical 


sales specialist, 
with Goggans & 
dealers of Great 
Montana, has given her opinion 
authority. “Certainly they do all 
the scouting—the shopping and 
original articles for the 


W hose 

Pennie, 
Falls, 
re il 


oO 


selection of 
home.” 

When the appliance they want to 
buy is an important purchase involving 
considerable money, they are apt to 
husband 
make up my 


should see 
mind.” The 
welcomes this de- 
delay the 
closing of the sale. For he has 
consulted in making the purchase. This 
that when it arrives home, he 
going to be shocked 
will he 


ay, “I 


think my 

betore | 
W Is¢ saleswoman 
even though it may 


been 


means 
at the size 
insist that it be 
mechanical 
through a friend. 
has had a lifetime 
psychological di- 
marriage—and a 


Is not 
of the bill, nor 
returned for some reason 
heard of 

\fter all, the 
of practice in the 
plomacy ot 


= 1 
which ne 


wife 


good 
at z.. : - > 
salesman falls in with her tactics. 
When it purchase ot 
appliances, it is important for the sales- 
man to find out the customer's real 
need. She in asking for a 


comes to the 


may come 


home freezer, but it would be well to 
ask a few questions before spending 
much time in demonstrating samples. 


You may find that she has been unable 
to buy a refrigerator and has an idea 
that a small home freezer will meet her 
household needs for the preserving of 
milk and dinner leftovers. 

Or she may ask for a 
when what she 
One woman 
“inexpensive” 
thought 


waffle iron 


wants is a sandwich 
toaster found buy 
hand 
it would furnish an 
economical means of heating her bed 
She had apparently never heard of 


heating pads or electrical blankets. 


was 
ing an iron be 


1 
cause sne 


Takes Questions in Her Stride 


The questions should, 
tactful 


of course, al- 
ways be and no indication 


should be 


given that the replies are 
found strange or amusing. A woman 
salesman has the advantage here, for 


she knows the household problems to 


be met and can from her 


experience, 


advise own 

On larger appliances, it is perhaps 
natural that women are generally con- 
cerned primarily with the outward ap- 
pearance. They like the nickel trim 
ind the tricky handles. Next to ap- 
pearance, primary reason for making a 

that a neighbor or friend 
and found it satisfactory. This 
in itself is an excellent reason and 
can be utilized by the astute salesman, 
who will find out where the prospect 
lives and neighbor 
who | articles she is in- 


cl . 
noice 1s 


had one 


remember 
1as one of the 
specting. 


some 
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MRS. KAY TRERISE 
chology and technical knowledge to sell 
appliances to women. 


combines psy- 


It is the salesman’s task to teach the 
woman what are the important things 
\gree with her about the 
appearance, but add a word 
about the importance of the mechanical 
Without making it too 
made to under- 
thermostats, 
durability 
operation. 


to look for. 
attractive 
side of things. 
technical, she 
stand about 

effectiveness of 


can be 
accuracy of 
insu! ation, 


of finish and reliability of 


Sven if she does not buy from you, 
she should leave the store armed with 
adequate information to make a wise 
selection elsewhere. But if she has 
listened to your talk and trusted the 
validity of your advice, the chances 


are that she Moreover, she 


will be 


will buy 
grateful for 
likely to 
when she has other purchases to make 
The important is that she 
genuinely in 


impressed and 
the help and is come back 
factor here 
should feel that you are 
terested 
help her 
that 
her problem. 


in her problem and trying to 
solve it. The best way to give 
to be 


impression is interested in 


Age Can Determine Approach 


Older women present a_ different 
sales hazard from the young ones. 
They know quite a lot about house- 


keeping and its problems and they do 
not care to have their knowledge ques- 


tioned, even though it may be out 
moded. It is well to agree with them 
about something at the beginning of 


the talk, and even to consult them about 
some feature of household work—and 
then to build on that foundation. The 
young bride, on the other hand, usually 
knows very little about housework and 
(Continued on page 92) 
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For the first time ever, 


NOW! you can sell all the 


G-E fluorescent lamps you want 


HOORAY! At last you can make all your customers happy — 
for the first time since General Electric introduced the 
fluorescent lamp 10 years ago, G-E fluorescent lamps are 
available in quantity! 


WE'VE BEEN WORKING at top speed, expanding production to 
catch up with the ever-growing demand for the world’s 
newest kind of light. Now you can sell all the popular types 
and sizes you want! Only slimlines and circlines are still 
limited in quantity. 


IT’S TIME TO CASH IN on the tremendous opportunities for 
fluorescent lamp sales—both replacement and new business. 
And don’t forget your own store. Brighten up with new G-E 
fluorescent lamps —they’ll help to bring in more customers! 


WHY NOT SEE your G-E lamp supplier today? Now he can 
greet you with a great big smile and an armful of those 
G-E lamps—the lamps that most people want most! Be sure 
to put ’em up in mass displays because— 


G-E LAMPS SELL ON SIGHT! 
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HEY SWAMPED 


ab why wit? 


NO OTHER 


RADIO-TELEVISION FRANCHISE 


COMBINES ALL THESE PROFIT-MAKING | 


ADVANTAGES! 


— ¢ The appointment of only one dealer in each community « Direct cat 
factory-to-dealer shipments « Freight prepaid to destination « Low RY — \\ 
consumer prices competitive with national chains and mail order houses ’ OY 


* Liberal dealer discounts « Nationally advertised retail prices protected <s 














by your exclusive franchise « Radio and television built to Bendix avi- 





EXCLUSIVE DEALER 
FoR THE Zyiggest 


RADIO TENSION 


VALUES IN TOWN 


ation quality standards « A complete line of radios and radio- 
phonographs including famous Bendix Long Range FM « The most 
advanced television created by the acknowledged leaders in radar and 


radio engineering + Consistent national advertising that builds store 











traffic for you « Compelling point-of-sale promotion helps « Special 
promotion models to meet competitors’ “off-season” distress sales ¢ 


Plus many new profit-building features soon to be announced. 


Products... Policies... Prices... Profits 


LEVERVTHINGS GETTER ABOUT 


(BENDIX RADIO) 
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US IN CHICAGOT 
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step inside for 


OMae a 
ad 
7 


ROWT BR 
in the greatest 
Radio « Televisio ' 


aT 
¥i 


POWER-PACKED DIRECT DEALER 





PLAN WINS AMERICA’S TOP RADIO RETAILERS 
If you attended the Summer Mart you heard and get a lion's share of a billion dollar market. 
- saw it yourself—how radio and television if you missed the Mart—if you failed to see and 
“i dealers kept our showroom jammed . . - how hear the hit of the Show—better get the story 


sensational right now. Remember—this franchise will be avail- 


loud were the praises for our 
able to only one select dealer in each community. 


“Eront Row” Television and new, long-distance 
i 


radio line . . . how eagerly America s smartest BENDIX RADIO DIVISION of »» 
retailers welcomed this new and better way to BALTIMORE 4, MARYLAND i 


WRITE TODAY FOR ALL THE FACTS DIRECT TO EDWARD C. BONIA, GENERAL SALES MANAGER 


ond Rado 
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FREEZER 


FREEZER 


4 CU. FT. “UTILITY-TOP” HOME 
FREEZER 





ww | MARQUETTE 
I IZ {AD 


- COMMERCIAL 


HOME --- FARM 


a 
—_— - 


1% CU. FT. 
HOME 





7 Fast Selling MARQUETTE APPLIANCES 


The Forward Looking Dealer is busy estab- 
lishing his Home Freezer markets TODAY! 
Set yourself to Sell the Complete Line of 
Marquette Home, Farm and Commercial 
Freezers. 


All MARQUETTE FREEZERS are Designed to Attract... 
Priced to Sell . . . and Engineered for Efficiency. 


BEAUTIFULLY STYLED Marquette Freezers have two 
coats of gleaming white, high bake Dulux enamel 
with contrasting black recessed base .. . chrome 
plated hardware and trim. Panelyte, the new, modern 
plastic insulation is used for Thermo-Breaker Strip 
to keep freezing cold in and heat out. Counter-bal- 
anced door for Safe, quick, easy access to Frozen 
Foods. Clamp-type Handle for positive, airtight seal. 
Handle has provision for locking. 


MODEL 16B This 16 cubic foot Marquette Freezer 
holds 500 to 600 pounds of Frozen Foods. Full 41/4” 
thickness of Rock Wool and Compressed Insulation. 
Dependable, sealed-in-oil Hermetically Sealed Refrig- 
eration Unit. 


MODEL 8B For the average family. This 8 cubic foot 
Freezer holds 250 to 300 pounds of Frozen Foods 
Hermetically Sealed Refrigeration Unit is sealed-in-oil 
for trouble-free service. Static cooled condenser. All 
Marquette Freezers are designed for Fast Feezing as 
well as Storage! 


MODEL 4B This apartment size ‘’Utility-Top’ Freezer 
has 4 cubic foot capacity. Holds 125 to 150 pounds 


Look to 


4 








Frozen Food. Ideal for those who cannot enjoy spa- 
ciousness of larger models. Has a contrasting black 
Plastic ‘’Utility-Top’’. 


MODEL 16C Self-Serve Commercial Freezer is designed 
for displaying and merchandising Frozen Foods at 
their Best. Marquette Self-Serve Freezers have non- 
warping “’Tuflex’’ crystal-clear tempered glass slid- 
ing doors. ‘‘Tuflex’’ sliding glass doors prevent the 
loss of freezing cold and give customers quick, easy 
access to Frozen Foods. Excellent visability for fast 
sealing display of all Frozen Foods. 


MODEL 16D Beverage-Cooler. This Self-Serve model 
has the same specifications as model 16C except 
the Thermo-Control range is 32° to 54°. The 
Marquette Beverage Cooler provides DRY STORAGE of 
all bottle goods. No icing to check . . . no water to 
spill. The greatest advance in Beverage Coolers in 
years .. . and is a real soft drink merchandiser. 


MODEL 8C Self-Serve Commercial Freezer . . . the 
same as 16C except has 8 cu. ft. capacity. 


MODEL 8D Beverage Cooler the same as Model 
16D except has 8 cu. ft. capacity. 


IMMEDIATE DELIVERIES! Marquette is making Imme- 
diate Deliveries on all Marquette Home, Farm, Com- 
mercial Freezers and Beverage Coolers. 


WRITE TODAY 


for DEALERSHIP DETAILS on 
MARQUETTE FREEZERS and REFRIGERATORS 











MARQUETTE APPLIANCES, Inc. 


eres | MARQUETTE 


Pe Ta: ee 


For Leadership 


Minneapolis 14, Minnesota 


PAGE 92 













e.g ill 


8 CU. FT. 
SELF-SERVE 
FREEZER 


16 CU. FT. 
SELF-SERVE 
FREEZER 


8 CU. FT. SELF-SERVE 
BEVERAGE COOLER 





16 CU. FT. SELF-SERVE 
BEVERAGE COOLER 








'As Woman to Woman 


can be given advice outright. You ca: 
even say to her, “The way you hav 
been doing it is wrong—here is some 
thing better.” It would not be wise t 
use that approach with her mother 
The young woman’s husband, on the 
other hand, has more say in making 
decisions and needs some _ personal! 
selling when he shows up. 

Women can sell women—in fact, 
they have a real advantage, for they 
know pretty well what is going on in 
the woman’s mind. They know that 
there may be a space problem in find- 
ing a place for the appliance; they 
realize that a woman wants to know 
if the oven can be cleaned easily, if 
cakes will bake evenly, whether the 
cooking utensils she now owns can be 
used with the electric range she is 
thinking of buying. If the woman 
salesman can feel out the point of diffi- 
culty which is holding up the sale, she 
can often bring about an immediate 
decision in her favor. 


Clears Up the Mysteries 


Of course, she must know the me- 
chanical side of the appliances she sells 
and be able to advise with real knowl- 
elge as to the satisfactory operation. 
Particularly valuable is her advice as 
to how to use the new equipment to 
best advantage and how to care for it 
so as not to have it break down and 
require too frequent servicing. Oiling 
is a mystery to most women, who may 
either let a motor go until it burns out, 
or may overoil and cause trouble. A 
little advice at the time the equipment 
is purchased, with the suggestion that 
times and directions for oiling be 
written down on a label and pasted on 
the appliance for future reference, 
will save a lot of trouble in the future. 


Keep Away from Machinery 


Men like to deal with a woman 
salesman when they are purchasing 
gifts. “Do you think my wife would 
like this?” they ask—and value a 
woman’s opinion. But a woman would 
do well to retire when it comes to sell- 
ing machinery to a man. Whereas a 
woman customer looks at an appliance 
from the front and on top, a man will 
tend to view the thing from the rear 
and from underneath. When he turns 
the thing upside down, that is the time 
when a woman should look about for a 
male assistant to whom to turn over 
the discussion. She may know her 
story and be competent to discuss me- 
chanics with the best of them, but the 
male customer will be uneasy never- 
theless. The woman may hover in the 
background and put in a few woman’s 
touches from time to time, but a man 
likes another man with whom to prac- 
tice his exclusive male right to talk 
machinery. 

Woman’s place is—selling appli- 
ances, right enough. jut being a 
woman, she will practice her art 
mostly on women. Where a man is 
concerned, she will have learned that 
the indirect approach is sometimes the 


best. End 
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of many sales-stimulating Duo-Therm models 


If every shopper were an engineer... 


By the time an engineer got through going 
over a Duo-Therm fuel oil heater you 
wouldn’t have to se// him! 

He’d find so many exclusive common- 
sense performance features, he’d have his 
pocketbook out before you could say, 
“Duo-Therm heaters are also the best- 
looking heaters on the market.” 

But most shoppers aren’t engineers. So 
what do you do? You show ’em, mister! 
Show ‘em the outside first! Duo-Therm 
has put real meaning into furniture styling. 
Take advantage of it. Talk about those 
smart designs. Talk about those beautiful 
finishes. Emphasize that Duo-Therm’s over- 
all appearance has it all over any other 
heater on the market. 

Go to town on the inside story! Here you 
can point out construction that warms the 


The beautiful new Duo-Therm Sheraton, one 


en “ 
=) 










DUO-THERM Heaters would sell even faster! 


heart of anyone who knows a nut from a 
bolt. Heavy construction, precision con- 
struction ... engineered and built to do a 
real heating job and keep on doing it! 


And when you get to the exclusive Duo- 
Therm Dual Chamber Burner .. . the exclu- 
sive Duo-Therm Power-Air Blower... you 
don’t have to pull any punches. Those 
exclusives are in a class by themselves; you 
can demonstrate it, you can prove it! 


You've got features and facts galore to 
prove why... 


Duo-Therm with Power-Air Blower saves 
up to 25% on fuel oil! Sell that efficiency 
story right up to the hilt. Fuel-stretching 
and money-saving mean plenty, these days. 
So don’t miss an opportunity to capitalize 
on the fact that Duo-Therm gives more 


heat, more even heat... at lower cost and 
with less fuel. 


And that’s only part of it 

If you’re a Duo-Therm dealer you have a 
complete line of fuel oil heaters—uprights 
and consoles. You have radiant doors on 
all circulating heaters. You can point out 
thatthe Duo-Therm name plate rea//y means 
something, because Duo-Therm makes no 
private label merchandise . . . a heater by 
any other name is not as sweet a heater! 

And we can point out right here that 
Duo-Therm gives dealers the most com- 
plete merchandising program, an outstand- 
ing national advertising program, year 
after year . . . delivers the greatest con- 
sumer acceptance in the industry right to 
the dealer’s doorstep. Isn't that what you 
want? 


more than a million satisfied users Duo e T | ‘a ad BH always the leader 


Division of Motor Wheel Corp., Lansing 3, Michigan 


ee 
AUTOMATIC GAS AND FUEL OIL WATER HEATERS FUEL OIL SPACE HEATERS A O10} FUEL OIL FURNACES 
———— 


Duo-Therm is a registered trade mark of Motor Wheel Corporation, Copyright 1948 
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New Westinghouse) 
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WESTINGHOUSE LAMP DISTRICT OFFICES: 
10 High St., BOSTON; 2260 Peachtree 
Industrial Bivd., CHAMBLEE, GA.; 

20 N. Wacker Drive, CHICAGO; 40 Wall 

St., NEW YORK; 3001 Walnut St., ? 
PHILADELPHIA; 419 Wood St., 

PITTSBURGH; 410 Bush St., SAN 

FRANCISCO; 411 N. 7th St., ST. LOUIS 
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6! |-Watt Nite Lite 























FLUORESCENT BULB, WITH RATED LIFE OF 
3000 HOURS, OFFERS USERS NEW ECONOMY— 
AND GIVES YOU A FAST-SELLING PROFIT BUILDER 





This newest member of the Westinghouse fluorescent family 
offers you a new volume builder for those high-profit lamp sales. 



















The Westinghouse Nite Lite is long lasting and economical to 
operate. It has an average useful life of one year. Even when 

it is used for eight hours every night, it costs less than a cent a 
month to burn. Point out these features to your customers and 
watch “em buy! 

Stores will buy them, too, for protective night lighting. —— 





. use them in rooms and corridors. Factories use them as markers 
\ on watchmen’s time-clock stations. 
Order your requirements now from your Westinghouse Lamp 
Distributor. Lamp Division, Westinghouse Electric Corp., 
Bloomfield, N. J. 
USE THIS ATTRACTIVE DISPLAY CARTON 
TO INCREASE YOUR SALES 
This eye-catching carton of twelve Nite Lites requires “arr 
only 6" x 7" x 12" space when open. Bright display wat 
card and window streamer also available at no 
- cost from your Distributor. 
a 


: Westingh 


PLANTS IN 25 CITIES 
OFFICES EVERYWHERE 
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POINT TO THE 
DU PONT SEAL 


It identifies America’s leading 
home appliance finish! 


SHOW THEM THE SEAL! With that one gesture, you win the con- 
fidence of your prospect .. . in you . . . in the appliance you sell. 
The name “Du Pont” is one of the best known in America. And 
the trade name ““Dulux”’ is a household word from coast to coast. 
So use the seal to close the deal . . . to tell your prospect that 
“Du Pont Dulux” means years of service in color retention, 
washability, and mar-resistance. 

If your manufacturer supplies you “‘Dulux’’-finished appli- 
ances without the seal, ask him to include it hereafter. It adds 
punch to showroom demonstrations, helps sell hard-to-please 
prospects! 

E. I. du Pont de Nemours & Co. (Inc.), Finishes Division, 
Wilmington 98, Delaware. 


RLS. U.S. Pat. OFF 
BETTER THINGS FOR BETTER LIVING 


+ «THROUGH CHEMISTRY Pt ee 








fo 
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PCEA Convention Stresses 


Specialty Dealer Importance 


Trends in appliance market, op- 
portunities for freezer sales cov- 
ered by more than 1,000 delegates. 


HE specialty appliance dealer is 

the backbone of the industry, and 
he must receive aid and assistance from 
the utilities, the manufacturers and 
the distributors, said M. G. Sues, of 
Sues, Young & Brown, Inc., Los An- 
geles, in his speech accepting the 
presidency of the Pacific Coast Elec- 
trical Assn. at its recent annual con- 
vention in San Francisco, 

In looking forward to the problems 
that will face PCEA members during 
the coming year, Mr. Sues pointed out 
to the more than one thousand dele- 
gates that an article in the New York 
Times showed that the biggest increase 
in retail appliance sales had been 
through the department stores. He 
said that this indicated that the in- 
dustry must give added support to the 
specialty retailer who would be, in the 
future as in the past, the major outlet 
for the manufacturers’ and distrib- 
utors’ appliances, and the most active 
originator of new load for the utilities. 

Mr. Sues, whose firm distributes 
appliances in both Northern and 
Southern California, succeeded H. H. 
Courtright, president of Valley Elec- 
tric Supply, Fresno, and manager of 
the San Joaquin Power Division of 
PG&E, as president of the Association. 


To Meet the Challenge 


The obligation of the electrical in- 
dustry to serve and to educate the tre- 
mendous influx of migrants who have 
increased the population of every west- 
ern state, was the theme for this 31st 
annual convention of PCEA. The 
phenomenal growth of California, 
alone, which had risen from twelfth 
state in population in 1920 to fifth in 
1940 and now to third, has imposed 
severe strains not only on the generat- 
ing capacity of the electrical utilities, 
on the operation and business manage- 
ment departments of the utilities, but 
it has also put the area’s retail and 
wholesale distribution systems to a 
severe strain in attempting to keep up 
an effective and efficient flow of elec- 
ical goods. The problems themselves, 
and the ways and means of meeting the 
iallenge, became the theme for the 
ssociation’s three days of sectional 






meetings, including that of the Busi- 
ness Development Section. 

Practical ways of establishing 
friendly relations, not only with the 
new customers but also with the large 
number of new employees, was Cov- 
ered by two speakers at the second 
general session. 


Employees Are Important 


Employees want to be considered an 
important part of the business, said 
Dr. Adam S. Bennion, vice-president 
of the Utah Light & Power Co., who 
spoke on “Getting Along with Our 
Own People”. He classified the de- 
sires of workers, whether in the utility, 
wholesaling or retailing part of the 
industry, under six heads. He said the 
employees want: 1) Higher wages in 
relation to the cost of living; 2) prom- 
ise of promotion and a chance to 
grow; 3) A feeling of security— ten- 
ure, insurance, and provision for re- 
tirement; 4) Recognition; 5) Satis- 
factory working conditions; 6) A 
sense of belonging, of being part of 
the “family”. 

That it is almost impossible to start 
at too low a level in educating the 
public, was the chief message from 
Dan E. Clark, whose paper was read 
by an associate. Speaking from wide 
experience as head of a research or- 
ganization, Mr. Clark warned all 
branches of the industry that fre- 
quently they talk over the heads of 
their audiences. Poor public relations 
often are due, not to anything wrong 
with the situation, but to the fact that 
the great majority of the public doesn’t 
know what these conditions are, he 
said. This basic principle should 
guide the advertising and promotion of 
every branch of the electrical indus- 
try. 


Appliances Meet the Trend 


Manufacturers, distributors and re- 
tailers must take up the challenge of 
the expanded West, and meet it with 
better appliances, new methods of pro- 
moting and selling these appliances, 
said Miss Genevieve Callahan, home 
economics consultant, in the first 
address before the 200 people who 
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PAST, present and future presidents of Pacific Coast Electrical Assn. get together 
at San Francisco convention. Retiring president, H. H. Courtright, left, just-elected 
president M. G. Sues, center, and 1946-47 president, Milton Sanders. 





SPEAKERS at opening session of PCEA’s Business Development Section were, left to 
right: Klaus Landsberg, Television Station KTLA, Hollywood; Ben Sanderson, western 
manager, Deepfreeze; Genevieve Callahan, home economics consultant; J. C. S. Ross, 
PG&E, presiding; A. L. Scaife, manager, advertising, G-E Appliance & Merch. Dept. 


attended the sessions of the PCEA’s 
Business Development Section. She 
said that the trend is not only to the 
West, but to a type of “western living”, 
with three noticeable factors: 1) A 
trend toward a simpler, more natural, 
more independent way of family living ; 
2) A trend toward a more simple type 
of house for the western family; 3) A 


trend toward a more simple, informal 
method of entertainment in the west- 
ern home. 

Appliance people should recognize 
that these trends are characterized by 
demands for new home equipment or a 
change in the use of present equipment, 
she said. The kitchen, for example, is 

(Continued on page 100) 
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TELEVISION CONSOLE 


ust $ 37 500" 


PLUS INSTALLATION CHARGE AND EXCISE TAX 


FM RADIO-PHONOGRAPH TO MATCH 
YOUR SPARTON TELEVISION 


MopeEt 1040. Companion AM-FM< radio-phonograph console for the Sparton 

television model above. New scratch filter, 10” concert speaker, fast, quiet. 

trouble-free record-changer. Lovely cabinet, with hand-rubbed finish in choicest, 

g 2 2 995* matched veneers —walnut, mahogany or blonde. A pace-setter 
ne for engineering and style. 
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STEALS THE SHOW / 





Yes, television’s hottest rumor came true at the Chicago furniture show with the introduction 


of Sparton’s sensational television receiver. It’s designed as only Sparton could design it, with 
exciting new television features and a typical Sparton price tag. And it will be marketed as 
only Sparton can market it . . . on the direct-to-dealer, time-tested, Sparton Cooperative Mer- 
chandising Plan. No wonder it was the hit of the show! 


After an exciting preview at the American Furniture Mart in 
Chicago last month, Sparton’s television receiver is making its bow 
—now—to you! 

It’s a 27-tube console masterpiece, with 10-inch picture tube and 

a 54 square inch viewing area. Typical Sparton engineering ex- 

clusives place Sparton dealers in the foreground of the television 

picture. 

For example... an exclusive Sparton Automatic Brightness Con- 
trol, a Sparton “First” in television that auto- 
matically keeps the image turned to the same degree 
of brightness. 

For example... fewer tuning controls for easier tuning, more sales 
appeal! 





CHECK 
SPARTON’S 
NEW AM-FM 





For example... comfortable viewing point 38” from the floor line 
eliminates eye strain. 

And there are a host of other technical features, all handsomely 
encased in a matched mahogany veneer cabinet, hand-rubbed to 
the luster you’d expect in a fine grand piano! 

Yes, here’s a winning model to be distributed through Sparton’s 
proved direct-to-dealer SCMP, and tagged with a retail price that lets 
you take all comers in the television market and still make a worth- 
while profit. 

See:the sensational Sparton television now! It makes the Sparton 
franchise sweeter than ever! 








Mopet 1064. A Sparton AM-FM 
radio-phonograph gem that packs 
eye appeal, tone appeal, price appeal! 
A definite winner for the big, price- 
conscious market. Hand-rubbed, 


matched mahogany « 1 8 995 * 


veneers. List 


RADIOS, TOO 











aches, too. Ask us about the Sparton franchise today! 


*Sparton Cooperative Merchandising Plan 
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Mope 1061. Retail value . . . plus! 
One of Sparton’s most luxurious 
cabinets, housing magnificent AM- 
FM radio phonograph with 10” 
speaker, fast, smooth, dependable 
record-changer. 


* 
other challenger. List $16995 


And Check the Sparton franchise | 

YES, THE FAMOUS PROVED SCMP* will apply to Sparton tele- 

vision, too. Now's the time to let us show you how the Sparton plan 
of one exclusive dealer for each community can protect your tele- 

vision profits from the start... and help you side-step price-cutting, 

dumping, meager discounts and other radio-television retailing head- 





Mope. 1051. There are real sales Mopet 121. An AM-FM radio 
records ahead for this smart Sparton table model to challenge any 
combination. Finished in matched AM-FM anywhere in this price 
mahogany or blonde veneers and range. Continuous tone control, 
priced to cover still another specific new type slide-rule dial, mahog- 
An- and popular retail * any finish. A value long sought 
price range. List. . $13995 by dealers and con- * 
sumers alike. List $ 5995 


*All prices slightly higher West of Rockies. 


RADIO-TELEVISION’S RICHEST FRANCHISE 


THE SPARKS-WITHINGTON COMPANY, JACKSON, MICHIGAN’ 
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gan: can stop shopping around . . . quit 
trying to sell unknown, untried prod- 
ucts. Now, every type of heating equip 
ment is available from ANCHOR. .a 
single dependable source for a complete 
and carefully engineered line. Tie up with 
ANCHOR .. . and you tie up with a com- 
pany whose products have kept pace with 
the latest developments in the heating field 
for over 80 years. Write today for litera- 
ture on any or all the ANCHOR products 
shown below. Anchor Division, Stratton & 
Terstegge Company, Inc,, P. O. Box 311, 
New Albany, Indiana. 




















Domestic .. . Commercial .. Industrial 
Models for every building requirement. 


ANCHOR 


OIL FIRED FURNACE 


With Automatic Winter Air Conditioner. 
ANCHOR 


GAS FIRED FURNACE 


With Full Automatic Controls. 
ANCHOR 


COAL FIRED FURNACE 





Round and square cased types... from 
) small home-heating sizes to heavy duty 
mS models for industrial plants 


NCHOR 


Oil BURNER 


Fully Automatic... 
The Ideal Conversion Unit. 


ANCHOR 


DOMESTIC BOILERS 





es, 

be, 

% For Hot Water or Steam. 
L 4 Tank or Tankless. 

| ANCHOR 
b 
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PCEA Convention 









becoming more important as a living 
area for the family and as an enter- 
tainment area for guests. The laundry 
is moving into the kitchen, too, be- 
cause washing clothes is now socially 
acceptable and the new designs in 
laundry equipment make it practical to 
keep it in the kitchen. There is a 
further trend to multiple-use rooms, 
with the master bedroom doubling as 
a sitting room, the living room serv- 
ing also is a dining room, and the 
utility room becoming a game room 


What to Remember 

The appliance industry received 
some advice on tying its sales activi- 
ties into these definite trends in west- 
ern home life. Miss Callahan suggested 
to the members of the Business De 
velopment Section that in advertising 
and promoting appliances to the do- 
mestic market, they: 1) Think more 
about the whole home, not only the 
kitchen and laundry; 2) Put more 
emphasis on people and what the appli 
ances can do for these people, such as 
skipping the U-shape, L-shape, etc., 
kitchens and talking to women about 
the Y-O-U-shaped kitchen; 3) Should 
put more emphasis on the woman in 
the kitchen rather than leaving it, be- 
cause the present advertising is creat- 
ing a condition of kitchen-escapism; 
4) Put more thought to promoting 
home entertainment from the woman's 
point of view; 5) Put more reality 
into homemaking demonstrations; 6) 
And that the whole appliance industry 
show a better understanding of the 
human values involved in the use of 
appliances. 


Impact of Frozen Foods 


“The home freezer industry today is 
right where the electric refrigerator 
business was in 1920. The market for 
home freezers has not been scratched,” 
according to G. H. “Rock” Smith, 
vice-president and general manager of 
Deepfreeze, in a paper read to the 
susiness Development Section by Ben 
G. Sanderson, western district man- 
ager for Deepfreeze. “But, the home 
freezer sales that are being made to- 
day are to educated buyers. The facts 
are that the public is more sold on 
home freezers than the dealers are. 
The enthusiasm for home freezers by 
home owners is at a high point. There 
are millions of people who are waiting 
and eager to be told a good sales story 
entitled “Why I Should Buy A Home 
Freezer”. We must revert to the same 
two-fisted selling program that the ap- 
pliance industry has used for years. 

“Let’s look at the home freezer from 
the dealer’s viewpoint. Why should 
he handle and sell home freezers? Why 
is the home freezer good business ? 
First, it will be the source of the big 
new appliance volume that the dealers 
need when the lush market is over and 
every product is back on a competitive 
basis. There are no trade-ins in the 
home freezer business. It is a high 
unit sale, with a good dollar profit, 
and it is a product that can be sold 
to the hundreds of satisfied users of 
other products the dealer has sold. It 
is an excellent re-entry to the good 
customer’s home with a new product. 

“Every dealer owes it to himself 
and to the prosperous future of his 
industry to spend time, effort and 
money pioneering a line that has vol- 
ume possibilities at a time when his 
other business provides a volume that 
makes it possible to do the pioneering.” 
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EXPANSION in the electrical industry 
will mean tremendous sales of electrical 
goods, according to J. M. McKibbin, man- 
ager of advertising and sales promotion 
for Westinghouse Electric Corp., at PCEA 
convention. 


Brand Preference 


The consuming public is mor¢ 
conscious of brand names than ever 
before :in our industry’s history, ac 
cording to A. L. Scaife, manager 
advertising division, Appliance and 
Merchandising Department, General 
Electric Co., who crossed the country 
to speak before the Business Develop- 
ment Section’s Wednesday session 
He noted how brand preference had 
broken down during the war years 
when people had to buy what was 
available, not what they wanted. The 
appearance of much junk soon be- 
gan to make people realize that they 
had been assured of quality in the past 
because of their reliance on trad 
names in purchasing. As a result, Mr 
Scaife said, the public has started a 
heavy swing back to name brands. 

In dealing with the farm market, 
tlhe industry should first make an effort 
to sell all the known and proved farm 
electrical appliances before trying to 
promote sales of the newly developed 
products, advised Geo. A. Reitz, man- 
ager of the farm industry division of 
General Electric Co. In a talk di- 
rected primarily to the utility people 
on “Building Revenue and Customer 
Satisfaction”, Mr. Reitz recommended 
that the power companies put more 
emphasis on encouraging the farmers 
to buy full complements of household 
electric equipment from their dealers, 
rather than looking only to the irriga- 
tion load for added farm electric load 


More Electric Usage 


Better living through the increased 
use of electrical appliances, lighting 
television, home heating, air condition- 
ing, plus a 20 percent increase in the 
number of domestic electric customers 
will be the chief factors in the tre- 
mendous increase in the use of elec- 
tricity and the increase in the sales 
of electrical goods during the next ten 
years, according to J. M. McKibbin, 
assistant to the vice-president of West 
inghouse Electric Corp., and manager 
of the company’s advertising and pro 
motion activities. 

The farm market will be an impor- 
tant factor in this opportunity for the 
electrical industry, he said. “During 
the next ten years, electric service will 
be extended to nine farm families out 
of 10. But far more important than 
the increase in the number of electri- 
fied farms will be the increase in the 
use of electric power per farm.” 
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NO OTHER MANUFACTURER Du 
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A lower priced console cabinet. 55,000 B.T.U. output. 
Features exclusive Horizontal natural draft burner — Horizontal 
heat chamber offers 48% more heating surface. 


~ 


NO OTHER HOME HEATER LINE GIVES YOU SO MUCH TO TALK ABOUT AS 
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MODEL 1cs-p @ 


America s most beautiful home heater. 

65,000 B.T.U. output. Features exclusive Horizontal Burner— 
Fireplace Window —Furniture-Piece Styling. Heat-Wave Blower 
provides a carpet of warmth from wall-to-wall at floor level. 
Model 158-D rated at 55,000 B.T.U. offers same features. 





DUPLICATES 


MODEL 188 

A self-contained fully automatic Commercial 

furnace that takes only 33'4" x 2334" of floor space 

85,000 B.T.U. output. Completety assembled and wired, may 
be installed in hours not days. Blower moves more than 
725 cubic feet of air per minute. Burner has no moving parts 
no nozzles to clog—no service problems 





MODEL 158 

A Deluxe Economy Heater 

50,000 B.T.U. output. A fuel squeezing powerhouse with 
Finger-Tip controls. Automatic draft regulator. Beam-O-Heat 





Blower optional. Model 148 rated at 42,000 B.T.U. and 
Model 138 rated at 31,000 B.T.U. offer same features. 


EVANS 


PRODUCTS CO. 
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DIFFERENT FROM HOUSEWARES SHOWS—This exhibit was instructional and 


educational 


23 Appliance Makers Exhibit 


in character 


No scramble to get signatures on dotted line for juicy 
orders; no overtones of dickering over delivery dates, prices and discounts. 


SIT-DOWN 
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IRONING was one of the highlights of the show. Young home econ- 


omists were especially interested in learning this ironing technique displayed by Proctor, 


lronrite and Thor. 


at Home Economics Convention 


3000 home economists see latest 


appliance 


lines and 


learn new 


methods of electrical home-making 


‘ 3) DUCATI 
4 the order 

electrical applia 
exhibited thei r 
an Home |! ‘ 
Mth annual conve 
Auditorium, Mint 

More than 3000 
ill branche the 
nany tor e nr 
post-war ousehok 
nent tor making 
hetter America 

\ large majorit 
ire activel 


CCONMOMICs 


colleges 


j 
Veer 


ITI 


Y 


| 
duc 


\ 


economists 


By Anna A. 
ators” was 
for the 23 
turers who 


the Ameri 
ssoc iation’s 


Minneapolis 


f June 21st 


in 


profession viewed, 


lectr 


the latest in 


‘ ical equip 
ter homes tor a 
these women 


1 


engaged in teaching home 


miversities, 


igh schools and elementary schools 
as well as in homemaking, parent edu- 
cation farmer ome administration 
and other ork state and federal 
services And as one manufacturer 
ut it, 1f we can depend on a recent 
tudy made of Michigan schools where 
t was revealed that 30 percent of the 
ugh scho« duates marry the first 
vear out ool, and 60 percent 
marry within the second year, the use 
f electrical appliances by high school 
girls in their home economics classes 
s an excellent way of building up 
acceptatr r e¢iect al appliances 
They'll Count 
Add the t the re 
naining 10 percent o go to college 
vill be th economics teachers 
rf te rro al ou get an idea oft 
iow vital these nen are to the 
future of the appliance business 
Many of the full-line manufacturers, 
such as Westinghouse, General Ele« 
tric, Frigidaire, Kelvinator and Hot 
M are id established exhibitors at 
1 mvent vith well organized 
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Noone 


school and educational plans to offer 
Quite a few manufacturers, however, 


vere exhibiting for the first time 


Plant Tours Popular 


Some manufacturers with plants in 
Minneapolis and vicinity took advan 
tage of the convention to invite inter- 
ested delegates to make tours. Hamil 
ton Mfg. Co. Two Wis.., 
(Hamilton clothes dryer) had a pre 
convention tour Mills, Inc., 
Minneapolis, house every 
day four 
In addition, 
Mills had a booth at exhibi- 
tion hall where demonstrations of the 

True-Heat” iron and the “Pressure- 
Quick” saucepan were televised on the 
spot 

An all-electric kitchen and laundry 
were displayed at the General Electric 
booth, and members of the Consumers 
Institute, headed by Lura Jim Alkire, 
gave 15-minute demonstrations 
of G-E Kitchen demon- 
strations refrigerators and 
the electric range; 
and the electric sink. 
laundry demonstrations were divided 
into flatplate ironer, automatic washer, 
and tumbler dryer. 


Rivers, 


General 
held open 


at their plant, where new 
kitchens were on display. 


General 


stage 
appliances 

included 
home treezers; 


small appliances ; 


Kitchen planning 
and laundry planning demonstrations, 
using plastic miniatures, concluded 
each demonstration period. 

At the Apex booth, the Dish-A- 
Matic dishwasher made its bow for the 
first time as part of the growing family 
of Apex appliances. 

The complete of new Apex 
laundry equipment was also shown in- 
cluding the new dryer, the new auto- 
matic washer, and the Fold-A-Matic 
according to Frank 


line 


ironer, which 


Ryan, being 


of 


\pex ad manager, was 
viewed for the first time by 
the women. 


many 


There was real cause for celebration 
at the Hoover booth where a complete 
line of Hoover cleaners and the new 
Hoover iron were on display. On Au- 
gust 8th, to Madge Dilts, 
Hoover will celebrate its Ruby Jubilee 

having completed 40 years in edu- 
cating the American 
simpler, more 


according 


in 
of 


homemaker 
sanitary methods 
keeping her home clean. 

At the Simplex booth, 
Co.) 


(Barlow & 
the Space-Saver ironing 
machine was featured. A 32-mm sound 
film, an instruction record and a book- 
let were offered as training material, 
free to schools. 


Seelig 


\ new monthly publication for home 
economists, teachers and dieticians was 
at the Kelvinator booth. 
The new magazine is Karen Fladoes’ 
baby, and is called “Kitchen Re- 
porter.” It will contain — scientific 
articles on all subjects related to food 
preparation and preservation. 


announced 


More Exhibits 


At Philcoland, the exhibit included 
a complete line of Philco freezers— 
chest and upright types—and refriger- 
ators, ranging in size from the 11 cu. ft. 
farm refrigerator to a 23 cu. ft. 
freezer. The Advanced Design 2-tem- 
perature Conservador was at- 
tracting a great deal of interest. 

National Enameling and Stamping 
Co., were exhibiting for the first time, 
according to Verne Mullen, Jr., ad- 
vertising manager. They had a special 
offer for teachers on their stainless 
steel ware, and showing the 
Nesco roaster with broiler attachment, 


also 


were 


their new ovenette and their pressure 
cooker. 

Refrigerators, ranges, water heaters 
and home freezers are all included in 
Frigidaire’s school plan for instruction 
laboratories and home economics 
The plan included low initial 
cost, free replacement for five years, 
and a choice from a full line of models. 

Electromaster, Inc., had a complete 
line of electric ranges on display. 


classes 


AUGUST 1, 


At the Lewyt booth the pot-type 
cleaner with its sanitary paper con 
dust and dirt remover elicited con 
siderable interest under the capable 
supervision of Walt Daily, manager oi 
the cleaner division. 

At the American Central booth, the 
latest in kitchen cabinetry was shown 
together with a sink setup including a 
garbage disposer which many of the 


economists saw for the first time. The 
recently announced Serv-Cart also 
proved of interest. 

Sunbeam, exhibiting for the first 


time, had a display of their complete 
line of appliances—the Mixmaster, 
toaster, waffle baker and Coffeemaster 
and a special plan for institutions 
and schools to obtain equipment for 
demonstration purposes only. 
International Harvester, also ap- 
pearing for the first time, served 
frozen cup cakes, and had a school 
plan available for the purchase of their 
freezers on a replacement basis. 


Sit Down and Iron 





Sit-down ironing methods were one 
of the highlights of the show. At the 
Proctor booth the Proctor Never-Liit 
method of sit-down ironing was being 
introduced to association members for 
the first time under the supervision ot 
Mrs. Mary Riedel, director, Proctor 
Information Center. At the Ironrite 
ironer booth, groups of young home 
economists—seven to 10 at a time 
were learning sit-down ironing tech- 
niques with an ironing machine under 
the tutelage of Mrs. O. Sorby. 

At the Thor booth, sit-down ironing 
was also being demonstrated with the 
Thor Gladiron. The Thor Automagic 
combination clothes-dishwasher was 
also shown at the Hurley Machine 
Co. booth. 

A well integrated school equipment 
plan was featured at Westinghouse 
headquarters, where Julia Kiene, Ca- 
mille Beauchamp, and Grace Deibig 
were on hand to help interested visi- 
tors understand how the five-year re- 
placement plan (exclusively for class- 
room use) operates, in addition to the 
many other teaching aids—charts, 
movies, etc., also available. 

Hamilton Beach featured their mode! 
E mixer, with a plan for teachers, and 
distributed a book of recipes for us 
with the mixer—all the recipes havin 
been tested at the College of Hon 
Economics, Syracuse University. 

A new manual for high school at 

(Continued on page 108) 
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BY ITSELF... or teamed up with the "new 

— look” Tandem Toaster . . . this brilliant Samson 
At the Tray Set makes the serving of food a festive 
r-Litt occasion. Tray and side rails are of mirror-bright 
hay chrome-plated steel, with plastic handles that 
ion of match those of the toaster in design and 
roctot rich burgundy color. The four serving dishes are of 
oe beautiful, lustrous gray, molded polystyrene 

1ome 
bene — strong, smooth, light weight, and unaffected by 
tech- food acids. See this new Samson Tray Set soon— 
under and add it to your line of fast-moving, profit- 
roning making Samson products that are Better 
ith the ... by Design! 
ymagic 

was 
Pe ShewSbeaed TO SELL! 
; : All Samson Tandem Automatic Pop-up Toasters 
08 z come in a colorful SHOWBOX that stops ‘em, 
7 shows 'em, tells 'em, and sells ‘em! 
. Jeibi 9 The Samson Tray Set is as versatile as it is beautiful. 
d visi- 
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Never a display piece—until this 3-store LIFE event! 


Dowd ’s LIFE tie-in was an innovation—and a revelation! 


1. Until this March, Robert T. Dowd’s 3-store appliance chain in Wash vay of reminding customers that products they can depend on are here.” 
ngton, D.C., never had a display card on the floor. His chain-wide LIF} With him are (J. to r.) John A. Lynham, Jr., general manager; Bob 
nnovation, but as Mr. Dowd (seated) said: “It’s a tastefu Pyson, LIFE’s retail representative: and L. K. Shakleton, sales manager. 


rr . 
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2. Here’s the see-all window of Dowd’s main outlet in Chevy Chase, one 3. A Washington housewife gets a demonstration of a Eureka cleaner 
of the Capitol’s most modern stores. Fluorescents running the length of “Just like the one I saw in LIFE!" What a pre-selling job LIFE do 
the ceiling spotlight the famous name merchandise—as well as the LIFE with those 358,430 LIFE readers in the Washington marketing area! Sai 


lisplay 


material. LIFE stickers, arrows, and recent ad reprints make it Mr. Dowd: “The tremendous public acceptance for products advertised 
lear that the Best Things in LIFE are at Dowd’s. LIFE was a revelation! LIFEdoes a pre-selling job, week in and week out ! 
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4. In Maryland, Dowd’s store in suburban Bethesda makes 
good use of limited window space to display LIFE-adver- 
tised General Electric appliances. In Dowd’s third store in 
Arlington, Virginia, LIFE tie-ins were seen by the thou- 
sands of Washingtonians living outside the city. 


here.” 
Bob 


nager. 


5. A pretty customer watches salesman Bill Bartz demon- 
strate the inside story of the Kelvinator Refrigerator. 
There’s another salesman in the picture, too—the Kelvi- 
nator ad reprint from a recent issue of LIFE! 


6. An over-all Jook at Dowd’s display floor, showing the 
of LIFE tie-ins. ““‘We appreciate the oppor- 
»’ concluded Mr. Dowd, “to identify the products in 
our store with their advertising in LIFE. Our sales increased 
greatly during the promotion!” 


tasteful use 
tunity 
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Use this list to put 
LIFE’s local selling power 
to work at your counters 


Here is a list of appliance-store items to be ADVERTISED IN LIFE during August 


MAJOR APPLIANCES 
Aug. 2 Kelvinator Refrigerator—page, color 
Aug. 9 Norge Appliances—page 

Rheem Water Heaters—!4 page 
Aug. 23 Kelvinator Refrigerator—page, color 

Hotpoint Refrigerator—page, color 


SMALLER APPLIANCES 
Aug. 2 Hoover lron—}, page 
Aug. 9 Hoover Iron—% page 
Aug. 30 Sunbeam Appliance—page, color 


HOME FURNISHINGS 
2 Cannon Sheets—page, color 
Lane Cedar Hope Chest—page, color 
Pacific Sheets—page, color 
Simmons Beautyrest Mattress—page, c. 
9 B. F. Goodrich Koroseal Products— 
page, color 
Cannon Towels—page, color 
Englander Mattress—page, color 
Nashua Blankets—]4 page 
Pequot Sheets—!4 page 
. 16 Firestone Velon—)4 page, color 
Simmons Ace Springs—]4 page 
Ostermoor Mattress—112 lines 
. 23 Bates Fabrics—page, color 
Simmons Beautyrest Mattress—page, c. 


Alsco Combination Aluminum Windows 
and Doors—)4 page, color 
Aug. 30 Congoleum-Nairn Floor Covering & 
Congowall—spread, color 


JEWELRY, CLOCKS AND WATCHES 
Aug. 2 Saga Watch—% page 

Aug. 9 Saga Watch—K page 

Aug. 16 DeBeers Diamonds—page, color 


Swiss Watch Federation—page, color 
Saga Watch—, page 

. 23 Telechron Clocks—page, color 
G-E Clocks—)4 page 
Keepsake Diamond Rings 
Saga Watch—\, page 

. 30 Saga Watch—\% page 


VA page 


SILVERWARE 


. 23 International Sterling—page, color 


RADIOS, RECORDS AND 
INSTRUMENTS 
2 G-E Radios—page 
Philco Radio—page 
Lester Piano—lA page 
RCA Victor Records—'4 page 
9 RCA Victor Instruments—page, color 
- 16 G-E Radios—page, color 
RCA Instruments—page, color 
. 30 Sylvania Radio Tubes—¥4 page 


CAMERA AND OPTICAL GOODS 


Aug. 2 AO Cool-Ray Sun Glasses—l4 page, c. 


Eastman Kodak—}, page, color 
Bell & Howell Camera—!A page 
Keystone Camera—]lA page 
Winpro Camera—100 lines 
9 Eastman Kodak—page, color 

- 16 Ansco Film—page, color 

. 30 Kryptar Film—page, color 
Eastman Kodak—}, page, color 


SPORTING GOODS 


2 Spalding Golf Balls—'4 page, color 
U.S. Golf Balls—lYy, page 
9 Bristol Golf Ciubs—¥4 page 


Aug. 30 Spalding Tennis Balls—'4 page, color 


NOTE: Many of these LIFE advertisers have ordered LIFE merchan- 


dising helps similar to those Dowd’s finds so effective. 


Ask your 


suppliers about ADVERTISED-IN-LIFE merchandising aids! 


ADVERTISED 


LIFE 


LIFE, 9 Rockefeller Plaza, New York 20, N. Y. 
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Home Ec Convention 


eos CONTINUED FROM PAGE 104 cece 


college teachers was offered by Bendix 
| Home Appliances Inc. 

The research department of House- 
hold Finance Co., has a variety of 
time and motion studies available. One 
is devoted to cleaning a refrigerator, 
in the form of a film entitled “Take 
Time to Make Time,” to teach planned 
motion or work simplification. The 
film strips can be borrowed for the 
price of mailing costs, or can be bought 
for $2. 

On the assumption that good equip- 
ment is necessary for adequate teach- 
ing of home economics subjects. Hot- 
point featured a school plan which 
makes it possible for educational insti- 
tutions to purchase equipment at spe 
cial prices and also enables them to 
replace the equipment every year for 
five years at no additional cost, ac- 
cording to Selma Andrews, home 
economist. 

In addition to the school pian, Hot- 
point has a kitchen planning service, 
according to Mae Woods, another 
Hotpoint home economist. The service 
includes a Kitchen Planning Kit con- 





NEW taining a complete set of plastic mini- 

opportunities for heater sales atures done to scale, which can be 

are yours with the complete new line brought into a customer’s home to 
. ; solve all planning problems. 

of Perfection Home Heaters designed to — P ef 

give more comfort on less fuel. Kitchen a Focal Point 

NEW A replica of the Step-Saving, 
“Multi-Heat” burner balances U-Kitchen for farm homes, recently 











designed by the Bureau of Human Nu- 


heat output to actual needs. “Midget” ; « ; 
= tritions, U. S. Dept. of Agriculture, 


pilot burns for hours on a cup of fuel. was also a focal point of interest at the 
show. Leonore Sater was on hand to 
izi : its features ich included 

NEW economizing heat extractor traps explain its features which includ 
specially arranged fluorescent lighting 


he i j > ise > . . : ; ‘ 
at that would otherwise f° up the to provide illumination on all work 





chimney. Large extracting surfaces heat surfaces, cupboards and drawers; a 
a great volume of air. ventilating fan placed over the refrig- 
erator for better odor removal, and 
NEW : a circular corner storage units for base 
Floor-Flo” circulating blower and wall cabinets 
puts the heat where it’s needed. Many manufacturers of related 
equipment were also exhibiting. The 
AUTOM 7/ manufacturers of Soilax, Economics 
A C CONTROLS, Laboratory, Inc., were showing a ne 
of course, and detergent for dishwashers called “Ele 
tra-Sol.” Botany Woolens ad a me 
: ; ; soap, “Dunk,” with a lanolin base 
ee in the use of oil. This wathine Gee woole eausiix wood 
Was ik, i i Wt us ‘{ Ue a) ~ 
means user satisfaction when fuel- for silks, they said. National Alun 
Savings are more than ever important. inum Pressure Co., had special offer 
on all their products for demonstratior 
purposes, and A. E. Staley, Mfg., 1 
troduced the new liquid starch “Sta 








Flo” which answers many of the 
present day laundry starch problems 


AND 


DON’T OVERLOOK Wagner Named Chairman of 
this month's potential profits in |; Better Light-Better Sight Bureau 


NEW BEAUTY TOO , PERFECTION OIL RANGES Ralph P. Wagner, commercial mat 

Model 3155 accessories and a ager of the New York Power and 
Perfection Home Heater ‘ MODERN OIL WATER HEATERS _ .» Light Corp., Albany, has been a 
y pointed chairman of the Better Light 
—Better Sight Bureau, succeeding 
Harry Restofski, sales promotion man 
ager of the West Penn Power ( 
Pittsburgh, who recently became con 
mercial division chairman of the Edi 
son Electric Institute. 


s 
Perfection Stove Compan 7058-B Platt Avenue In the next two years Mr. Wagn 
, i will supervise all activities of the 
The Mark of Quality y Cleveland 4, Ohio Bureau, now planning to suppleme: 
Manufacturers of Oil Ranges + Cook Stoves +» Home Heaters the educational materials it provid 
Water Heaters + Gas and Oil Winter Air-Conditioning Furnaces as part of the industry-wide Plann: 
Lighting Program, and to expand it 
ATLANTA © CLEVELAND © CHICAGO © JERSEY present program of supplying info 
CITY © KANSAS CITY © OAKLAND e ST. PAUL mation on light and sight to teachers 





PA 
GE 108 AUGUST 1, 1948—ELECTRICAL MERCHANDISING 
EI 





se the 
too, beco” 
of these, ts the 


for profi 





d. Re 

old roun 

: rite OF telegro 
few minutes- 


y ph for an in- 


__then call, W 


























5, a 
ahi onstration. it only take 
insti 
t spe 
em to 


ervice 
nother 
ervice 


MIMAR SUPER AIR FLOW (Model #312-R) 


t con 
mini- 


an be 


Hot or cold air cir for or winter. Twelve-inch 





fan with everlapping blades operates at a whisper... has low, 
high and intermediate speeds. This model delivers up to 1200 
cu, ft. of cooling air per minute. For heating, fan slows down 


me 


to 600 r.p.m. and coils produce 5400 B.T.U.'s of circulating 


warmth per hour. Guaranteed. 
ce I MT 


_MIMAR DELUXE (Model #212-A) 


It's a summer fan and winter heater in one space-saving unit. Summer fan oper- 


















ates at 2000 r.p.m. Eight-inch overlapping blades produce a mass of cooling, 
circulating air. Change-over to cold weather comfort-control is accomplished by 
a simple flick of the switch. MIMAR Deluxe heater coils give more warmth per 
hour than any other air circulator — regardless of price. When used as a heater, 
fan speed is automatically reduced. Unit is tiltable...can be directed wherever 
air flow is desired. Guaranteed. - 


mete as ae ree 





MIMAR SENIOR (Model #116-C) 


The Seriior is exclusively a heater. It is thor- 


oughly unique b it prod twe concen- 





trations of heat from the same coils—warm and 
warmer. This MIMAR model is really two heaters 
in one. Case never gets hot because fan draws 
air over the glowing coils and distributes the 
heat throughout the room. Guaranteed. 


er | MIMAR PRODUCTS, INC. - BROOKLYN 5, NEW YORK 


he | EL MONTE, CALIFORNIA «+ CHICAGO, ILLINOIS 
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invite your customers to 


/ 








they'll like the 
EXTRA-CAPACITY “GLO” BROILER 


with fast, penetrating Infra-Red Heat 


For thick, juicy steaks ... fish ... fowl ... or a complete 
dinner ... ROPER'S extra-capacity "Glo" broiler is “just 
the ticket'’. Here is a broiling oven that's big ... conve- 
nient to use. Here is Infra-Red heat that broils rapidly ... 
chars the outside, if she likes. Here, too, is a remarkable 


new "'Serv-Hot" grill that's both a broiler and a server. 


ROPER Gas Ranges are truly “America’s Finest’. 


Gewels of (Goking Sa uformance 


“Insta-Flame" Lighters © @- "Insta-Matic™ Clock 


“Simmer-Speed" Burners ©) ‘) 


Big ''3-in-1"' Oven 


"Staggered" Top © &) "Scientific" Charts 


s 
/ 


enum? wm 


GEO. D. ROPER CORPORATION 


Rockford ° Illinois 


Offices and Warehouses in Principal Distribution Centers 
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Westinghouse, Universal 
‘Raise Appliance Prices 


New wage increases, higher 
materials costs responsible 


Appliance prices, already on their 
way back up with announcements of 
increases by Frigidaire and General 
Electric, got still another boost early 
in August when Westinghouse Elec- 
tric Corp. and Landers, Frary and 
Clark revealed upward revisions. 

Westinghouse, blaming a third round 
of wage increases and higher costs for 
materials, parts, fuel and transporta- 
tion, boosted its retail prices an aver- 
ge of 7.1 percent on electric ranges, 
percent on refrigerators, 3.3 percent 
on water heaters, and 4.9 percent on 
small appliances. T. J. Newcomb, di- 
vision sales manager, said, “The new 
prices will reflect only a 3.3 percent 
net increase returned to the division in 
its annual business statement.” 

\ comparative table of old and new 
Westinghouse prices follows: 


New Old 


Ranges : Price Price 
Commander (double 

oven) $364.95 $344.95 
Commander (single 

oven ) 319.95 299.95 
Champion (double 

oven ) 319.95 299.95 
Champion (single 

oven) 269.95 249.95 
Commodore (single 

oven only) 199.95 184.95 


Refrigerators 


\merican Triumph 

10 cu. ft. combination 
retrigerator-freezer 379.95 359.95 
American Bounty 

7 cu. ft. combination 309.95 299.95 
\merican Heritage 


9 cu. ft. standard 299.95 279.95 
\merican Challenge 
7 cu. it. standard 249.95 229.95 


Westinghouse in Hawaii 





WHEN WESTINGHOUSE introduced its 
1948 line of appliances in the islands of 
Hawaii, T. J. Newcomb (third from left), 
sales manager of the appliance division, 
went along to present sales training, pro- 
motion and advertising plans. With him 
are, left to right, L. W. Clifford, appli- 
ance supervisor of the Hawaiian Electric 
Co.; J. J. Moffat, Pacific Coast manager 
for Westinghouse; and Paul Anderson, 
president of Hawaiian Electric. 
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American Leader 


9 cu. it. 269.95 249.95 
American Special 
7 cu. ft. 219.95 199.95 
Roaster 38.95 36.95 
Iron (2 models) 11.95 10.95 
Sandwich Grill and 
Waffle Baker 17.95 16.95 
Pop up Toaster 20.95 19.95 
Food Mixer 7.50 35.50 
Lande rs, rary and Clark sent t 


letters to its dealers announcing lighe 


prices on automat toasters, Coffe 
matics, per olators vaffle make 
sandwich grills and mixers. The new 
prices, undisclosed at this writing, be- 
ame effective July 1 and were mad 
necessary by increased costs, accord- 
ing to E, J. Van Buskirk. vice-presi 
lent. 


Some Items Stay Put 


No price changes Vere Alinwounce 1 
m automatic electric irons, heating 
pads or hot plates, because of prom 
tional campaigns on those items under 


wav at the time of the nnouncement 





r . 


Westinghouse 


HAS IT/ © 


THE View 


MIRRO-MATIC 
Deep-Well 





PRESSURE COOKER 


| 


for pressure array | | 


and pressure canning. 


See page 37 
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OFLIES 


Display the Gem Dandy Electric Churn in your window and stop 
the farm folks, especially on Saturdays (you can make an action 
display by filling jar 4/S5ths full of water and plugging in nearest 
electrical outlet). Over 3,500,000 farms are already electrified. 
This means thousands of prospects for Gem Dandy Electric 
Churns in your county. You will make big profits pushing this 
nationally advertised electric churn that farm folks buy on sight. 
Gem Dandy Electric Churn takes all the hard work and drudgery 
out of churning butter. 


















Gem Dandy Electric Churn is a fast-selling quality product that gives 
complete customer satisfaction. It is the last word in performance, 
appearance, sanitation and ease of operation. Produces more butter 
and better butter. 


Uses specially designed, factional h.p., 110 volt, A.C. motor. 


e Bakelite handle. 


Mounted on Sanitary Aluminum base with four 
Neoprene covered supports. 


Easy to Clean. 

Detachable, Aluminum Shaft. 

Sanitary — White Motor. 

Adjustable, Aluminum Dasher. 

Six-Foot Neoprene Cord with Plug. 
Convenient Switch in Cord—Deluxe Model. 
Slow-speed Motor Gives Longer Life. 

One Year Warranty. 


@eeee2ee#2e#?ee29 se? 





If you will write to the management, we will send you a 





display which can easily be put in motion, without any cost 


to you. 

DELUXE MODEL ........ .. $19.95 
Recommended Dealer’s Cost............. $12.49 
STANDARD MODEL.... ..$16.95 
, Recommended Dealer’s Cost. ae 


All prices slightly higher west of the Rockies. 


Order today from your distributor, or write for name of 
nearest distributor 


ALABAMA MANUFACTURING CO. 
Dept. A-72, Birmingham 3, Ala. 


Gem Dandy Electric Churn is adjustable to fit owner's crock or jar, or 


may be used with Gem Dandy Duraglas Churn Jar—sold separately. 
3-gal., list price, $2.75; 5-gal., list price, $3.50. 
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THEY'LL BOTH BE SOLD ON SHIRLEY! 


QUALITY FEATURES 


LIKE THESE HELP YOU SELL SHIRLEY 


Shirley's wide tumbler deck provides a 
convenient, safe ledge for setting glasses 
bottles or small dishes out of the way of 
ther dishes on the drainboard. AND 
there's plenty of dish room inside these 
big, porcelain sink bowls — yet lots of 
room to work 

The fact that all Shirley sinks and cabi- 
nets come to you “in a package makes 


the whole line easy to handle 
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@ You can see what it takes to win a woman’s heart— 
to start her “dreaming”. . . and scheming! The first 
time she looks at a gleaming Shirley sink, she wants 
it. She “sees” in an instant that its clean, straight 
lines and beautiful design make it fit perfectly into 
her plans for her kitchen. 








Best of all, customers will have no complaints 
about “getting their money’s worth”. . . for above all, 
Shirley has Vatue! Any man will be easily satisfied 
that he is buying a sink to last for years and years— 
one that is ruggedly built and will keep its fine finish. 

So, even if customers shop and compare, they still 


\ will be sold right there in your store—on Survey! 


SHIRLEY 


SHIRLEY CORPORATION - INDIANAPOLIS 2, INDIANA 


STEEL KITCHEN CABINETS 
PORCELAIN STEEL SINKS 


COPYRIGHT, 1948 SHIRLEY CORP., INDIANAPOLIS 
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Scheduled Meetings 


1ST WESTERN PACKAGING 
EXPOSITION 
San Francisco Civic Auditorium, Calif 
August 10-13 


1ST ANNUAL ALL-ELECTRICAL 
EXPOSITION 
So. Calif. Radio & Elect. Appliance 
Assn. 
Pan Pacific Auditorium, Los Angeles 
Calif. 
August 20-29 


MIDWEST ELECTRICAL 
EXPOSITION 
Nebraska-lowa Electrical Council 
Ak-Sar-Ben Coliseum, Omaha, Neb 
September 14-19 


ELECTRICAL HOME APPLIANCE 
& TELEVISION SHOW 
Electrical Appliance Dealers of Dela 

ware, Inc. 
Hotel DuPont, Wilmington, Del 
September 16-18 


NATL. TELEVISION & 
ELECTRICAL LIVING SHOW 
Chicago Electric Assn. 
Chicago Coliseum, Ill. 
September 18-26 


NATL. LIGHTING CONFERENCE 
Illuminating Engineering Society 
Hotel Statler, Boston, Mass. 
September 20-24 


INT. ASSN. OF ELECTRICAL 
LEAGUES 
13th Annual Conference 
Mayflower Hotel, Washington, D. C 
Sept. 29—Oct. 2 


CANADIAN ELECTRICAL MERS. 
ASSN. 
4th Annual Meeting 
General Brock Hotel, Niagara Falls, 
Ont. 
Sept. 30—Oct. 1 


4TH ANNUAL PACIFIC 
ELECTRONIC EXHIBITION 
West Coast Electronic Mfg. Assn. 
Biltmore Hotel, Los Angeles, Calif 
Sept. 30—Oct. 2 


PORCELAIN ENAMEL INSTITUTE 
10th Annual Forum 

University of Ill., Urbana, Il. 
October 13-15 


NATL. FARM ELECTRIFICATION 
CONFERENCE 

Congress Hotel, Chicago, Ill. 

November 17-19 











Theme Announced for Summer 
Market in San Francisco 


“Onward Thru Change” will be t 
theme for the Western Summer Mar 
ket at the Western Merchandise Mart 
in San Francisco August 2 through 7 
{his year’s Summer Market will pr: 
sent lines produced by over 2,200 
makers of all kinds of home goods 

Frank K, Runyan, Mart president 
views the coming Summer Market a> 
one of the most important mercha 
dising events in recent years. 

“Today's rapidly changing con 
tions are creating new opportunities 
the market which will be sought a 
found by alert retailers. Buying 
becoming more selective and m 
discriminating but business in the W: 
is good and should continue to rema 
at a high level of activity for son 
time to come,” Mr. Runyan predicte 
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Shown is model B-607 








fully equipped, the fe- irs tHE SCHWINN-BUILT sicycte: 


mous Schwinn Deluxe 
Autocycle, the most pop- 
ular bike in America’s 
most preferred line. 
@ Latest independent surveys show that 
Schwinn-Built bicycles are far and away 
the favorite with American youth. 
Youngsters are familiar with Schwinn 
quality—Schwinn features—the famous 
Schwinn guarantee. Take advantage of 









this growing opportunity and stock 
Schwinn-Built bicycles — preferred by 
more than four to one. Keep them prom- 
inently displayed. Write us direct for the 
name of your Schwinn jobber. We'll send 
you his name and address immediately. 


America’s Finest Bicycles 












Spring Fork 


ARNOLD, SCHWINN & COMPANY 

















Schwinn Built-In 
Kick Stand 


Schwinn Fore- 
Wheel Brake 


Schwinn-Built Drop 
Out Rear Fork Ends 














1718 N. Kildare Avenue, Chicago 39 -Illinois 
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CONSOLES... PORTABLES... AM... RECORDS... 
TABLE MODELS... TELEVISION... FM... 


heres an ROM ICTOR |, 





730TV2 8PCS4I 





AUGUST 1948—ELECTRICAL MERCHANDISING 





1, 


bal 


‘ 
s 
. 
' 
: 
s 
t 
U 





~~” 


instrument Tor every customer 


The RCA VICTOR line, backed by intensive advertising, 


brings you bigger profits through higher turnover 
















@ These models are members of a line of instruments that can’t reach hundreds of potential customers of yours every month, 
be beat! No matter what your customers prefer, there’s an The RCA Victor Show reaches millions of listeners every Sunday 
RCA Victor model for them at a price that’s right! over 163 NBC stations from coast to coast. 

Whether your customers want a console, table model, or Look for the dramatic advertisements in these leading national 
portable—AM, FM, Short Wave, Records or Television—dollar magazines ... listen to “The Music America Loves Best” over 
for dollar, these RCA Victors will give them more pleasure, better your favorite NBC station every Sunday at 2:30 P.M., E.D.T. 


yverformance and a greater listening thrill than any other brand. . : , : 3 ; . 
I 6 S ’ : Cash in on the ever-growing preference for RCA Victor in- 


Appealing advertising constantly reaches your customers . . . struments. Tie in with the national advertising campaign. Let 
sends them to you for the RCA Victor instrument of their choice. your customers know that you have the instruments they are 
Smashing full-color pages in LIFE, COLLIER’S, and SATURDAY looking for! Only part of this great line is shown here. If you 
EVENING POST with black-and-white advertisements in LOOK don’t have the full line on display, contact your distributor NOW! 









VICTOR HISTORY 


Pa ) 
¥ Y/R, At) 
J J FCO Of RA cee es TET wm 
_ FINEST TONE itil 
nigel 3 DIVISION OF RADIO CORPORATION OF AMERICA 


’ ONLY RCA VICTOR MAKES THE VICTROLA 







The “Golden Throat” tone system is ‘ 
bringing a new listening thrill to millions. 





Victrola, T. M. Reg. U. S. Pat. Off 
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‘Bendix Radio Confirms 
Direct-to-Dealer Policy 


The much-rumored news about a 
new direct-to-dealer sales policy for 
the Bendix Radio Division of Bendix 
Aviation Corp. was officially confirmed 
early in July by Edward C. Bonia, 
new general sales manager for radio 
and television. 

Sendix has replaced its distributor 
organization with district merchan 
disers and has set up a plan which i: 
corporates the following major points 

1. The appointment of one dealer 


community, 
> 





Direct factory-to-dealer — shij 
ments, freight prepaid, 

3. Low consumer prices competitive 
with chains and mail order houses 
Other features of the plan, as claimed 
by Bendix, include liberal dealer dis 
counts, consistent national advertising 
and “compelling point-of-sale promo 
tion.” 


Here's Why 


“By adopting this modern merchan 
dising method,” said Mr 3onia, 
“Bendix Radio gives both the con 
sumer and the dealer the break they 
deserve. The buyer is no longer asked 
to pay the cost of an extra profit and 
an expensive method of distribution 








The dealer makes a liberal discount 
enhanced by greater demand for the 
. * products. His discount ts_ protected 
made to sell with € romel from local competition on the line by 
the protection of an exclusive fran- 
chise in his community. 
At the summer markets in Chicago 
Bendix offered its new line of 15 


mi ih P ° . “a 
on” eer,, models, including three television sets 


‘ 
. “ ° priced from $329.95 to $599.50, six 
Fg new radio-phonograph combinations 
° beginning at $149.95, an FM-AM 
table model at $59.95, and five plastic 


table models, beginning at $19.95. 





No, we don't make electrical heating appliances . . . just the durable 
CHROMEL heating element wire that first made such devices 
practical. CHROMEL . . . long-lasting, reliable, uniform in quality. 
Chances are you've sold lots of CHROMEL-equipped ranges, 
roasters, irons, toasters. . . . It's the good wire preferred for nearly 


forty years by manufacturers of good electrical heating appliances. 


HOSKINS MANUFACTURING COMPANY 


4445 LAWTON AVE. © DETROIT 8 MICHIGAN 





Emde Elected Chairman 
YOU'LL FIND “| of Water Cooler Assn. 


L. Emde, vice-president ot Ten 
prite Products Corp., Detroit, was 
elected chairman of the Drinking 





IN THESE ‘ Water Cooler — — “8 an 
. | nual meeting in Pittsburgi:, Pa., 01 
PRODUCTS | June 11. 
YOU . > : "| C. M. Cordley, president of Cordle ) 
- & Hayes, N. Y., was named co-chair 
SELL 


man and J. F. King, vice-president 
of Halsey W. Taylor Co., Warren 
Ohio, was elected treasurer. 
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GET Mw, AWTS. FROM PRESENT OWNERS 
GET Vy VY), FROM NEW BUYERS 


Here it is, from Philco—the auto radio accessory you’ve long 


wanted. A new product to sell present auto radio owners as 
well as new buyers. One that’s easily, quickly demonstrated, 
and offers the customer value far beyond its price. Yes, the 
new Universal Rear Seat Speaker is a real stopper—worthy 


of a full scale promotion. Be first to break with it in your area. 


DOUBLES THE ENJOYMENT OF 


ANY AUTO RADIO AT 
SMALL COST 


Just what every auto radio owner wants—finer 
reception—new easy listening for rear seat pas- 
sengers—new clear, comfortable “living room’”’ 
sound quality for every passenger, front and 
rear. They'll buy if you tell and show them why. 


DEMONSTRATION SELLS IT! 


Install one in your own car and see how it 
sells itself to any customer who hears it. 


ASK YOUR PHILCO DISTRIBUTOR FOR THE BIG KIT OF PROMOTIONAL MATERIAL FOR YOUR LOCAL USE 
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FOR AUTOMATIC 
WATER HEATER 
PERFORMANCE 


IMMERSION 
AND SURFACE TYPE THERMOSTATS 


Robertshaw Electric Thermostats are operated by 
a mechanical over-center, snap-action, make-and- 
break mechanism actuated by a hydraulic element. 
This mechanism responds quickly to small fluctu- 
ations in temperature. Its action is instantaneous, 
positive, powerful and non-fatiguing. 

They are built to withstand severe and con- 
tinuous usage. Contacts and bridges are fine silver. 
Levers and supports are case hardened steel. Dia- 
phragm is stainless steel, electrically welded. Body 
is pressed steel insulated with bakelite. 

Robertshaw Thermostats installed on Auto- 
matic Water Heaters tell your customers you use 
the very best. 


,o 


Write for Full Information 





v Ee e 
Wes 

j $ 
| 


Model F-1 Immersion 
Type—Single pole, dovu- 
ble throw model used 
to switch current from 
high to low where two 
heating elements are 
used. 





q 








FRONT 


BACK 


Model D-1 Strap on Type—Available in single pole, 
single throw and double pole models 


In home ond industry, EVERYTHING'S UNDER CONTROL 


Robertshaw: On 


CONTROLS 
>» FULTON SYLPHON DIVISION, KNOXVILLE, TENNESSEE 
GRAYSON CONTROLS DIVISION, LYNWOOD. CALIFORNIA 
BRIDGEPORT THERMOSTAT DIVISION, BRIDGEPORT, CONNECTICUT 
AMERICAN THERMOMETER DIVISION, ST LOUIS, MISSOURI 


COMPANY 


Youngwood, Pennsylvania 
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Easy Promises Protected Profit, 
Shows New Washer to Distributors 


“Easy does it right” theme 
of two-day sales convention 


rhe more than 100 distributors who 
attended Easy Washing Machine 
Corp.'s June two-day convention had 
a new product and a good word to 
take back to their dealers. 

The product is 
drier 


Easy’s new Spin- 
washer, priced at $199.95 and 
featuring an automatic spin-rinse 
which injects a needle spray of water 
into clothing whirling in the 
basket 


spin 


The good word was Easy’s promise, 
voiced by W. Homer Reeve, vice- 
president in charge of sales, that “We 
at Easy believe the dealer and dis- 
tributor should enjoy a protected profit 
margin that is broad enough to per- 


The Product ... 





a 


GRAPHIC and dramatic demonstrations 
characterized Easy’s recent distributor 
convention in Syracuse, N. Y. W. Homer 
Reeve, vice-president in charge of sales, 
took off his coat to show the over 100 dis- 
tributors present just how the Automatic 
Spin-rinse works on the new 20SS 
Spindrier. 


| Fee 


ee eu 
= — _ 





. And the Push... 





TO SELL Easy’s new washer dealers will 
have to engage in active store and home 
demonstrations, said G. W. Burns, assist- 
ant sales manager. One way to get ac- 
tion, he declared, is via the unrestrained 
use of spurs and turpentine, a sample of 
which he holds in his hand. 


AUGUST 1, 


mit promotion, advertising, demon- 
stration and other elements necessary 
for a high-unit specialty selling pro 
gram.” In his keynote address at the 
Syracuse meeting, Mr. Reeve em- 
phasized the stability of the Easy 
program, claiming that “Easy does it 
again—and does it right.” He re- 
viewed the policy of dealer and dis- 
tributor discounts since the war and 
told of the product and market testing 
that preceded the production of the 
new model, 20SS. 


Replacement Market Gauged 


C. F. McCandless, director of mar- 
ket and product research, made special 
reference to the tremendous market 
potential represented by families who 
have washers at least ten years old, 
and emphasized that although the 
emergency need for washers may be 
satisfied there still remains a vast re- 
placement market that is ready to be 
sold. 

k. E. Weiss, director of advertising 
and sales promotion, discussed plans 
for announcing the new Spindrier. 
Initial announcements appeared in 
newspapers in over 200 markets. This, 
he said, was scheduled to be followed 
by large space advertisements in the 
Saturday Evening Post, American 
Weekly, and other publications in 
August and September. 


Promotion Won't Be Lacking 


“Easy is spending more money in 
advertising and promotion to launch 
this new product than ever before in its 
history,” said Mr. Weiss. 

Presentations of the new washer 
were dramatized for the distributors 
with a special window demonstrator 
model containing lighted plastic win- 
dows in both the washer and the spin- 
ner tubs. Prospects, said Easy, can 
see both the Spiralator washing action 
and the double-action Spin-rinse at 
work at the same time. 


. . « And the People 





SOME OF those who will be responsible 
for production and sales of Easy’s new 
washer pose with Harry C. Hahn (right), 
of ELECTRICAL MERCHANDISING. Left 
to right: W. H. Reeve; J. C. Nelson, 
chairman of the board; and H. Paul 
Nelligan, president of the company. 
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Your sales are sure to “get promoted” when you... 


Cover the Campus! 
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GO BACK 
70 COLLEGE 
Wdh a 
GENERAL ELECTRIC 
AUTOMATIC BLANIGT 
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. weniend // ° 
if 4 FEW WEEKS, two and a half million boys and = fi, (ood-looking colors—rose, blue, green, cedar. 
girls will be stepping into trains, buses, planes, C 2 =- Start now! Build timely store and window 
jalopies . . . bound for “prep” schools or college > displays around the General Electric Automatic 
campuses! ) Blanket. Make phone calls or send post cards to 


parents of the campus crowd. See how blankets 





That means a lot of chances to sell General Electric Automatic 
. . . c . ¢ "Or ° “or “he s ‘ 2 © © > ’ . . . . “ ; . 
Sleeping Comfort as a back-to-college idea. that “go to college” can put a plus mark on your sales! General Electric 
- Company, Appliance and Merchandise Dept., Bridgeport 2, Conn. 


And what a grand idea it is! Packed with sales points like these ... 
; P.S. To Ail You Lucky Retailers Who Live in College Towns! 
Wonderful assurance of nightlong rest for busy college students! You can get an extra share of these big, back-to-school blanket 


The General Electric Blanket automatically keeps the sleeper cozy- , ‘ 
y F sales! Here's how... 





warm, through all normal temperature changes. ; 
\ppoint several (depending on size of college) student salesmen. 


| Tried and true! More than half a million enthusiastic users praise Choose girls or boys who are prominent in school activities. or who are 
this snug-all-night way to sleep. heroes on the campus—such as a football captain or basketball star. 
Big Savings! ONE Automatic Blanket takes the Let these salesmen take campus orders 


for the General Electric Automatic Blan- 


ket. It will mean more money for the gee) ar 
student... more sales for you. ia \SReeE 
EQ 


For detailed information, see your 


place of THREE ordinary blankets. Saves storage 
space. Saves laundry bills. Saves buying winter 


night clothes. 


YE > 





Twin-bed hemes 66 x 86 inches. Also comes in full- 
bed size, 72 x 86 inches, with single or two controls, 


B . Alona Blast EIG + 0:03 suey sages snsie’ | 
GENERAL @ ELECTRIC 
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FEATURE THE SVE W 
LOW-BOY Model D(-750 






Lebeled by 
Underwriters 
Leboreotories 

Inc 


The 75,000 BTU oil-burning 
circulating heater that has everything! 


* Low oil consumption, high effi- * Beautiful, heat-resistant brown 
ciency enamel finish 

* Famous “Clean-Flame” Multi- * Concealed fuel tank—visible 
throat burner fuel gage 

* Full-size, L-shaped heat ex-  * Dial-type burner control, Pyrex 


changer inspection window 


* Automatic burner air-gate to * Removable top, adjustable base 

maintain air-fuel ratio leveling screws 

* Quiet, rheostat-controlled ¢ Top grille, directional louvers 
5 


blower fan sides and front 


* Rust-inhibitive finish on heat ex- « Burns No. 1 or No. 2 fuel oil, 


changer distillate or kerosene 


T 


ve Guiberson Low-Boy is a beautifully designed, beautifully engineered 


burning heater, created to make the fine Guiberson line of heaters com- 


plete from 35,000 to 75,000 BTU. The other fast-selling, profit-making Gui- 
) 


verson heaters are shown below 





THE GUIBERSON CORPORATION, DALLAS 1, TEXAS 





For complete information, contact your Guiberson distributor. 
Inquiries invited from distributors in territories not listed. 





ATLANTA. GEORGIA DENVER. COLORADO NEW ORLEANS, LOUISIANA 
C. S. Martin Distributing Co., I Robert F. Clark Com Stratton-Baldwin Co., Inc 
254 Peachtree Street, N. W sist and Blake Streets 700 Tchoupitoulas Street 
BALTIMORE, MARYLAND DES MOINES, lIOWA OKLAHOMA CITY, OKLAHOMA 
Harry S. Eklof & Company, Ir Harger & Blish Company Jenkins Wholesale Division 
1112-16 Cathedral Street 1007 Locust Street 27 East Reno Street 
BIRMINGHAM, ALABAMA EL PASO, TEXAS OMAHA, NEBRASKA 
R. P. McDavid Compar Ir Zork Hardware Company Mueller & Selby, Inc 
630 Second Avenu 115 San Francis 2615 Farnam Street 
BUFFALO. NEW YORK HOUSTON, TEXAS PORTLAND, OREGON 
Western Merchandise Dists., Ir Straus-Bodenhe:imer Company Pacific Coast Heating & Appl. Co 
130 South Elmwood Aver 13-15 Prairie Avenue 1464 N. W. Front Street 


SAGINAW, MICHIGAN 

Central Rubber & Supply Company) Strong Distributing Company 
1840 North Michigan Avenue 

SAN ANTONIO, TEXAS 
Standard Distributing Company 
227 East Cevallos Street 

SEATTLE, WASHINGTON 
Pacific Coast Heating & Appl. Co 
Foot of Main Street 

SPOKANE, WASHINGTON 
Pacific Coast Heating & Appl. Co 
South 124 Wall Street 

ST. LOUIS, MISSOURI 


CHARLOTTE. NORTH CAROLINA INDIANAPOLIS, INDIANA 
Ir 


Souther ar 





ast Trade 30 East Georgia Street 


Si7 E tree 
CHATTANOOGA, TENNE EE KANSAS CITY, MISSOURI 
Tri-State Supy Compa Jenkins Wholesale Division 
1148 Market Street 1217-23 Walnut Street 
CHICAGO, ILLINOI LITTLE ROCK, ARKANSAS 
H. U. Mann Company, Ir Wholesale Ag e Company 
40 North Lake Shore Driv 201 Rock Stre 
CINCINNATI, OHIO LOUISVILLE, KENTUCKY 
Ohio Appliances, I Ewald Distributing Company, In 
659 East Sixth Street 309 South Ninth Street 
COLUMBUS, OHIO MEMPHIS, TENNESSEE 








Oh« >t Stratton-Warren Hardware Co Jenkins Wholesale Division 
243 th reet Carolina Ave. and Florida St 4824 Washington Bivd 
DALLAS, TEXAS MINNEAPOLIS, MINNESOTA TAMPA, FLORIDA 


Elcon Products, Inc 

2 529 South Seventh Street 

DAYTON, OHIO NASHVILLE, TENNESSEE 
Appliances, I Better Home Products, Inc 
430 Leo Street No. 6 Cummins Station 


Pau Stoves, Inc 
01 209-15 South Franklin 
WICHITA, KANSAS 
Jenkins Wholesale Division 
400 South Emporia 
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Television Holds Spotlight 
at Music Merchants Meeting 


8,000 see wide range of sets; 
See ‘48 output over 750,000 


Some 8,000 members and guests of 
the National Association of Music 
Merchants crowded into the four day 
trade show and convention held in 
Chicago in June, eager to see what the 
industry had to offer in the way of 
television, radios and combinations and 
recorders, in addition to the newest in 
the way of styling. They found, at 
what was billed as a $200 million music 
trade show, some 21 radio, phonograph, 
television and sound equipment manu- 
facturers offering their wares included 
in the total 230 exhibits which were 
housed in the Palmer House. 


High Prices—Low Prices 


Shown for the first time at a major 
show were deluxe models of televisi mn 
combinations including AM-FM, short 
wave radio and phonograph combina 
tions, where one could easily put a 
hole in a 2-G note, and yet more for 
the money in the way of lower priced 
models were ready for the conventions, 
sports and new programs which the 
telecasting studios are now ready to 
offer. Wire recorders were there in 
combination with radio and _ record 
players, deluxe radio, AM-FM, short 
wave with phonograph combinations. 

Among manufacturers who intro- 
duced new lines and models of tele- 
vision at the show were Magnavox 
with new television receivers in table 
and consoles and a large breakfront, 
available optionally as straight TV or 
for use in combination with radio- 
phonos. Brunswick had a new line in 
deluxe cabinet stylings, straight 10 and 
15 in. and TV plus AM-FM combi- 
nations. A custom-built model com- 
bination television, FM-AM, and radio 
combinations in hutch cupboard and 
drum table styles. Scott had a table 
set with projected flat screen, also a 
console television in same size as 
radio combination sets. A deluxe 
radio combination with 12 in. speaker, 
28 tubes. Pilot had a new line of con- 
sole combinations and television sets, 
also a Candid TV portable set. Shown 
by RCA were a 41-tube combination 
and TV console, 15x20 screen, pro- 
jection type; 3 new portable radios, 
in simulated alligator, 3 way, and 
aluminum case, and ivory case port- 
able. Stromberg-Carlson had its 
Mandarin series radio combinations in 
new styling, a table television set with 
FM, and a consolette television set 
with FM. Farnsworth had a new 
super TV and combination set over at 
the Blackstone Hotel. 

The wire recorders were there, Lear, 
Inc. with new Dynaport Learecorder, 
along with its deluxe combinations. 
Pentron demonstrated its Astra-Sonic 
combination wire recorder-radio-phon- 
ograph. Webster-Chicago showed its 
new #78 wire recorder for radio instal- 
lation, in addition to its earlier 
models, and a new portable automatic 
phonograph. Brush Development had 
its “Soundmirror” recorder, also a 
consolette model for attachment to 
console radio. 


Business Assembly 


At one of the business sessions Dan 
Halpin of the Radio Corporation of 
America told what may be expected 
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in the way of a market: 750,000 set 
as a production goal for this year, 05 
stations expected on the air this ye; 
to serve 42 cities, a dollar volume of 
$234 million in sets alone, as indicated 
by sales of sets increasing from three 
per dealer in Marc h to seven per dealer 
in April. “The outlook for television 
is most encouraging for the dealer 
and its future is in his hands,” ac- 
cording to Mr. Halpi 

The results of a survey made ir 
Philadelphia and New York were coy- 
ered in a talk by Stanley H. Mansor 
of the Stromberg-Carlson Co.. who 


said that purchases of television sets 


were made by the man ot the house 

75 percent of the cases eported; 73 
percent purchased table models, 27 
percent bought consoles; with their 
next set present owners would want 
consoles in 51 percent of the cases 


lime spent before the set, 31 percent 
reported veekly, 22 
percent used set 20 to 25 hours. Only 


25 hours or more 


11 percent used sets less than 10 hours 
per week. Larger screens, clarity of 
image, better cabinet design and finish, 
improved sound and tone quality, and 
simplification of controls were asked 
for in next set by many present 
owners. Incidentally, children had 
great influence in the purchase of tele- 
vision, according to the report. 


Remedy for Troubles 


A. C. W. Saunders, Howard W 
Sams Co., Inc., in his talk gave a diag- 
nosis of television troubles and_ the 
remedy for them. Most repair work 
will be done in the homes, and quick 
service by technicians will aid the 
industry. The service man’s ability is 
the best demonstration room a dealer 
can have, according to Mr. Saunders, 
and the technician will be the field 
man for the broadcast station, manu- 
facturer and dealer. It is important 
that repairmen and technicians get 
more information to become more fa 
miliar with television receiver repair, 
to evolve from radio knowledge t 
television. The customer, too, should 
be advised as to what he may expect 
from his set. 

In the Business Outlook session 
consumer credit was discussed by 
Thomas W. Rogers, American Fi 
nance Conference. C. C. Simpson, Na 
tional Electrical Retailers Assn., told 
of what competition is doing, a1 
urged dealers to check up on then 
selves, see that their stores are clea 
and well lighted, and don't wait f 
business to come, get out and see pros 
pects, and not to be satisfied with pres 
ent earnings. 


Casco Products Appoints 
Hicks & Greist Ad Agency 


Casco Products Corp., Bridgeport 
Conn., has announced the appointment 
of Hicks & Greist, Inc., New York 
as advertising agency for the Casc 
lines in both home appliance and aut: 
accessory fields, according to an an 
nouncement by John J. Reidy, sal 
manager of the appliance division. 
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TN QOL 
women want—All in the 
great new Duo-Spin 


@ 2-way washing with Automatic’s 
exclusive invertible DUO-DISC 
agitator 

@ Does a week’s average wash in 
an hour or less 

@ Washes and rinses at the 

same time 

@ Washes and spins damp dry at 
the same time 

@ Whirls a whole tubful to ready- 
for-the-line dryness in 3 minutes flat 
@ Washes, rinses, dries and drains 
electrically 


Se ae il: ee he 
ing time, saves clothes 


Automatic’s great new Spin-Dry Washer with 2-Way Washing! 


Talk about BUY-words! In the washer 
industry, Automatic has been one 
for 40 years—with a reputation built 
on giving the most features most 
women want most. 


Now Automatic gives you the new 
buy-word in washers—Duo-Spin. So 
jampacked with features . . . so down- 
right handsome . . . so surprisingly 


ELECTRICAL MERCHANDISING—AUGUST 


1, 


low priced ... it’s way out ahead in all 
around washer value. 


Duo-Spin—America’s new washer 
buy-word. Make it your password to 
the best washer sales and profits 
you’ve ever known. Write or wire for 
full details and name of nearest distrib- 
utor. AUTOMATIC WASHER COMPANY, 
Newton, lowa. 


Coming Soon—The Weu - 7€33-“Joe A sensational 


cabinet-style washer with disappearing wringer! Another Automatic First. Watch for it. 


1948 


Only Spin-Dry Washer with 2-Way Washing 


In submerged position, the exclusive 
Automatic Duo-Disc Agitator is second 
to none for fast, clean, gentle washing 
of usual family loads. 


Inverted, the versatile Duo-Disc Agi- 


tator is unequalled for thorough, . 
speedy, careful washing of blankets, 
bedspreads, comforters, draperies, 


slip-covers and other bulky articles. 


Duo-Spin 








catches 

















Choice of finishes: 
White and Chrome or 
Mahogany and Brass. 
Actual Size: 11%” high 
5” wide—3” deep. 


wan $1.95 


Here’s an ear-full of reasons 


CONTINUOUS MELODY — the Chordette III is the only door 
chime that makes music as long as the caller pushes the button. 
Those clear, melodious notes carry beautifully —can be plainly 
heard anywhere in the house from cellar to attic! 


MAGICAL TONE — pure and perfect, because it’s electronically 
tested on the Sonoscope, an exclusive Edwards electronic tester 
that’s five times keener than the human ear! 


THREE SIGNALS — instead of the usual two! Each is distinctly 
different, easily recognized. One for the front door. Another for 
the back door. A third as a personal choice signal ...a single 
note for telephone paging, dining room call, or any other use 
such as side door. 


NATIONALLY ADVERTISED— Edwards national advertising pre- 
sells the Chordette III for you in such widely read magazines 
as Saturday Evening Post, American Home, and Better Homes 
and Gardens. 


ORDER THEM TODAY FROM YOUR DISTRIBUTOR 


— "i | 
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customers! 


Continuous melody 


__Unique sales appeal makes 


| Epwarps Chordelle 


the door chime of the year! 











Look like knockers — 





THE FAIRFAX 
Retails for $7.95 


THE CLASSIC 
Retails for $6.95 


sound like 
chimes! 
Sure-fire sellers — more 


of the 
year—Edwards non-elec- 


“musical hits” 


tric Door Knocker 
Chimes. Bright polished 
brass in two attractive 
styles. The Fairfax ...for 
those who prefer Colo- 
nial design. The Classic, 
for those who like mod- 


ern simplicity. 








EDWARDS AND COMPANY, Norwalk, Connecticut. 
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Krich-Radisco, Distributor, 
Eliminates Seven Products 


A foretaste of what may well 
develop into a trend was the action last 
month by Krich-Radisco, Inc., large 
New Jersey distributing firm, in elim- 
inating all specialty products from its 
activities. 

Paul R. Krich, executive vice-presj- 
dent, said that dropped lines include 
Eureka products, New Home sewing 
machines, Knapp-Monarch appliances, 
Vornadofan air circulators, Westclox 
and Seth-Thomas clocks, and Ameri- 
can Central kitchens. 


Concentration May Increase 


Recent rumors within the appliance 
industry have indicated that in the 
future both dealers and distributors, 
hitherto swamped by a multiplicity of 
lines, will face the buyer’s market and 
the physical problems of limited dis- 
play space with more concentrated 
activity on fewer brands. Krich’s ac- 
tion limits its merchandise to radio, 
television, records and major appli- 
ances made by such companies as 
RCA Victor, Norge and Bendix. 

“Our franchised dealers are definite- 


ly helped by this move,” said Mr, 
Krich, “since we direct our full at- 
tention to the promotion of major 
lines on a vertical merchandising plan. 


Our dealers now have a direct line 
to management through contaet with 
the district manager. 3etween him 
and policy level we have shortcut the 
usual sales and merchandising steps.” 
Ihe company recently appointed three 
new divisional vice-presidents, each 
» handle one brand of merchandise. 





-, 


hibson 
HAS IT/ 


THE View 


MIRRO-MATIC 


Deep-Well 
PRESSURE COOKER 


for pressure cooking / 


and pressure canning. 


See page 37 





| 
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FOR FASTER SALES 
AND BIGGER PROFITS: 


NATIONALLY ADVERTISED IN » LIFE * SATURDAY EVENING POST + COUNTRY GENTLEMAN 








America’s smartest battery operated set 
ARVIN MODEL 240P *]9°5 


Eye-catching ruby-red plastic, a masterpiece of compact mod- 
ern styling! Sharp tuning, excellent tone, exactly the kind of 
portable outdoor folks want! Priced for quick sale, good profit. 


Arvin Model 241P—3-way in red, brown or ivory 
For the double utility of portable and home use, here’s the 
battery-AC DC set that walks off with win, place and show! 
Choice of red, saddle-brown or ivory plastic for costume- 
conscious gals. And here again, Arvin nets you better profit 
at the popular price. Underwriters’ listed, too! $29.95* Model 
244P, special jade green “‘jeweler’s” model, $32.95. * 





























Handsome, rugged, really gets distance! 


$3.9°°5° ARVIN MODEL 250P-—3-WAY 


Here’s a portable that’s really built for business! Stack it up 
against other 3-way portables priced as much as $20 higher, 
and see how it really brings in those distant stations! Metal 
top and bottom, shatter-proof plastic sides, ideal for isolated 
resorts or farms. 514-inch Alnico speaker. Works perfectly in 
car or on train. Underwriters’ listed. 








M market with ARVIN 


Capture the F 






Beautiful FM/AM receiver . . . $69°5 : 


The value they're all looking for! 


With new FM stations shooting up all over and many network 
shows now available on FM, you'll want to get your full share 
of this rich market. This Arvin FM/AM receiver is the answer 
—with its genuine mahogany cabinet, easy-tuning static-free 
FM tone fidelity, and superb performanc e on standard AM 
broadcasts as well. 8 tubes plus rectifier. Underwriters’ listed. 


Stat colleiling your ARUN profi Now! 


NOBLITT-SPARKS INDUSTRIES, 








*Prices slightly higher tn Zone 2. Portables priced les 


INC. e° COLUMBUS, INDIANA 


S hbattertes 
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This Amazing New 


WHIRLPOOL 


AUTOMATIC WASHER 


Ya 





Washes Clothes Really Clean — with 
gentle agitator action proved through use in 
20,000,000 American homes. 


Completely Automatic — fills . . . washes 
. rinses .. . damp-dries . . . cleans itself — 
and shuts off — all with a single dial setting. 


Saves Hot Sudsy Water For Re-Use — 
exclusive ‘’Suds-Miser”’ 
and soap. 


saves hot water 


Easy To Install — requires no bolting down. 


Easy To Operate — choose water tempera- 
ture... set one dial... add soap... drop 
in clothes . . WHIRLPOOL does the rest. 


Eye Appeal — smart, up-to-the-minute cabinet 
design . . . gleaming white, lifetime finish 
... give the beauty that housewives demand. 


Flexible Cycle — operator can use any wash- 
ing procedure she prefers. 


Service-Free Mechanism — proved through 
8 years of testing under every condition. 

Waist-High Loading — eliminates stooping 
and stretching. 


Backed by 50 Years of Experience — 
in building the world’s finest home laundry 
equipment. 
















































































eer MUADRED 


ST. JOSEPH, MICHIGAN, U.S.A. In Canada: John Inglis, Ltd. 





Manufacturers of the World’s Finest Home Laundry Equipment 
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ROYAL Cleaners 


Models: Royal Cylinder model 238; 
and Royal Upright No. 259. 

Selling Features: Cylinder model 238 
complete with tool kit; equipped with 
horizontal type § h.p. motor; operates 
on a. c. or c.; dual-type fans of 
aluminum; radio interference elimi- 
nator; dust receptacle has approxi- 
mately 150 sq. in. filtering surface; 
soit rubber carrying handle; sealed 
watts 400; cleaner less floor tools and 
cord weighs 124 Ibs.; red baked enamel 
finish with nickeled end bells. 

Upright No. 259 eqtipped with 2- 
speed, 4 h.p. motor; “Compo” bronze 
motor bearings; “Adjustorite” nozzle 
adjuster; radio interference elimina- 
tor; bag with wide opening of heavy, 
dustproof twill in 2-colors; headlight 
over nozzle; double wheels; metal 





vered revolving brush adjustable to 
3 positions; easy to use cleaning at- 
tachments. 

Vanufacturer: The P. A. Geier Co., 
Cleveland, Ohio. 

Electrical Merchandising, August 1, 
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REVCO Freezer 


Device: “Chill Chest” home and farm 
freezer. 

Selling Features: 6 cu. ft. horizontal 
unit with a hermetic condensing unit; 
top has been lowered to 36 in. counter 
height flat to provide additional work 
space; new-type positive locking latch 
with provision for padlocking; coun- 
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terbalanced hinges lift lid with finger- 
tip pressure; hinges protrude at rear 
of box provides ample air space for 
heat removal; infra-red baked enamel 
finish; aluminum liner; refrigerant 
coils brazed to liner providing direct 
metal-to-metal contact throughout full 
length for faster and more efficient 
heat transfer; broad and shallow liner 
—bottom of food compartment is 15 in. 
above floor, is divided into 3 sections 
by light weight movable dividers; 
Fiberglas insulation; red and green 
light warning system shows current 
failure, temperature rise and other 
abnormal conditions—green light sig- 
nals current on and temperature nor- 
mal; red light signals current on but 
temperature rising; no light means 
current interrupted. 

Vanufacturer: Revco Inc., Deerfield, 
Mich. 

Electrical Merchandising, August 1, 
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SETH THOMAS Clocks 


Vodels: “Preston” “Echo” and 
“Plaza” clocks 

Selling Features: “Preston” tambour 
design, mantle type clock has 3 holly- 
yvood inlays extended along base and 
around ends of mahogany case; black 
numerals on light ivory-colored back 





ground with brass center and black 
hands; self-starting movement. 

“Echo” alarm for table, desk or bou- 
doir, available in plain or luminous 
dial; mellow-tone alarm; walnut case 
with ends of solid mahogany. 

“Plaza” wall clock for homes or 
office in walnut or blond birch; self- 
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starting movement; solid case has bev- 
eled edge with center curving to par- 
tial sphere; gold colored metal hour 
markers and hands. 

Manufacturer: Seth Thomas Clock 
Wiv., General Time Instruments Corp., 
Thomaston, Conn. 

Electrical Merchandising, August 1, 
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DURA-MATIC Water Heaters 


Vodels: 30 gal. standard; 30 gal. table 
top; 40 and 52 gal. water heaters. 
Selling Features: Inner steel tank 
completely coated with a plastic lin- 
ing; new base design simplifies instal 
lation; dynamic diffuser spreads in- 
oming cold water in fan shaped sheet 
over bottom of tank until properly 
eated; black insulated base; thermo- 
stats may be set at any desired tem- 
perature from 25 to 175 degs. F; 
over 3 in. Rockwool insulation; twin 
heating elements—"hair-pin” immer- 
sion type elements; 30-gal. standard 
equipped with 1,000 and 600 watt ele 
ments; 30 gal. table top heater, 1500 
and 1000 watts; 40 gal. 1250 and 750 
watts; 52 gal. 1500 and 1000 watts; 
white enamel finish 

Vanufacturer: General Products C 
Inc., Fredericksburg, Va, 

Electrical Merchandising, August 1, 
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DURAMIC CASSERBOWL 


Device: Casserole made of California 
ceramic. 

Selling Ieatures: Sealed-in unit en- 
circles cooking chamber provides 
evenly distributed heat from all sides; 
rockwool insulation; standard model 
uses 75 watts; 48 oz. capacity ; perma- 
nently attached cord; DeLuxe model, 
85 watts, holds 64 0z; detachable cord; 
Ceramic available in yellow, dusty 
rose and tan on green. 
Manufacturer: Calectro Products Co., 
5469 San Fernando Rd. Los Angeles, 
California. 

Electrical Merchandising, August 1, 
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NICRO Coffee Maker 


Device: No. 572 vacuum type stain- 
less steel electric coffee maker. 
Selling Features: 8-cup capacity; 
equipped with “flavor insurance” 
stainless steel filter; unbreakable pol- 
ished stainless steel construction; 575- 
watt “quick heat” unit in base; cool 
plastic handle; stainless steel cover. 
Manufacturer: Nicro Steel Products 
Co., Inc., 3534 N. Spaulding Ave., 
Chicago, 18, Il. 

Electrical Merchandising \ugust 1, 
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SUPERFEX Oil-fired Furnace 


Device: Model 84 winter air-condition 
ing, oil-fired furnace, for 4 to 6 room 
insulated homes 

Selling Features: 3-stage burner with 
2-stage blower gives effect of two 
furnaces in one; 3-stages of heat 
high, low and pilot; operates with 
minimum chimney draft; vital parts 
including pilot made of heat-resisting, 
non-corroding stainless steel; J-stage 
thermostat automatically regulates 3- 
stage oil control and constant level 
valve; automatic controls include 
combination limit switch and 2-speed 
blower control; 2-speed combustion 
air blower with automatic damper, 
low voltage transformer, draft regu 
lator and automatic drip humidifier ; 
long-hour, heavy-duty 2-speed motor 
drives silent centrifugal blower mount 
ed on rubber bearings; blower cabinet 
with large throw-away-type steel wool 
filter may be mounted on either side 
of furnace; operates on No. 1 grade 
commercial fuel oil, has output of 75,- 
000 btu per hr. at bonnet; silver-tone 
brown baked enamel finish, 
Manufacturer: Perfection Stove Co., 
Cleveland, O 

Electrical Alerchandising, August 1, 
1948 


PAGE 125 





Another Sensationa 













































































Hotpoint’s Pushbutton Cooking is as easy as flicking on an Lrerybodys Pointing Lo . 


electric light! Push buttons to control Hotpoint’s four life- 
time Calrod* Units, Sealed-Heat Oven, Hi-Speed Broiler 
and dual-service Thrift-Cooker Unit. “Talking Colors” 
show which of Hotpoint’s five measured heats are in use. “Reg. U. 8. Pat. Of 
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dvance By The Industrys Leader -.-. 


TON COOhI 


Hotpoint Scores Again With A Brand 
New Kind Of Automatic Electric 
Range That Sets A New Standard 
For Easier, More Convenient Cooking 

































All over America dealers agree that Hotpoint’s sensational PUSH- 
BUTTON COOKING is the greatest home appliance news in years. 
Another first for Hotpoint, America’s leading manufacturer of elec- 
tric ranges, Pushbutton Cooking is a revolutionary advancement in- 
troduced by the new Hotpoint Automatic Electric Range. 


This amazing range is not just a new model—it’s an ALL-NEW 
work-saving wonder! Built in the world’s largest, finest and most 
modern range plant, it offers outstanding sales opportunities for 
dealers. Hotpoint’s pushbutton controls and “talking colors” bring 
new ease to cooking, greater speed, accuracy and convenience... 
plus striking new kitchen beauty. 





First with Pushbutton Cooking, 
Hotpoint likewise leads in a dozen 
different home appliance lines. Hot- 
point has 44 years of exclusive elec- 
trical appliance experience and is 
today, more than ever before, the 
Franchise with a Future! Twelve 
great products—backed by the larg- 
est advertising promotion in Hot- 
point history—mean year ‘round 
profits for dealers. No wonder 
“Everybody's Pointing to Hotpoint!” 


Hotpoint ‘nc. (A General Electric Affiliate 
5600 West Taylor Street, Chicago 44, Illinois 





‘To ‘ 





Lhe Franchise With A Future 
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No. 1111 
Pop-l 'p Toaste? 


irssey 


Automatic 


No. 1214 Grid-A-Bout 
Sandwich Toaster 
Waffle 


Iron 





No. 1301 Automatic Waffle Iron 
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YAACE MARK —— 


2 CORN POPPER 


Here is a sure winner! An attrac- 


tive, efficient corn popper at a 
Literally 


of prospects for this item! 


popular price. millions 


EASY TO USE — No more stir- 
ring or shaking — simply heat pop- 
per, add small amount of cooking 
oil and proper amount of corn. Then 
watch it pop under heat-proof glass 
top. Popping bowl easily removed 
for pouring out the popped corn. 
Streamlined, cool handle! 


MANY OTHER USES — This ap- 
pliance is ideal for heating canned 
soups, stews, vegetables, etc. 


Available through reputable distri- 
butors across the nation. 


ELECTR 








APPLIANCE 


NEW PRODUCTS 





DELTA Pop-Down Toaster 


Device: No. 280 automatic pop-down 
toaster. 

Selling Features: Special slide adapter 
makes it possible to toast a variety of 
sizes and shapes of bread and rolls; 
toast is kept warm and _ protected 
in bins until ready for use while two 
other pieces are being toasted; shade 
control gives evenly browned toast; 
auxiliary release makes it possible to 
remove toast before cycle is completed ; 
easy to keep clean—crumbs drop down 
and out through sanitary sheltered 
chutes; polished aluminum _finish.; 
110-120 volts a.c. 

Vanufacturer: Delta Mfg. Corp., 611 
N. 40th St., Philadelphia, 4, Pa. 
Electrical 


Merchandising, 
1948 


August 1, 
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FRIGIDAIRE Water Cooler 


Device Large capacity 
20 gal. capacity 


water cooler 
Selling Features: One ot a series of 
six new streamlined models requires 
only 23 sq. it floor space and is only 
3 ft. 9 in. high; 3 gal. water provided 
for immediate use; uses waste cooled 
water to pre-cool incoming warm wa- 
ter, speeding up cooling action and 
reducing operating cost; refrigerating 
system equipped with a Meter-Miser 
sealed rotary mechanism automatic 
thermostatic switch; holds cooling 
temperature within arrow range with 
a cold-control dial to regulate water 
temperature as desired; Freon—12 re- 
frigerant; bronze lacquer finish with 
stainless steel top and trim. 
Vanufacturer: Frigidaire Div., Gen- 
eral Motors Corp., Dayton, O. 
Electrical 
1948. 


Merchandising, 


August 1, 





EMERSON ELECTRIC Kitchen 
Ventilator 


Device: Emerson Jr. built-in kitchen 
ventilator for ceiling mounting. 


AUGUST 1, 


Selling Features: Unit consists of 3 
sections—ceiling grille and fan unit: 
ceiling housing and outside grille: 
finished in white enamel ; equipped with 
shutter that opens when fan is turned 
on, closes when fan stops; rectangular 
outside grille for easy installation in 
brick or frame construction ; exhausts 
470 cim. 

Vanufacturer: The Emerson Electri: 
Mfg. Co., St. Louis, Mo 

Electrical 
1948 


Merchandising 


\ugust 1, 





PARAGON Time Aid 


Device: Portable all-electric 
hold appliance timer. 

Selling Features: Automatically shuts 
off sun lamps, heating pads, radios and 
other appliances after any pre-selected 
time; may also be used as a reminder 


house 





rreselected times 


flipping knob dis 


timer in 


kitchen ; 
from 1 to 60 min 
connects signal; plugs into any con- 
venient outlet and appliance is plugged 
into timer; Telechron motor 
during timing peri 
h.p. 115 volts a. 


runs only 
1150 watts, 
lightweight metal 
case In maroon with white, white wit 
blue, or white with red 
Vanufacturer: Parago lectric Co., 
[Pwo Rivers, Wis 
Electrical Merchandis: 
1948 


\ugust 1, 


PARAGON Attic Fan Timer 


Device: Portable AF timer for auto- 
matic control of attic or window venti 
lation fans 

Selling Features: Automatically shuts 
off window or other portable tans after 
any preselected time; except for porta 
ble feature the new timer is identical 
in construction and appearance to per 
manent manually present AF series 
timers; housed in aluminum case; 
available in 2 time ranges 0 to 10 and 
0 to 20 hrs.; plugs into any outlet ; fan 
is plugged into receptacle at bottom ot 
case; keyhole slots provided at back 
for convenient mounting; rubber pads 
prevent marring wall or window sur- 
faces; 4 h.p. 115 volts a« 
Manufacturer: Paragon Electric Co 
Two Rivers, Wis. 

Electrical 


Merchandising, 
1948 


August 1 
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Over-the-Counter tHERMOSTAT 


THAT ANYONE CAN INSTALL IN 1 @ MINUTES OR LESS 


Here's a packaged over-the-counter item 
that will mean quick sales and big profits to 
you and real satisfaction in comfort and fuel 
saving for your customers. 


The “Plug-In” Chronotherm is a sales sen- 
sation because it is made to order for the 
tremendous replacement market—over 
7,500,000 homes are now equipped with 
ordinary manual thermostats. The “Plug-In” 
provides every advantage offered by the 
standard Chronotherm—long the leading 


Chronotherm does three things. First, it 
provides even heat at the temperature you 
select. Second, it automatically lowers 
temperature at night, and restores it in the 
morning to the daytime level. Third, and 
most important, it saves that expensive and 
hard to get fuel and pays for itself over and 
over again. 


Every customer with an automatic heating 
plant is a prospect. You don’t have to sell the 
“Plug-In” Chronotherm—all you have to do 





RETAIL PRICE 


395° 


FEDERAL TAX INCLUDED 


CIBERAL 
DEALER 
DISCOUNT 


diets electric clock thermostat. And yet it can be is show it. And you make as much profit as Order today through your usual 
afte: installed by anyone in less than 10 minutes. you do on the average appliance you sell. samen «s at tee Oe lete 
wna It is designed to replace any make of low- Minneapolis-Honeywell, Minneapolis 8, . sens nag 


] per 
series 


Case, 


voltage thermostat operating any oil burner, 
gas burner or stoker. 


Minnesota. In Canada: Leaside, Toronto 17, 
Ontario. 































) and 
: fan 
ym. ot - te UW ES ek. ta 
heek ‘** NATIONALLY ADVERTISED eeeeeeees v Y 
_ The “‘Plug-in"* Chronotherm is nationally advertised in such magozines as 
sur- Saturday Evening Post, Time, Collier's, American Home and Better Homes 
& Gardens, just os the standard Chronotherm has been over a period of “ 
( years. Toke advantage of this tremendous selling effort and order o supply * 
o of Chronotherms today through your regular source. 
Ci Mw re SM — i a ee ee 
ist 1 
73 BRANCHES FROM COAST TO COAST WITH SUBSIDIARY COMPANIES IN: TORONTO ° LONDON © STOCKHOLM © AMSTERDAM « BRUSSELS * ZURICH * MEXICO CITY 
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APPLIANCE 


NEW PRODUCTS 


vides cold storage space for beverages 
fresh fruits and lunches, and freezes 
26 large ice cubes. Monel metal com- 
partment liner, cold plates and interior 
fittings ; storage compartment insulated 
with 2 in. ground cork; compartment 
door of galvanized, bonderized steel 
with streamlined corners and edges, in- 
sulated with 14 in. cork board; com- 
plete with lock; storage temperature is 
maintained at 35 to 38 degs. F. 
Manufacturer: The Ebco Mfg. Co 
Columbus, Ohio 

Electrical Merchandising, Aug. 1, 1948 


| 
ELECT 





VORNADO Heater-Fan 
Device: Vornado combination heater r 


and fan. 

Selling Features: Air passes directly 
over heating coils guided by “Magic 
Circle” heat guide; handy, 2-way 
switch permits instant change from 
heater to fan: 2-tone gray-green fin- 
ish; convenient carrying handle; avail- 
able in 2 models: 45H1, 1340 watts, 
4500 Btus; and 55H1, 1620 watts, 
5464 btu. 

Vanufacturer: O. A. Sutton Corp., 
Wichita, 2, Kansas. 

Electrical Merchandising, Aug. 1, 1948. 





LIBERTY Door Chime 


Model: No. 56 Liberty 2-tone long- 
tube door chime. 

Selling Features: Equipped with two 
l-in. brushed and lacquered brass tubes 
which sound 2 pleasant notes for front 
door, and one for rear; double coil 
mechanism and chime transformer de- 
signed for trouble-free service; 
ing has baked on ivory finish ‘ 
polished medallion in center; 
long, 8 in. wide, 24 in. deep. 
Manufacturer: The Liberty Befl Mig. 
Co., Minerva, Ohio. 


XY : 
RAO iy x 

BY ck facts about modern stee! kitchen CRM ‘lectrical Merchandising, # 

KAY . (ei $ ctee a AK: WESTCO Water System Electrical Merchandising, Aug. 1, 1948 

























KA ¥ AY ROX 
QO NW/X , =e? ; 
ie \ OY Device: Turbine type shallow well 
x* WAY . a ’ 172 
x YS Fell ho f by d : stall sae water system LU-25 
Wy : 
4 va 6 W p y an in One... ay AY Selling Features: All bronze pump 
iste POY) housing with rubber impeller; 2 h.p. 
We A Ky iN capacitor type motor; automatic pres- 
NV x . . . . WK « . geatbeles aeieme les d fit- 
YOY By kitche | elrat full col RY "4 ure witch ; coppe tubing an 1 
¥ », x n { U (ons in tf ROY tings; 34 gal. top-mounted pressure , 
SRY YY tank; a foot valve and an 8 ft. cord 
TRS, ROHNY and plug; weighs only 53 Ibs.; 19 in. ; 
ROARK | dud novel cal lect Here’ YY) high, 144 in. wide, 11 in. deep, fits 1} 
AY = n 06 q or 96 or... q “e ised under kitchen sink | 
xy een WW) Manufacturer: Pomona-Westco Div., a ' 
YOOX? . . . e. 4 F; i bz ks Mors 4 x Lo 600 S Michi- _ . < * 
WY SOY S WY ORY airDan » WAC ee ,» O ©. Lich “—— 2 
YOY, powerful sales fool for quick sales. RW gan Ave., Chicago, 5, III. i « 
hy A} Yy xf 1, rs tle Ya l TC ( A 
Qn YOY Electrical Merchandising, Aug, 1, 1948. SOF-LUX-X Water Softener 
-, WY, xy 4 ; . ? ° ° e 
Wi XV A SAY vice: New , s = 
Wx? TO DEALERS INTERESTED IN HANDLING eas Sete Sa ey ee ee ee 
ROY A COMPLETE LINE OF STEEL KITCHENS WANS Selling Features: Softening capacities 
‘ yy, from 24,000 to 192,000 grains; iron re- 
wis LAY, A COPY WILL BE MAILED AAEE moving capacity up to 16 parts per 
AY? illion ; ac atic control shift is an 
LYK, Pee million; aquamatic c ol sl : 
RY IF REQUESTED ON / all bronze, by-pass valve with swing 
WY eK YOUR LETTERHEAD handle to backw ash regenerate and 
¥ 4 A, on rinse mineral; single tank softener in 
PY) | ~ 4b capacities of 12,000 to 48,000 grains 
sy, xy y) | Comme, 20 Mil softens and filters but does not remove 
Ss XO in ames iron from water; white finish with 
forest green trim to match other 


Wayne home equipment. Water hard- 
ness demonstration kit available to 
EBCO Water Cooler dealers to determine total grains of 
hardness per gal. for correct sizing of 
Device: Model OBR Oasis compart- softener installations. 
ment bottle-type water cooler. Manufacturer: Wayne Home Equip- 
Selling Features: Supplies properly ment Co., Inc., Fort Wayne, Ind. 
cooled water for 16 to 20 persons, pro- Electrical Merchandising, Aug. 1, 1948. 
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, 21 5% 
. Why Alarm’ your customers ~ — 


: when they prefer * red ag 
| a Pleasant Bell./ 





i 





8 
ane 
SESSIONS 77" CATNAPPER 
B 

\\}\ A RECENT POLL HAS shown that most 
folks prefer to wake up in the morning 
vores to the tones of a bell, rather than the 

" harsh, buz-zzy drone of a buzzer. 
That simplifies sales for you, for now you 
can offer customers the Sessions “Catnapper” 
g- —an alarm clock with the pleasantest bell an 


electric clock ever had! You'll find “Catnapper”, operated directly from the motor without extra 
too, offers sales-tempting features that are found complicating gears. 

in no ordinary alarm clock today. Add to these features, the benefits you get from 
Sessions national advertising in such magazines as 
the Saturday Evening Post, Life, Look, Collier’s, 


h IT SLEEPS YOU BETTER because “Catnapper”, like 
all Sessions clocks, is quieter, with far fewer moving ‘ : ; 

i © Good Housekeeping, American Magazine, Path- 
parts than other clocks. 





finder, Country Gentleman and the Christian Science 
IT WAKES YOU PLEASANTER because the “Cat- Monitor Magazine... and you'll understand why it’s 






























48 
napper” alarm is a slow, sonorous and pleasing bell, good business to push Sessions! 
ROUND KITCHEN 
WALL (462W) BANJO WALL (463W) PILOT WHEEL (456W) 
High visibility wall clock Mahogany colored Very effective for man- 
with white enamel wood case with con- tel or desk, in mahog- 
metol case. (Available trasting panel, brass any color with brass 
in gleaming chromium, side brackets and eagle. trim. Retails $10.00*, 
slightly higher.) Retails $15.75*. 
Retails $4.50*. 
*PRICES PROTECTED UNDER THE FAIR TRADE ACT 
rft- 
: SQUARE MODERN 
: te essions (locks 
re- Bird's-eye maple veneer 
per front on mahogony col- 
an ored base, desk type. SELF-STARTING - ELECTRIC 
ing Retails $7.75*. 
i 
- enOT EVEN 4 The Sessi Clock Company, Forestville, Con- 
te ge Tome oy PuR-RR! necticut. The Merchandise Mart, Chicago °* 
ve Guara Sed by > =~ The Western Merchandise Mart, San Francisco 
- ‘Good Housekeeping ~ * Northern Electric Company, Montreal, P. Q., 
ith N22 0s aoyranete WIE Canada 
her r 
rd- 
to 
of 
r of 
uip- 
948. 
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ELECT APPLIANCE 


X : C al nm () Vi FE NEW LIGHTING PRODUCTS 


CHROMALOX 


DAZOR Sun-Heat Lamp 


Device: Dazor floating sun-heat lamp 
Selling Features: Reflector hangs from 
end of patented double-jointed “float 
ing-arm” similar to suspension feature 
of fluorescent lamps of same make; 
can be moved into any position where 
it stays without locking; Brown Tenite 
handle and brown trim on lamp; sun 
or heat bulbs can be used making it 
useful for heat treatments, hair, paint 
or stocking drier, bed warmer, spot 
heater for pipes and flood-lamp holde: 
for indoor photography. 
Manufacturer: Dazor Mfg. Corp., 
4481-87 Duncan Ave., St. Louis, Mo. 
Electrical Merchandising, August 1, 
1948 


PUR-AR-LITE Air Purifier 


Device: Pur-Ar-Lite germicidal lamp. 
Selling Features: Equipped with spe- 
cial Sylvania 4-watt ozone-producing 
ultra-violet bulb; helps keep room 
fresh and clear of disagreeable odors ; 
streamlined design, lightweight alumi- 
num; 9in. high; a.c. only, 
Manufacturer: The Circlite Corp., 118 
S. Clinton St., Chicago, Il. 

Electrical Merchandising, August 1, 
1948 


G-E Germicidal Lamp 


Device: 36-in. slimline type germicidal 
lamp. 

Selling Features: Operates at 4 germ 
killing intensities—120, 200, 300 and 
20 milliampere may be used in con- 
ventional fixtures for upper-air-pro- 
: ' tection of room occupants or in ven- 
on. . oe ’ \) tilating systems to kill germs in cir- 
D; Zi ¢} lai } 7S Company culating air; may also be used for in- 
. | | dustrial applications such as protecting 
HARRISON Ne en 2 oe meat in coolers, foods, cosmetics etc. ; 
produces 6 ultraviolet watts at lowest 
BRANCHES: Chicax ie cD hi a cf s (120 m.a.) rating; rated life, depend- 
~-siptagienes ey ing upon average number of burning 
hours each time lamp is lighted, is 

between 2500 and 6000 hrs. 
Manufacturer: General Electric Co., 

Nela Park, Cleveland 12, O. 
Electrical Merchandising, August 1, 

1948. 
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SANTA CLAUS IS COMING EARLY THIS YEAR 


y 





TS 


—WITH LOTS BIGGER DELIVERIES OF-- 






FAST-SELLING “J 







HITCHERS 


STYLED tw STEEL 
































MORE PRODUCTION | 3 
; | + MORE ADVERTISING * 
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tg. ’ ‘>=, 4 
= MORE PROFITS FOR YOU! } rT eT rllowes m¢@ 
: ‘They’ re on the way—the extra Meets Kitchens units you've and bs -n§ - rl 
lamp. been asking for! In fact, thanks to stepped up production, you < a (LPuntry 
Bes ol will be able to get approximately twice as many units per . \s 2h ame < FF} 
room month starting this Fall. And every item in our catalog is now ee Journ na ¥ “4 
a available! So get set to rake in the big profits that come with Ya s me 
selling complete kitchens . . . including the great new Ameri- _— RS: 
»., 118 can | disposer, ventilator, Serv-Cart, what-not shelves and % ma Xf 
ust 1, other high-profit extras! And watch for American Kitchens’ “it ci FARMING 
great new Fall advertising campaign—in all 8 of these big . 
national magazines! 
icidal 
ger 
0 and 
ir-pro- 
— 
tecting 
fam AMERICAN CENTRAL 
lowest 
epend- 
urning 
ted, is Division—Avco Manufacturing Corp. 


Connersville, Ind. 


rust 1, 
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G-E FM-AM Table Radios 
Models 212 and 210 FM-AM 


tures: No. 212, operates 

equipped with 6 tubes 

" ctifie 5} in. Alnico “S’ 

t er self-contained Beam-a-scope 
1a for AM reception; line at 

te 1 for FM which eliminates nee 
itside aerials; American walnut 

et, lighted dial housed in project 


1 
veriav ot white plastic 





N 210 as lig] ted rotary dial 
tubes and a rectifier; a 5; in. Alnico 
5 peaker; self-contained Beam-a 


™ 
pe antenna and line antenna 


kM rosewood 


anutacturer 


tor 
to 


plastx cabinet 
General Electric Co 
Electronics Park, Syracuse, N. Y 


us 


ectr Verchandisu \ugust 1 








| hortwave 
bands; features an improved Floating 
] n tor system ; single-post deluxe 
automat ecord anger whl plays 
12-10 yw 10-12 in. records and turns 


ll-range FM sys 


tuning consisting of 6 buttons electri 
erated; 18th Century 
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ten it t n built-in dipole an 
tenna igh-fidelity push-pull 12-watt 
aud stem; 12-in. permanent mag 
é eake automatic push-button 


styling ; 






ELECTR 


APPLIANCE 


NEW RADIO PRODUCTS 





MAGNAVOX Television Sets 


Vodels 


j 
Selling 


12 Magnavox television sets. 
leatures: Outstanding tech- 
ical innovation is an improved picture 
system called “Magnascope” which 
gives better definition and contrast 
under strong daylight conditions, sup- 
pressing flicker and “snow effect,” 
models feature furniture styles in many 
cases to serve as compamon pieces to 
present Magnavox radio-phonos ; 
Magnavox Modern Symphony has 12 
in. high fidelity Magnavox speaker, 
may also be used with Modern Sym 
phony radio-phono 

Embassy combination _ television- 
radio-phono with 12) in. Magnascope, 
AM-FM radio, 20-watt amplifier, 


high fidelity speakers, and automatic 
record changer. 

Zerkeley receiver with 124 in. Mag- 
nascope is identically matching cabinet 
to be paired by Magnavox Berkeley 
radio-phono. 

Windsor Imperial breakfront book- 
case television receiver with 12) in 
Magnascope designed expressly tor 
Magnavox Imperial Windsor radio- 
phono, with auditorium-type speaker 
system, AM-FM, shortwave and wire 
recorder. 
Vanufacturer: The Magnavox Co., 
Fort Wayne, Ind. 
Electrical Merchandising, 
1948 


August 1, 





2 spacious album compartments, an 
automatic “on-off” signal light; and 
10 radio tubes and 1 rectifier tube. 

Nos. 9-204 and 9-205-M IFM-AM 
radio-phonos both are of 18th Century 
lesign, with Floating Jewel tone sys- 
tem, deluxe automatic record changer ; 
Crosley full-range FM bass boost and 
10-in. concert-type permanent magnet 
speaker with beam power output; No 
9-204 in walnut; No. 9-205-M in ma- 
ogany 

No. 9-203-B, 9-201 and 9-202-M, 
companion sets are AM-FM models 
No. 9-201 is an upright type walnut 
cabinet; 9-203-B has natural blonde 
finish; and 9-202M mahogany-paneled 
cabinet in latest contemporary man 
ner; all 3 sets equipped with 10-in 
concert - type permanent magnet 
speaker: illuminated slide rule dials 

AM and FM, built-in dipole for 
kM: signal web loop antenna for 
standard and operate on 117 volt ax 

Consolette models 9-209, 9-212M 
and 68-CR have 10-in. speakers; illu- 
minated slide-rule dials; Floating 
Jewel tone system; automatic record 
changer; Signal web loop antenna; 
automatic volume control ; beam power 
output; and are available in mahogany 
or walnut 

Vanufacturer Crosley Div Avco 

Mfg. Co., Cincinnati, 2, Ohio 
Electrical Merchandising, August 1, 


1948 


” 
"4 





CROSLEY Portable Radio 


Crosley portable No, 9-302. 
Selling Features: Operates on A.C.- 
D.C. or self-contained battery; 
equipped with 5 low-drain tubes and 
a selenium rectifier; no switches or 
adjustments needed to convert from 
a. c. to d. c. or to battery operation: 
as a 4 x 6 in. oval PM speaker; alli- 
gator brown leatherette case with 
metal trim. 


Vodel 





CROSLEY Farm Battery Radios 


Vodels: Nos, 9-101 and 9-117. 

Selling Features: Both models use 
standard battery packs; have oversize 
speakers; automatic volume control 
and continuous tone control. 
Manufacturer: Crosley Div., 
Mig. Co., Cincinnati, O. 
Electrical Merchandising, August 1, 
1948 


Avco 
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Device: 
phonograph. 





1948—ELECTRICAL MERCHANDISIN 





CROSLEY Table Television 


Model: Crosley Spectator tal tele 
vision set No. 9-407. 


Selling Features: 12-in. direct-viey 
tube provides a 72-sq. in. picture: al] 
electronic circuit automatica! 1 
trols picture synchronization ri 


keeps pictures steady and clear: tun 
ing range include all television chan- 
nels plus broadcast, FM and some 
aviation and amateur bands: controls 
on front panel; electronic tuning indi- 
cator provides pinpoint accu 


ing; mahogany cabinet 22! in. wide 
19/ in. deep, 16 in. high 
Vanufacturer: Crosley Diy Ay 


Mig. Corp., Cincinnati, 25, 0 
Electrical 
1948 


Verchandising, Au 





WEBSTER-CHICAGO Phonograph 


Model 161 portable automat 





Selling Features: Housed in al 

case, covered with burgundy leat! 
ette; will play full stack of re 
with cover closed; volume ar 

controls on 
changes in volume and ton 
lifting 


outside whi 


cover; incorporate 
Webster-( hicago model 148 rec 
changer; black nylon knee act 
needle. 

Vanufacturer: Webster - Chicag 
Corp., 5610 W. Bloomingdal ve 
Chicago, 39, Ill 
Electrical 
1948 


Verchandising, A 





DEWALD Radio Clock 
Device: DeWald No. B-403 


clock combination. 

Selling Features: Radio teat 
tubes plus rectifier; beam po 
put; slide rule tuning dial, ne 
dynamic speaker; self conta! a 
tenna; standard and State ’0 
bands. 

Clock features self-starting 4 
matic operation; legible dial; ‘ ata 
case in ivory, mahogany, n 
maroon. 














Manufacturer: DeWald Rad Mtg 
Corp., 35-15 37th Ave., Long !sia! 
City 1, N. Y. 

Electrical Merchandising, August ! 
1948 
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eres Your Lucky 7 / 


MANNING BOWMAN ANNOUNCES A COMPLETE 
LINE OF HANDSOME, QUALITY HEATING PADS 


Manning Bowman now offers you the fin- 
est line of heating pads—one you'll warm 
up to fast! And so will your customers. 
Yes, and these quality heating pads offer 
seven big advantages: 


J. Now there’s a Manning-Bowman quality 
heating pad—priced right—for every use, for 
every customer, 

2. You can assure customers that only the 
best materials and finest workmanship go into 
these heating pads. Manning Bowman qual- 
ity craftsmanship has been known since 1857. 


3. All Manning-Bowman heating pad covers 


are handsomely designed and are easily re- 
movable for cleaning. 

4. Manning-Bowman heating pads range 
from 3-speed heats to 3 specific heats, from 
moistureproof to waterproof. All are thermo- 
statically controlled; all carry the Under- 
writers’ Laboratories approval. 

5. On the long, 8-foot cord of Manning- 
Bowman heating pads there’s a handy thumb 
switch that can easily be clicked to low, me- 
dium, high or off positions even in the dark. 


6. Manning-Bowman heating pads are flex- 


ible—easy to wrap around arms and legs. 
They’re perfect bed warmers, too—and swell 





for taking chilly dampness from bedding. 

7. Packages are attractive, eye-catching. 
Covers are colorful and in good taste. There’s 
a Manning-Bowman heating pad to fit every 
pocketbook, every purpose, every decorative 
plan. 


In heating pads as in other things, 
“Manning Bowman Means Best.” In fact, 
during all our years of making heating 
pads, we've never had a single complaint 
about them! Better phone your distribu- 
tor and stock up on this new Manning- 
Bowman heating pad line. You'll have the 
highest quality line in town! 


Manning Bowman Means Best 


Master Craftsmanship in Quality Home Conveniences Since 1857 


Manning, Bowman & Co., Meriden, Connecticut * In Canada: Manning, Bowman & Co. (Canada) Ltd., Oakville, Ont. 


THE LINE THAT'S ALWAYS IN DEMAND 
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7 SURE-FIRE O1t-SAVING 


SEY pencace 





Will Keep Your Customers 
Warm and Care-free This Winter 








CARL W. OLSON (right), owner of the shop, shows a customer the inner 
workings of an electric range. Mr. Olson, a veteran of 25 years in business 
has added a neat profit to his income by special attention to home lighting 
problems 


Light Is His Life 





CONTINUED FROM PAGE 68 





3. By maintaining service for lighting cus- the smallest outlay. Since shi 
tomers. His service department was ex- the firm in June 1947, she re ; 
tended to include a section for lighting jy.< ryn up against and solved aln 


apes: every kind of problem imaginable 


Display Room Installed the lighting field. While adept at se 
ae : ; : ing all types of electrical applian 
Che first step in Mr. Olson’s “buy- oe eae . 1 liot 
; ~ ‘ee: tatic she concentrates on lamps and lighti: 
t-home’ campaign was the installation 1 
ee ee ; ind is, in fact, a specialist in that lit 
\ccording to Mr. Olson, she 


the instinct of an interior decorat 


of a “lighting room.” rhis room, 
measuring approximately 14x22 ft., 
contains almost every imaginable de- 
sign in wall lamps, standing lamps and 
ceiling lamps. The more than 100 types 
of lamps in the room are arranged so 
that they do not conflict with the Service Is a Factor 
fluorescent lighting of the store, and 
each lamp is connected so that it may 
be demonstrated at any time. 


and is adept at arranging harmoniou 
effects in lighting with the decor of 
room. 






Che third factor in Mr. Olson’s su 
cess in the sale of lighting is his set 
ice and repair department. This un" 
of his business is prepared to take ca 


Laboratories, Inc 


Four of five large wall mirrors hav e 
been worked into the display, making 


A secret of KRESKY'S low-cost, trouble-free opera- 


tion is the famous patented KRESKY Oil Burner, basic the overall effect a dazzling exhibit of °! almost any problem on 2 monet 
unit in all models. It inducts air into the oil flame in lighting fixtures. The ceiling lamps "tice, and the section devoted to lig 


ing 1s one of the features of his s 





just-right amounts by an electric blower to give fast, a pte ne —— a re Mr. Olson has found a winning ¢ 
high-low clean heat in all climates and altitudes, each other. The nels ae lamps are bination in the policy of maintat 
regardless of draft conditions. That's why a precision placed also in an arrangement which high — repair work at low cost 
engineered KRESKY Floor Furnace provides your cus- provides maximum display with min- recap be igi Page “ome 
tomers with abundant, clean healthy heat, evenly ieee conilict. aa oe cnr ee 
’ ’ money-making factor. 
distributed along floors, into drafty corners, with less Lighting Specialist “We don't make much on the 
oil consumption. Your customers are freed from daily The second move made by Mr. Olson 84 repair section,” says Mr. Ols 
attention, and costly service calls. to tap the waiting market for lighting bey pon = pag —* : 
: equipment in Daytona Beach, was the me we ee sna Penge , 
Now’s the time to replace old-fashioned addition of a specialist in lighting. € Maintained because it’s a vil 












space heaters with KRESKY FLOOR FURNACES She is Mrs. Kay Bogart, a trained 0! our business. | We stand | 
Get your ‘‘replacement"’ story —now—to people with worker and graduate of several courses “**") lighting job we sell and 


7 in appliance handling and demonstra- 
bulky and unsightly space heaters, and beat compe- tion. Mrs. Bogart studies new trends 


se 
course of selling the adequate 
gospel for adequate lighting, w 


tition by a month or two. For those who install the in lighting and is up to date on new that 2 eae department play 
Kresky Floor Furnace, it means more “‘living’’ space, varieties and kinds of house illumina- PT 

ion. She readily advises Mr. ’s . , 
cleaner, faster heat at less cost. And for you, more Cen, See quueny eerites Ser, Cee Big Operation 


customers on the type of lamps needed 


profits. Feature the All-Year-Round KRESKY line. 


to make for harmony and efficiency in Mr. Olson did an estimated 
If interested in a dealership, write the home, and finds her services in million dollar business last y« 
steady demand by such customers. proximately 20 percent of wht 
KRESKY MFG. CcO., INC. She knows the Daytona Beach home _ in lighting equipment. This d 
styles and can quickly advise a cus- include the larger jobs of contracti!- 
540 H STREET PETALUMA, CALIFORNIA ; j . 





tomer on the kind of lamp needed for and installation, he says, but compt!s 
. . , : bed, hall, decorations, etc., and how principally volume of sales in lat 
The Best Known N gyri , Manag We ee 
ame in Oil Heating Since 1910 to obtain the most from lights with (Continued on page 138 
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Losing sales 


9-202M—FM, AM Radio-Phono. 
Contemporary design. Mahogany 








9-119—Compact power package. 


Rich tone! Walnut plastic. 


9-118W—Sleek, smart. High per- 


formance! 


Ivory finish plastic. 


because of a limited line? 


9-207M — FM, AM, 
Shortwave, Record 
Changer. 18th Century 
design. Mahogany 
Cabinet by Carrollton 


AY 


|| 


9-204—FM, AM Radio-Phono. 
18th Century styled. Walnut 


9-106W—Shortwave and AM in 
glistening Ivory finish plastic. 





9-113—Tuneful earful in any 
room! Gleaming walnut plastic. 


Division—ZVEO Manufacturing Corporation 
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AI New. 


compolole VA had 
CROSLEY Ge 


Sust (ut! fills every style 


and price need in your market! 


self-selling new models... 


MA feet in the door of sales 


You're face to face with the profit- 
makingest line in America today! It’s the 
all-new Crosley line of feature-studded 
FM-AM radio phonographs, table com- 
binations, table radios, portables and 
farm sets. 26 “big guns” aimed at ever) 
prospect in your market. No need for 
Crosley dealers to limp along with the 
bugaboo of /zmitations. Limited styles, 
limited models, limited price appeals 
Crosley dealers do business and plenty of it 
with a big name line that blankets the 
market. That's just ove powerful plus 
you'll find in the all-new Crosley line! 


PAVE THE WAY FOR SALES! 
build store traffic—speed up turnover! 


Your prospects are pre-sold with power- 
packin’ advertising in national magazines 
and newspapers, coast to coast. You tie- 
in to this sales push with dramatic, 
practical promotion materials and dis- 
plays keyed to your market . . . designed 
especially to tell the world you've got 
these terrific new Crosley values. Ad 
mats—displays—direct mail promotion 
that helps you cinch sales where it 
counts, right on your own sales floor! 
Don't miss out on sales with a line that 
isn't filled out to meet the ever-expanding 
needs of your prospects. Come along with 
Crosley—and watch sales soar! Call your 
Crosley Distributor for details about the 
Crosley 3 for 1 franchise! 


CROSLEY SPECTATOR TELEVISION RECEIVERS ARE 
NOW AVAILABLE IN ALL TELEVISION AREAS. 





Shelvador* Refrigerators e Frostmasters e Ranges 
e Radios e Radio Phonographs e Shortwave e 
FM e@ Television e Home of WLW and WLWT 














Millions learn the m 
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Tailored Woman 


Through consistent advertising in Good Housekeeping and Better Homes 
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and Gardens, millions of prospective range buyers are learning that the 


new SGE has everything, PLUS 


/, THis 


is getting talked _ 
benefit by putting 
into action in yen = 
floor. A flasher is bon 
magic. On, it's a S$ 
hide-oven mirror. 


about. 


&. 


SGE PLUS 


And you can get the 


5 Magic-Mirror 
window of on ¥ 
he oven demo 
-oven window. 


our store 
nstrates the 


Off, 


Cone” Ur 


@” Guaranteed by > 
Good Housekeeping 
> 


45 sevens SEF 


ORIOLE-ACORN-VULCAN 


STANDARD GAS EQUIPMENT CORPORATION 


BAYARD AND HAMBURG STREETS - BALTIMORE 30, 





feature 


it's a 








the amazing Magic-Mirror Door. 


CHECK THESE 
FEATURES, TOO 


1. Construction to CP standards. 


w 


soon O 


. Complete oven time and 


temperature control. 


. High, smokeless broiler. 
. Condiment set. 


- Smart, exclusively designed 


hardware and accessories. 


. One-piece turret top. 

. Dual-ring top burners. 
. Varied burner layouts. 
- Models for bottled gas. 
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Light Is His Life 
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and fluorescent lighting. In this 
field, Mr. Olson finds it profital 
stress the coolness of Suscescent be- 
cause of the eight months of su 
weather which Daytona Beach enjoys 

Mr. Olson has had notable ; 
in the entire appliance field, as well as 
in lighting. He is a veteran 
years in the business, opening his firs: 
shop in the Florida city back in 1923 
His sales policy is an easy-going 
He makes it rule 1 
with informing 
buyers that his only 
them pleased. 


a standing 
argue a customer, 


desire is to 


Name Calling Welcomed 


as a big old g 
“that’s 
because that’s exactly what I try to 
\t present, I’m trying to break n 
into the business the same w y.” 


“If they regard me 


natured Swede,” he says, 


The Olson shop is a modern, sti 
lined building so designed that the 
itself show 
heavy traffic 


acts as a window t 
which passes in front 
his place on busy Beach Street 


26 feet in width by 72 feet 
with large plate glas 

and cool blue walls. 1 
firm’s major lines are Universal, ( 
and Worthington ais 


measures 
in length, 


windows 


ley, ( ribson, 
ditioning. 





FRIGIDAIRE 
HAS IT/ 


| ue WOW 


MIRRO-MATIC 


| Deep-Well 
PRESSURE COOKER 





for pressure nehies! 





and pressure canning. 


See page 37 
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this 

his THE 
ohta 
escent be- 
xf summer 
ch el a . 
le su 

as Well as 
ran of 25 
ig 
k i )2 
en 
rming , a 
- Exclusive Floating Flame Burner* 
ned . 
Exclusive Modulating Control* 
that’ xciusive 
. . o 
i Gives You the Greatest Selling Features for Small Home Heating 
i\ 
ial Here is the greatest advance in the history of 
Hf? small home heating—an oil space heater that 
at ti ° ° . , 
gives completely automatic operation without 

ow | electricity while saving up to 50% in fuel in 
nn pilot burner operation! The Gopher pilot flame 
Street burns less than a gallon in 24 hours. Ordinary 
bv 72 burners consume two gallons in the same period. 
wlas Exclusive with American Gas Machine, the com- 


bination of the new Gopher low-firing Floating 
Flame Burner with Modulating Control enables 
you to sell a new standard in fuel economy, 
together with truly automatic operation! 


THEY SET IT IN THE FALL...FORGET IT ’TILL SPRING! 


Now, your customers just “dial the desired tem- 
perature” and let the Gopher’s Modulating 
Control do the rest! Its thermostatic operation 
without electricity holds room temperature vari- 
ation under normal installation to 2 degrees. 
(It’s optional for all models except the 4821.) 


a 


Notice to Dealers! & 


ee 
wire collect for your fr 


Write or — 
cD } \ copy of this catalog today it Y — 
| ~ - sributor has not already suPP 
mente mplete story on this 
| It gives yo 
anes line of Gopher He 
re 


; . w standard ; GO 
that are setting a ail nome heating. PH ER ! 


4 . 
eins 
b| of performane The Heaters Your Customers 


———e Will NOTICE and WANT... 
2 l 1 the Heaters with Features that 


Linas | Realy MEAN SOMETHING 
Amerscaw Gas Macnive COMPAWY 





you the co 















ining ALBERT LEA, MINNESOTA 
Countinucus Manufacturing Experience Since 1896 
y | 
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your Proctor Distributor 
to show you how to 





make extra profit with 
Proctor Irons. 














“ILL SAY ONE THING FOR THIS TELEVISION SET—IT’S IMPROVED THE CALIBER OF THE 
FIGHTS IN THIS PLACE!” 








Bring On Your Television 
















NEW 


“PROSPECT FINDER” 













from all over town 
Proctor 52-page book, 


brings in customers 


ffer free 
cee = to selected prospects who call 
5. You get cards and 


h Proctor Assortments. 


Post cards like 
“Jroning Can Be Easy, a“ 
at your store. Brings in 1 ou 


books free wit 


PROCTOR 


PROCTOR ELECTRIC COMPANY, PHILADELPHIA 40, PA. 
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“We knew we had a four-star attrac- 
tion and the undivided interest of the 
public,” says Mr. McDavid, “when a 
crowd began forming in the street out- 
side our show windows as soon as the 
telecast went on. In a few minutes, the 
crowd had reached such proportions 
we had to line them up and allow them 
to pass by one at a time. The line 
reached across the street and a good 
way down the block. 

“We had a great program lined up, 
with something for everybody. The 
best talent WAPI had available, in- 
cluding tap dancers, quartettes, news 
commentators, singers and speakers, as 
well as fighters from the Golden Gloves 
tournament, were on hand and were 
televised perfectly. In addition, the 
cameras in the ball room trained their 
lenses on unsuspecting persons at the 
dinner, providing good candid shots of 
local celebrities. All in all, the demon- 
stration was a great success and added 
considerably to the tremendous interest 
in television already evident here.” 


Newspapers Cover Event 


RCA retail dealers and_ invited 
guests saw the demonstration on the 
second and third nights, and the Birm- 
ingham newspapers covered the ex- 
hibits fully as spot news events, giving 
full coverage with large picture layouts 
to the demonstrations. In Mr. Me- 
David's opinion, the reaction of those 
who attended the showing, indicates 
conclusively that a heavy demand for 
television sets is in the offing. 

“The time is exactly right,” says Mr. 
McDavid, “for television to ride into 
the South. We are making plans for 
the distribution and sale of receiving 
sets in a dozen ways and we will be 
ready to go just as soon as one of the 
local stations gets under way. We 
anticipate that here in Alabama alone, 
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television sales during the first 
will amount to approximately two 1 
lion dollars—or about twice that 
radio sales.” 

Mr. MeDavid’s plans for the dis- 
tribution of television sets are thor- 
ough and complete. Already his fir 
has begun discussions with retailers 
about video franchises, and _ franchis 
torms are being worked out. McDa 
& Co. is the RCA distributor for t 
state of Alabama and northwest Flor 
ida and, according to Mr. McDavid 
manufacturers of RCA equipment | 
promised him full and complete 
operation in launching _ television 
throughout his territory. 

“We will distribute through « 
regular key dealers just as we 
radio,” says Mr. McDavid. “T 
method of distribution will of cours 
depend upon allocation and our k 
dealers naturally will get the 
sets. Fortunately, television will h 
been on the market two years by th 
time we get it, and most of the bug: 
will have been taken out of selling a! 
servicing, sales methods will be stan¢- 
ardized and the advertising field teste 

“We already have begun working 
with our dealers on the television pro- 
gram by keeping them supplied wit 
literature and by informing them 
the experiences of other merchants 
other cities. One major point 
trying to stress to them and 
will be stressed in our advertising 
that radio and television are two sep* 
rate factors and as non-competitive 
movies and the radio. Our promotio 
of television will be done as an mistitt- 
tional promotion. We are _ looking 
ahead at least a year and belie 
possibilities for television in Alabat 
are tremendous.” 

Mr. McDavid, one of the state: 

(Continued on page 142) 
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NOMICA\—Nesco’s two-way-action cuts current cost l!GHTWEIGHT—the Nesco weighs only 334 lbs. Made almost 


n and because no power is wasted by slow warm-up. The Nesco_ entirely of aluminum. It may be lifted easily with one 
advertising has no moving parts to wear out and require repairs. finger and carried to any room in the home. 
are two sepa: 
-ompetitive & E—the exterior never gets dangerously hot. Openings COOL HANDLE—the Nesco handle is made of plastic that 
her aramnetial are so small that children can’t touch elements. Low center insulates your hand from the heater. You can disconnect 
ae + pts of gravity makes the Nesco difficult to tip over. and move the Nesco without fear of burning fingers. 
are looking UTIFULLY ED—streamlined design and attractive RUSTPROOF—a welcome feature for customers who need The famous Nesco Elec- 
id believe t satin-aluminum finish make the Nesco the best looking heaters for bathrooms! The Nesco is constructed of alumi- trical Line includes Roast- 


n in Alaba eater you've ever seen. Harmonizes with any room. num so moisture and splashing water have no effect on it. ers, Casseroles, Nesco Chef 
Range & Broiler-Griddles. 


f the state: 


NATIONAL ENAMELING AND STAMPING COMPANY 


je 142) EXECUTIVE OFFICES: 270 N. 12th ST., MILWAUKEE 1, WISCONSIN 
SALES OFFICES: Merchandise Mart, Chicago + Candler Building, Atlanta + 200 Fifth Avenue Building, New York 
LANDIS! NG Ambassodor Building, St. Lovis + Western Merchandise Mart, San Francisco 
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IT WORKS BOTH WAYS 
















“Same insulation 
they use in the 
best commercial 
refrigerator 
cases!“ 
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“Same insulation 
they use in 
most home 
refrigerators 
today” 
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- P THERMAL 
.a swell feature to have 
_..a swell feature to sell INSULATION 












“FIBERGLAS is the trade-mark (Reg. U. S. Pat. Off.) for a variety of products made of or with glass fibers by Owens-Corning Fiberglas Corporation. 






















Bring on 
Your ‘Television 
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oldest and most successful radio deal- 
ers, is unusually qualified for his role 
as leader in the drive to “televise’ 
\labama. It is his claim, with plenty 
of evidence to back him up, that he 
staged the first football game _ broad- 
cast, as well as the first baseball broad- 
cast, in the South. A couple of decades 
ago, he recalls, when the Southeastern 
Conference had a ban on _ football 
broadcasts, Mr. McDavid, who was 
both an ex-newspaper sports writer 
and and an alumnus of the University 
of Alabama, called on Dr. George 
Denny, then president of Alabama, and 
presented his case for broadcasting. 
He did it so successfully that Dr 
Denny went to bat for him and soon 
the ban was rescinded. The broadcasts 
with Mel Allen—now a tops sports 
announcer—at the microphone, went 
on regularly thereafter. In the matter 
of obtaining baseball broadcast rights, 
it was an easier proposition. Mr. Me- 
David’s uncle, W. D. Smith, then 
president of the Birmingham Barons, 
granted him the privilege and he 
pioneered in putting the game on radio. 


FM Football 


Added to these events in radio 
pioneering, Mr. McDavid also recalls 
that his firm was one of the first in 
the South—if not actually the first— 
to sponsor a football broadcast on FM. 
During the past season, these broad- 
casts were staged regulagly. It was 
this love of sports, in fact, which gave 
Mr. McDavid the idea for the recent 
television demonstration in Birming- 
ham. 

“I went to the Sugar Bowl game on 
New Year’s Day,” he says, “and after 
seeing how successfully that event was 
televised, the thought struck me that 
now is the time to present television 
to Birmingham and to Alabama in con- 
crete form. We enlisted the help of 
Radio Station WAPI and of RCA 
officials and planned our demonstra- 
tion on the largest scale possible. The 
results were amazing and have spurred 
us to our greatest efforts to bring full 
television coverage to every key point 
in our territory.” 


Promotional Stunts Readied 


One of the promotional stunts now 
in the McDavid plan is to televise the 
opening baseball game of the season 
when the Birmingham Barons go into 
action. To do this thoroughly, Mr 
McDavid will set up approximately 25 
receiving sets in prominent places 
around Birmingham, such as 
Municipal Auditorium, leading hotels, 
clubs and other gathering places where 
as many people as possible may 
the game. Through this and other ex 
hibits, with the full cooperation he has 
been able to obtain from newspapers, 
radio stations, city officials, the Ch 
ber of Commerce and other groups, Mr. 
McDavid hopes to keep Birmingham 
and Alabama television conscious. 

“Down here, we have been first in 
the video field so far,” he declares, 
“and we intend to stay there. Bring 
on your television!” End 
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WITH FEATURES THAT SELL= 


EASY PROFITS FOR DEALERS 
GUARANTEED FOR TEN YEARS 


Compare White with any NAME in electric water 
heaters . . . PRICES . . . PROFITS . . . FEATURES 
(1) White protective magnesium anode . . . means long life 
tank. (2) Fiberglas Insulation—3'4 inches thick. (3) Heavy 
high-tensile steel inside tank galvanized the White-way, with 
absorbed durable zinc, inside and out. (4) Outside casing of 
heavy steel with baked enamel finish by modern infra-red 
process. (5) Single or Double Heat- 
ing Units. (6) Built-in Heat Trap. 
(7) Recessed Base—Toe Space Type. 
(8) Local Electrical Specifications. 
There's a White to meet requirements 
in any area. (9) Both Table Top and 
Cylinder Types in a full range of sizes. 











SPECIALISTS IN ELECTRIC WATER-HEATING SINCE 1930 
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CHAMPION 
LAMPS 


fit your business 
like a glove 


Every customer and prospect in your selling 
area needs lamps and lots of ’em. 

CHAMPION Fluorescent Tubes and Incan- 
descent Bulbs are manufactured and sold on the 
basis of maximum volume and profit for the 
Champion Lamp dealer. 


CHAMPION Lamps have the uniformly fine 


quality of performance that get you the repeat 























business. 


CHAMPION Lamps are easy to handle and to 


sell. No red tape or restrictions of any sort. At- 





























tractive, colorful packaging and point-of-sale dis- 








play material helps build top volume for you. 


You can make more money selling CHAMPION 


Lamps. 




















































































































CHAMPION LAMP WORKS 
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Lynn. Massachusetts 
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Telephone Survey of Television Prospects 





either arranges to bring over a demon- 
strator at a given time when the family 
is at home or offers to bring the family 
down to the studio. Table size demon- 
strators exist which are easily carried 
in or out of a home and with a tempo- 
rary antenna a salesman can put on a 
pretty good pitch to the assembled fam- 
ily. Naturally he chooses his time when 
there is the best program on the air. 
If he can, he tells the family that the 
portable is just a sample and invites 
them down to the studio to make their 
selection from a large set, preferably a 
If the family can’t afford a 
big job he is willing to close them on 
a table unit. And, incidentally, consoles 
are more popular than table units. 

3. The studio is fluorescent lighted, 
and has luxurious davenports scattered 


console. 


about, Terman’s have as many as seven 
television sets hooked up and ready to 
go, and frequently every one is turned 
on for the benefit of the prospect. Thus 
he can look over seven screens at one 
time, and select the set he likes best. 
the sales talk isn’t “Here 
ire all the good ones—you take your 
salesmen endeavor to 
ind out the customer's leaning and go 
to work on that preferen ‘e. If the 
iamily has had a happy experience with 
a certain brand of radio, there is a dis- 
tinct carryover in acceptance, Ter- 
man’s find. The firm carries G-E, 
RCA-Victor, Emerson, Farnsworth, 
Crosley and Motorola. 


Or course 


; co 
choice. Good 


Video Instruction 


4. Call backs on prospects who were 
missed on the first presentation can 
be accomplished by a clever angle that 
television is adapted to. At a recent 

eeting of the American Library As- 
sociation it was revealed that the most 
popular books deal with 

Television in Chi- 
ago is just beginning to discover that 
t is a very fine medium for instruction. 


nowadays 


‘how to” subjects. 


Che Terman strategy is going to be a 
cash-in on the dancing craze that Ar- 
thur Murray has found so profitable. 


With a book of diagrams of dance 
steps, the Terman salesman is very 
shortly going to be able to call on his 


prospects and say to them, “How would 
vou like to learn the rhumba by tele- 
vision? This book of diagrams shows 
vou the steps and you can lay these on 
the living room floor and watch your 
nstructor and go through them with 
him.” The idea was inspired by the 
fact that one club in Chicago recently 
enrolled 600 members when it hired a 
rhumba instructor. 


Other Possibilities 


It is quite possible for a “reduce to 
music” 
Wallace 


very 


program as made famous by 
over the radio, to become a 
television. 
and a lot of 


taught visually 


effective medium by 


Dressmaking, cooking 
other subjects can be 
at off and an 
housewives will await the instruction. 
\ll of this is grist to the mill of the 
salesman who wants to make callbacks 
on his prospects. 


Originally Terman’s farmed out its 


hours, eager group ot 
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installations and service, but it was dis. 
covered that a large central organiza- 
tion handling service and installations 
cannot give any personal touch. There 
is a distinct psychology value in being 
able to get on the job fast once the sal 
is culminated. This is equally true i; 
the matter of repairs. 

Today Terman’s still places 
stallation and service, but with a s: 
organization which gets on the job al- 
most as quickly as Terman’s own me: 
could. 

There has not been a tremendous lot 
of service demanded during the firs: 
year, Mr. Terman finds, although there 
are the curiosity calls that go 
with any kind of appliance. 


Ambassador of “Good Will’ 


} 
along 


For this sort of work Terman’s has 
hired an “ambassador of good will,” an 
ex-RCA-Victor serviceman whose ji 
it is to dash around and call on cus- 
tomers whose television units have just 
been installed. He checks over the job, 
has a long talk with the family, shows 
them how to operate. His work has 
one of the most surprisingly 
profitable angles of the business, Mr 
Terman For he picks up the 
names of a lot of friends and neighbors 
who tele- 
vision, and adds them to the prospect 
list. On service calls, he makes a habit 
of hopping out quickly and reassuring 
the owner in case there is going to be 
any wait. 

Terman’s has found it a good idea 
to put on exhibits at hotels, clubs, con- 
ventions or before any 
Plainly the idea in television is to dem- 
onstrate before groups, but in closing 
deals, generally speaking, a specific 
showing of how it will click in ones 
home is necessary. 

The market, as mentioned before, 1s 
turning to consoles. Families usually 
buy, experimentally, a smaller set thar 
they really want. The only trades that 
Terman’s have taken have been step-uj 
sales in which the family came in an 
exchanged a small table model for a 
larger console, with larger image 

While the average has 
around $350 or more, the $179.95 
torola table unit did a flash busi 
showing that as lower income group: 
are tapped, there will be a great 
more business. 


been 
says. 


have become excited over 


assembly 


sale 


\f 


Economy Appeal 


There is an economy angle to te! 
vision, Sydney Terman points out 
that it is much cheaper to entert 
the whole family at home with a t 
vision unit than to take the same 1 
It is this eco 
entertainment that is going to mal 
widespread in popularity. 

Then that 
below-the-belt appeal of 
Sporting evi 


the air 1 


ily to the movies, 


too, there is biolog 
present 
television programs. 
far 


successfully, and just 


nave so come over 
as the new 
per finds the sports page a day in 
day out essential in the lives of 1 
of its readers, so do these kinds of pro- 


(Continued on page 146) 
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® Retailers everywhere tell us that most 
of their toaster customers look for the 
“Toastmaster” name. Think what that 
overwhelming brand preference means 
to you. It means easier selling as more and 
more ‘‘ Toastmaster” toasters continue to 
come your way. You build good will when 
you sell the toaster that stays sold. And 
out of that increased good will you create 
new customers for many another item in 
your store. Yes, it’s worth a lot to identify 
yourself with the ‘““Toastmaster’’* toaster. 
For it’s the name folks know that makes 
profits grow. 





1, 


the NAME Bes leno 














the Now \OASTMASTER BEE 


*“TOASTMASTER"™ is a registered trademark of McGraw Electric Company. Copyright 1948, 
TOASTMASTER PRODUCTS Division, McGraw Electric Company, Elgin, 1)! 


NEW SUPERFLEX toast timer NEW EASY- LIFT HANDLES NEW POP- OPEN CRUMB 

guarantees perfect toast every are large, smooth, and TRAY makes this toaster a 

time. It automatically compen- curved to fit the finger tips. cinch to clean. Hinged 

sates for an unusually wide range Safe... sure-grip... always cool tray pops open at the push of a 

of voltage variation. to the touch. An exclusive Toast- button. No tricky catch, nothing 
master” feature to remove and mislay. 
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Telephone Survey of 
Television Prospects 


FREE PROMOTION KIT 
HELPS G-E LIGHTING DIFFUSERS 


Sell lee egy c.f 


@ There’s modern magic in General Electric 


oes CONTINUED FROM PAGE 144 emmy 


grams satisfy the greatest nu 
television families. 


Mothers Park Kids for Children’s Hour 


There is fascination in present da 
programs for children, Mr. Te 
finds. At the Winnetka store, th: 

a standing invitation to mother 
bring in their children and leave t 
while they go shopping. The 
gather around a television set, and th: 
store manager becomes a baby tender 
for the space of a half hour or so 
eternal fascination of a Punch and Jud 
show grips today’s youngsters just as 
it enthralled European peasant; 
centuries. 

No rose is without its thorns, 
ever, and Mr. Terman feels that 
short discount on television is a | 
‘ap. It costs him around 28 percent t 


plastics lighting diffusers ... sales magic! 
Attractive G-E shades and reflectors appeal 
to customers who want soft, glare-free 
lighting in their homes. And who doesn’t? 
They pack extra sales magic because they're 
so easy to keep clean .. . fit a variety of 
fixtures ... modernize lamps and rooms. 
- When you order General Electric diffusers 
you'll want to get your magic sales-maker to 
stock and sell these profitable items. Write 
for your free Sales Promotion Kit. You'll be 
amazed at what an eye-catching, compact 
display you can make with it. Restock it ints aad a acs daa aa 
ducive to happiness. However, 
Terman feels that with competitio: 
longer discounts are very shortly 
to be forthcoming. The salesman 


with ease ... and you'll have to, once cus- 
tomers start coming back for more General 


Electric plastics shades and reflectors. 


Mail coupon for catalogue of diffuser ; 
10 percent commission basis does 


stvles: you can order in quantity for immediate es ; 
yles; you c | } well if he sells around three or four set: 


delivery. Your magic Sales Promotion Kit 
will be included. Plastics Division, Chemi- 
cal Department, General Electric Company, 
1 Plastics Avenue, Pittsfield, Massachusetts. 


a week. During the past year, w 
merchandise was scarce and the bu 
ness a pushover, no true picture ot 1 
sibilities has been arrived at. 

But it has been established 
qualification of prospects is necessary 


to save the salesman’s time in miaking 
calls, and chances are that teleph« 
survey or preliminary warm-up is go- 


ing to become the nub of television op- 
eration. 


Go Outside, Young Man 


The individual who has an outs 
sales organization and is going to wot 
and build up prospects is going to g 
the business, Mr. Terman feels 
does not believe that those outfits \ 
depend on store window or advertising 
displays to present the merchat 


Pee’ with the price alone doing all the 
ing, are going to cut much of a fig 
r € , 
o 
pocccoce n-ne 
= 


Plastics Division (Z-8), Chemical Department 
General Electric Company, 
1 Plastics Avenue, Pittsfield, Mass. 
© Please send me free catalogue and new 
price listings on G-E plastics lighting 
diffusers. 
0 Please send me free kit of promotion 
material and sales aids for G-E diffusers. 


Name 



























_) —_————e 
Address— 


City Ol 













State 
Please indicate type of firm. manufacturer.... wholesaler.... retailer... 


GENERAL J ELECTRIC 


CD4s-E3 

















Wer (ler 






“EVERY HOUSEWIFE | CALL ON HAS ALREADY 
WON ONE OF OUR CLEANERS ON OUR RADIO 
QUIZ PROGRAM!” 
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MORTON 
CABINET SINKS 
HAVE EVERYTHING 


























Compare their QUALITY—you'll find none better! 
Tops die-formed in one piece; finished with acid-re- 
sistant vitreous porcelain enamel in three coats, fired on. 


Cabinets of heavy-gauge, cold-rolled furniture steel, elec- 
tro-welded and braced for added strength; Bonderized for 
rust resistance; heavily enameled. All fittings chrome 
plated, except crumb cup strainer of stainless steel. 


Compare their STYLING — it sets the pace! Their 
beauty of design has been the “hit of the show” . . . eye- 
appeal combined with usefulness and work-saving con- 
venience which add up to leadership. 





Compare their FEATURES—they’re exceptional! 
Two bowls, two drainboards—double utility; 4-in. back 
splash . . . anti-splash rim in front; full-width utility 
ledge, with two soap recesses. Latest-type aerated, non- 
splash faucet; 4-ft. extension rinsing spray. Drawers‘and 







compartments provide removable divider for cutlery .“*?*" 


maple cutting board ... sliding, plated-wire pani shelf. . . 
bread drawer, with ventilated top . . . plated-wire rack 
for cleaning materials .. . garbage container, with self- 
raising lid... towekbar ... 8.48 cu. ft. of usable storage 
space. . ’ 


Compare their SALES ADVANTAGES—see your 
Morton Distributor! Dealer-minded merchandising 
policies and the customer appeal of Morton Sinks, the 
original Pantryette, and Morton Base Cabinets have kept 
this line oversold since its introduction. A Morton Dealer 
Franchise is buyers’-market insurance. 


MORTON MANUFACTURING COMPANY 


5125 West Lake Street ° Chicago 44, Illinois 
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FASTEST SELLING 


because they’re 


FASTEST WORKING 


/, ° 4 
INLAND / yle [OUCH ICE CUBE TRAYS 


free ALL cubes instantly 


There is no other ice cube tray like it! You fuss or bother such as you find with ordinary 

simply lift the “Magic Touch” lever—gently. _ ice cube trays. 

There are your ice cubes all separate, free So, for real selling help, be sure to have 

and dry in the tray. Use one or more cubes — the demonstration value of Inland “Magic 

now. The rest are instantly ready later. Touch” Ice Cube Trays. Insist that your new 
That’s all there is to it. You do not have to __ refrigerators come equipped with them. 


handle and twist icy blocks of frozen cubes. 
There are no unhandy separate ice recep. | INLAND MANUFACTURING DIVISION 


tacles. There are no dropped cubes, no muss, General Motors Corporation, Dayton, Ohio 


© ICE TRAYS wy BebAN 
— 


ew 
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| Specialty ... 
Washers 
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desired to set up house ceeping. Whik 
not exactly a part of the appl 
department, the unit nevertheles 
responsible for the sale of a good deal 
of kitchen and household equipment 


Department Is Complete 


The appliance department of the big 
store is complete in every respect, with 
first class radio and record depart- 
ments, model kitchens and several at- 
tractive displays of small appliances 
Recently, the store owners purchased 
a five-story connecting building which 
will be converted into an annex 
mediately. The appliance department 
will occupy the entire first floor of the 
new building, according to Mr. 
Krechel, giving it five or six times 
more space than it now occupies on 
the fourth floor. 

The store’s new department is sched- 
uled to be in operation early in 1949 
and is expected to be one of the most 
modern appliance centers in the South. 
At that time, Mr. Krechel expects to 
show a considerable increase in volume 
sales for the department, which even 
now is in the million dollar class. 


, 


r 7 





STATE 
HAS IT! 


THE View 


MIRRO-MATIC 


Deep-Well 
PRESSURE COOKER 

















for pressure cooking/ | 





and pressure nates! | 





See page 37 
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Model 60-A 
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HOT BOY offers you the greatest merchandising opportunity 
today, Mr. Dealer. Low original cost and low operating cost 
make it the buy in modern heating today. This sensational gas 
heater is sold like other major appliances. There are no trade-in 
worries, no installation troubles to beat down your profit margin. 


Outstanding features distinguish and se// this fine, modern unit. 
For instance, an extra-heavy steel, streamlined tubular heat ex- 
changer is brazed instead of welded for super strength, and 
designed for maximum heat radiating surface. A large sixteen 
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Fully Automatic 


A SUBSIDIARY OF THE COR-O-AIRE HEATER CORPORATION 
CLEVELAND 15, OHIO 






DEALERS! 


You will want to sell 
the post-war HOT 
BOY. Here’s why! 
HOT BOY assures 
sales 52 weeks a year 
—a packaged major 
appliance for homes, 
apartments, and 
cottages as well as 
offices, shops, and 
business places of 


all types. 


FOR ALL TYPES 
OF GASES 








inch slow speed high air volume delivery fan circulates warm 
filtered air, and there is an abundance of that air, clean air..... 
Thousands of HOT BOYS are today heating homes, apartments 
and business places of all kinds with unbelievable satisfaction. 
All the construction and performance features plus outstanding 
economy make HOT BOY a top item for the aggressive dealer. 


Your market is unlimited with HOT BOY. Tens of thousands 
of out-moded, inefficient heating systems are crying for replace- 
ment ....and the gigantic new construction market is 
your opportunity. 

Delivery now —no waiting. HOT BOY is shipped complete in 
a package and installed as easily as a gas range with a minimum 
of service. Write for the complete story and merchandising plan 
on HOT BOY. Don’t miss this double-take on profit. Get set 
with HOT BOY. 


= 
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WESIX MAKES NEWS 


WITH NEW SAFETY FUSE 








NEW WESIX FEATURE TO BOOST 
ELECTRIC WATER HEATER 


Here’s a new exclusive sales advantage to help you sell 


SALES 


more Wesix electric water heaters. The double pole ther- 


mostat with new patented thermal safety fuses offers your 


customers double protection. Eliminates necessity of 


relief valves and materially cuts installation costs. Tell 


your water heater prospects about this extra safety and 


savings. There’s never a worry with 
Wesix, the safest water heater in 


the world. 


OTHER EXCLUSIVE 
WESIX FEATURES 


Two-pole thermostat 
sides of circuit if tank overheats or 


runs dry 


Wesix combined heating unit and 


wiring. Easily removable for adjust- 


Wesix uses more insulation to keep 


thermostat requires only minimum 


ing or servicing 


heat in tank. 


Kuow why — more Cay 
\¥) 


opens both 





WESIX ELECTRIC HEATER CO. 


390 


Seattle «+ 


> PAGE 


150 


rouee OT, 


Portland «+ 


SAN 
los Angeles + Chicago + 


Write Department W4 For Full Information 


FRANCISCO 5 


Huntsville, Ala. 








They Joined to Advertise 





of such-and-such an item if Bartel’s 
only bought 20! It would be 
even dangerous to attempt to 
pawn off a 34 percent discount on one 
of the Ten while allowing 38 percent 
to another of the group. In short, so 
far as the Big Ten is concerned, ille- 
gitimacies and malpractices are out. 

In the day-to-day running of their 
businesses they turn to each other for 
help. One member was having trouble 
with television sales. Many customers 


really 


more 


seemed genuinely afraid to buy be- 
cause they had heard or read or hoped 
that with would 
soon be on the market at lower prices. 
And because the dealer kind of thought 
so too, he couldn't put up a very con- 
vincing sales argument. But another 
member had studied television pro- 
duction ; he knew what it meant to tool 
up for and turn out bigger cathode 
ray tubes. He knew something about 
production costs and techniques. When 


sets bigger screens 


he explained this, on request, to his 
fellow that able 
to tell his customers why they couldn't 


member, dealer was 
reasonably expect bigger screens and 
lower prices at a moment’s notice. His 
sales curve took an turn 
for the better. 

That’s a simple enough example, but 
it did help one dealer save hundreds 


immediate 


of dollars in sales. Similar exchanges 


of information are made at every 
Thursday meeting 
Says one of the newer members: “I 


was frankly flattered when I was called 
ind asked to join the Big Ten. It has 
a tremendous benefit to me, not 
advertising, but 
of in- 


been 
mly because of the 
ilso because of the exchange 
rormation 4 

Says another: “We are all glad we 
\nd, you know, we are 
“l at how much we have gotten 


ire in it 


\ third, Charles Gerhard, who has 
Glenside and Ambler: “It’s 
been one of the most valuable affilia- 


stores 


ever made in business.” 

appliance dealers being 
people, all is not sweetness and light at 
Big Ten meetings. They fight, they 
they stand up and yell at one 


tions l’ve 


| lowe cr, 


argue, 
inother—which is really the beauty of 
their organization. It’s completely 
dlemocratic. 

\t these meetings they plan, with 
Ed Shapiro, their advertising agent, 
advertising for a month ahead. One 
man is appointed chairman, a position 
which is rotated weekly. There are no 
At dinner they are 
a jovial gang. They tell so many good 
jokes and have such a whopping good 
time that there is no warning for the 
newcomer as to what will follow. 


permanent officers. 


Battle For Harmony 


Then they start to talk business. One 
wants to advertise a certain make and 
model television set in so much space 
in such-and-such newspapers. That’s 
the call to battle. Another, after a few 
well-chosen remarks about the propo- 
nent’s knowledge of the business, puts 
in his own bid for a 600-line ad on an 
automatic washer in two other papers. 
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New Console Mode! 
WITH 52 SO. IN. SCREEN 


°369. 


MODEL 721 TCs 












‘Pree 
DEMONSTRATION 
im YOUR GOWN HOME 







CONVENIENT 
CREDIT TERMS 
ARRANGED 
TO suit You 





SAMPLE of Big Ten advertising is thi 


typical television message. All Big Ter 
ads carry names and addresses at the 
bottom 


\ third thinks maybe that’s all rig 
but the ad-should appear on Thurs 
instead of Friday. Round and row 
When they get through t 
have, surprisingly, 


they gO. 
agreed and, ev 
more surprisingly, returned to c 
plete amicability. 

One result of this open-forum 
jority-rules policy making has beet 
that 
been considered by individuals. One 


open up media might not 


Philadelphia’s supposedly weal 
newspapers has, as an example, be 
discovered by the group as a go 
place to advertise. Now they adverti 
in all of the city’s papers 

Because mutual advertising deman 
agreement on copy, the Big Ten ha 
had, perforce, to find a common meet 
ing ground on such matters as install- 
ment buying terms. 

Most of them, of course, sell prett 
much the same brands of merchandis 
It would be virtually 
agree on products to be advertised 
they did not. 

Occasionally they run a joint p1 
motion on specials. Not long ago the: 
disposed of a stock of record changers 
with a limited public acceptance. The 
all sold them at a profit. 

Sometimes one member 
has a market for an item that anoth 
member can’t sell, takes it off his 
hands. It can’t be labeled trans-ship- 
ping because both are franchised de: 
ers. There’s no price-cutting involvé 
because the relieving dealer pays t 
regular dealer cost. It simply amou 

(Continued on page 152) 
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Disturbed because most home Losing business because your Bothered because customers Sad because you're not getting 
freezers are priced too high for freezers are sized too big for won't buy freezers that rob them your share of home freezer 
your market? most kitchens? of handy table-top space? sales or profits? 


FROSTMASTER FRANCHISE 


world’s easiest-to-sell ——S— 


Oo 
home freezer Ly 


You can count on the Crosley Frostmaster as a profit and 


traffic builder. It's the most popular home freezer on the es) 


market—has already proved itself in thousands of homes. 


Here are three sound reasons for its popularity: 


PRICED RIGHT et ee | 
The greatest value in the home freezer field— tit uo WS 


priced within the budget of every home. That “oe 
means virtually every kitchen in your vicinity 


is a prospect for a Frostmaster. 


SIZED RIGHT 
Fits right into any kitchen. Capacity: Over 
100 pounds of frozen foods—3.2 cubic feet. 


“a4 EXTRA TABLE-TOP SPACE 


-en 

on meet Gives the housewife handy, extra work sur- 

S insta face with easy-to-clean linoleum top. Fits 
, flush to other kitchen appliances. 

‘ll pre 

~handi 

ssible 


rtised 


wast MADE BY THE MAKERS OF THE FAMOUS CROSLEY SHELVADOR* REFRIGERATOR 
change! 


ce. Tl 


oe > ; Shelvador* Refrigerators ¢ Frostmasters « Gas and 
off | Electric Ranges © Radios e Radio-Phonographs * FM 


ans-sh 
sed de 
involve 
pays t 
amoul 
2) 


Television © Shortwave e Home of WLW and WLWT 
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Of course you’re a range salesman .. . not 
a hotel chef. But just because you don’t 
wear a high white cap, don’t let that blind 
you to what your prospects want to buy: 


It’s not streamlined design, nor fancy 
latches on the oven door. It’s not this 
gadget nor that gimmick, either. What 

Mrs. Range Buyer really wants is a machine or device 
for cooking. 


So why not talk to her as if you really could put on 
a white cap? Show her the surface cooking units. 
They're what she'll use three times a day after the 
range is in her home, so call her attention right now 
to their importance. 


For they are important... mighty important. And 
when they’re sheathed in INCONEL,* these important 
adjuncts of good cooking performance work for you 
in helping her make up 4er mind. 


What an edge they give you over the poor fellow 
who has to explain why his range doesn’t have ‘em! 


Any woman can understand how much Inconel 
Sheathed Heating Units mean to her. Fast cooking. 
Life as long as the range itself. No rust, never. No scale. 
No warping. No cracking. No, not even when top-of- 
stove accidents happen, and liquids spill or boil over 
on red-hot units. 


These reasons appeal to women. Put them in the 
frame of mind to buy ranges with Inconel Sheathed 
Heating Units. Explain, too, why millions of them are 
in use today, and why so many leading range makers 
standardize on Inconel Sheathed Heating Units. 


*Reg. U.S. Pat. Off 


THE INTERNATIONAL NICKEL COMPANY, INC. 
67 Wall Street, New York 5, N. Y. 


They Joined 
to Advertise 
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to good business and good cooperation 

So far the Big Ten hasn’t done 
much group buying as such, but they 
do plan to take advantage of bargains, 
advertise as a unit, and sell as indi- 
viduals. Such an item as television 
tables, for example. One member 
might discover that there are 500 such 
tables available as distress merchandise 
at a lower than usual cost. He buys 
his 50 and the other nine in the group 
each buy their 50. With the power of 
their collective advertising and their 
collective prestige behind the promo- 
tion they stand a good chance to sell 
the tables at a profit. 

And because they are the Big Ten 
and have built up a reputation both 
among manufacturers and consumers, 
they get plenty of opportunities to put 
their collective energies to work at the 
introduction of new products or at the 
disposal of weak ones. 

When they do buy to stage a spe- 
cial promotion, all members agree in 
advance to follow the unwritten rules: 
no boraxing, no switching of products. 

As a matter of fact, the Big Ten 
have no written rules whatever. Those 
unwritten are iron clad. Perhaps the 
most stringent is that on attendance. 
Every member is expected to be pres- 
ent at all meetings. Anyone absent 
frequently enough to indicate a lack of 
interest is summarily dropped. Two 
prominent firms, who were willing to 
pay their approximate $100 a month 
dues and to go along with anything 
the group decided, but who didn’t want 
to attend meetings, were politely but 
firmly asked out. 


Greatest Strength 


Therein lies one of the group’s 
greatest strengths. To arrive at the 
best decisions in every instance, 
all ten heads are required. By com- 
plete participation, all misunderstand- 
ings can be avoided. With notable 
wisdom, the Big Ten early realized 
that absentee management wouldn't 
get the results they wanted. And they 
are backing up that realization. 

It is probably true that the success 
of any venture can be measured by its 
imitations. The first known disciples 
of the Big Ten advertising theory are 
the recently organized Big Eight in 
Detroit, who, at this writing, had al- 
ready run two large cooperative adver- 
tisements with notable success. This 
organization plans to meet monthly 
and will run cooperative ads about 
twice a month. 

Success is certainly evident when, 


a Seen | at a cost to him of only $10, a dealer 

Biscin | can get the benefit of a $200 advertise- 

= aes | ment, half the cost of which is under- 

written by a distributor. Moreover, 

such an advertisement puts the dealer 

L E T ficone HEL p YO U SEL L on the same competitive merchandising 


plane as the department stores and 
large chains. 

In this, the Big Ten’s second year, 
the group expects to nearly double its 
advertising budget. It will spend about 
$50,000 and, judging from past per- 

| formance, the returns will be worth 
| the money. End 
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Pe, Vitus of Voli 


FOR WESTINGHOUSE DEALERS 


Picture the profit the Westinghouse Dealer gets when his customers 
spot this gorgeous console! It’s the new, low-priced Westinghouse 
190, an FM-AM radio-phonograph combination, clad in a sleek- 
lined modern mahogany cabinet, and packed with all the features 
salesmen need to make sales easier. It has exclusive Westinghouse 
Plenti-Power for true-to-life performance . . . superb Westinghouse 
Rainbow Tone FM, the quietest, most static-free FM ever de- 
veloped . . . plus a honey of a record player that handles 10- and 12- 
inch records smoothly, quietly, automatically. 


Note To Rapio DEALERs: This is just one example 
of the many feature-packed Westinghouse Radios 
that build sales and profits for Westinghouse 
Dealers. If you don’t handle Westinghouse 

Radios, get on the bandwagon today! 


HOME RADIO DIVISION 
WESTINGHOUSE ELECTRIC CORPORATION 
SUNBURY, PA. 
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AUTOMATIC WATER HEATERS 


mean MORE BUSINESS! 




































WATER 


TABLE TOP 


E ELECTRIC 
NES tt HEATER 


The new “convenient package” PENNSYLVANIA Table Top Automatic 50 Gallon 
Electric Water Heater—-measures 25 by 25 by 36 inches high-weighs only 300 
pounds—provides EXTRA work surface! 


AUTOMATIC 











GALLON 





















gon O8 4 tung a 

* Guaranteed by = 

Housekeeping 
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Performance and Quality tested, and backed by a 
master cooperative Advertising-Merchandising Plan. . . 
PENNSYLVANIA Automatic Electric Water Heaters are 
acclaimed the hit of the season by dealers—and home 
owners—everywhere / 
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FOR CONTINUOUS GAS PERFORMANCE 


| PENNSYLVANIA Automatic Gas Water Heaters are 
A.G.A. approved, engineered for trouble-free op- 
eration—economy, efficiency, and safe operation. 


FOR EXTRA SALES 


Sell both Gas and Electric Water Heaters with 
ONE Franchise — PENNSYLVANIA. 
















FREE! “The New Pennsylvania Pocket Look” 


66 Years of Know-How’ 


























PAGE 154 








HEAVY PROMOTION of radios, records (television, now), and photo sup 
plies is concentrated in radio advertising; Mary Jane Stone daily prepares 
listing of recordings for local station, and store gets free plugs. 


Photo-Supplies as a Traffic Builder 





“is reasoned like this: In the majority 
of instances, people interested in the 
latest model radio, an expanding rec- 
ord library, or a television receiver, 
are also liable to take an interest in 
cameras and darkroom equipment. 

“We call this, on the part of our 
customers, being ‘leisure-minded,’ and 
this store’s merchandising activities 
have been focused on people who are 
inclined to be leisurely in habit, or who 
will spend more for the pleasure they 
derive from radios, television, records 
and photography than they'll spend for 
comparable merchandise of a different 
type.” 

Fargo must be thinking straight, 
because radio and record sales in his 
store are even with or better than any 
quarter last year, with °48’s first 
quarter under the wire. Television 
receivers are moving satisfactorily and 
photographic supplies are expected to 
gross $50,000 in their first year at this 
outlet ! 


ot 


Reasonable Outlay 


To make sales floor changes and in- 
stall fixtures and merchandise, Fargo 
reports an expenditure of about $10,000 
toward his new photographic depart- 
ment. It is not a spectacular outlay, 
but substantial and thorough-going. 

It is stocked to sell to all photo- 
graphic “bugs,” be they of an amateur 
or professional inclination. Nationally 
advertised films, 


developing com- 


pounds, printing papers, cameras, en- 

largers and photographic accessories 
, 

ire handled. 

\n entire corner of the sales floor, 
with its counters right-angling 
ibout 20 ft. each in length, constitutes 
the department. One-third the 


show-window single 


and 


of 
store’s space, a 
section to the left of the store entrance, 
is confined to regularly changed dis- 
plays of photo supplies. 

Considerably more of the store area 
is given over to radio, television and 
record displays and sales. 

“Since we aim to draw the ‘leisure- 
minded,’ we have made store atmos- 
phere appeal to the take-it-easy, lei- 
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surely shopper,” said Fargo. “This 
called for installation of automatically 
controlled air-conditioning to maintain 
a comfortable temperature regardless 
of the weather. 

“If the customer is at ease here, he’s 
more likely to linger, look around 
all our merchandise, and spend money.” 

The new department was in opera- 
tion only a few weeks when Fargo 
noted that store traffic was showing an 
appreciable increase. All lines 
“clicking.” 

For the record, photo supplies are 
their The 
occupy 1s even considered to 


were 


space they 


be on 


on own here. 
rental basis, and when and if sales in 
this department don’t warrant the 
square taken up, something 
will be done about it. 


footage 


Radio Station Tie-In 


We mentioned earlier that at the 
end of °47, Fargo decided to promote 
radios and records beyond previous 
efforts. This promotion was worked 
out, and continues, with a neighborhood 


radio station, WSRS (both ordinary 
and FM broadcasting), and was out- 
lined as follows: 

Six days of every week, Euclid 
Radio sponsors a ten-minute musical 


program, beginning at 5:30 p.m. These 
broadcasts are staged with the coope1 

tion of RCA, 
RCA merchandise that 


since it is principally 
is advertised— 


records, radios and television, 
Supplies Records 


On another tack, Euclid Radio da 
supplies WSRS with records, new 
old, that 
This daily 
studiously 
Stone, a store e 
She tries to keep her selections in lit 
‘orded mus 


used on other broadcast 


are 
allotment ~ records 
prepared by M ivy Jai 
xpert on recording 
with national trends in re 
classic or popular. 

In return for this WSRS 
gives Euclid Radio, gratis, 24 spot 
nouncements a week. These advert 
ing intervals are open to any m« 
chandise in the store. 
(Continued on page 156) 
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EXCLUSIVELY COMPOUNDED 


NEW! FOR t ELECTRIC DISHWASHERS! 
> 


A BRAND-NEW, SUPER-DETERGENT 


| APPROVED BY LEADING he E  y 
“* ] DISHWASHER MANUFACTURERS! — ji LE ¢ T 


ow! Economics Laboratory, Inc., for 20 years makers 
N of famous Soilax, offers you and your customers a 
wonderful new electric dishwasher detergent compound— 
Electra-Sol. Brand-new, different, Electra-Sol has been 
rigidly tested these three ways: 
“TI 


maticalls Laboratory-tested: Research chemists have been de- 

naintain veloping and improving Electra-Sol for years. They are 

gardless confident it represents the finest electric dishwashing 
compound that can be made. 















Dis HWASHING COMPOUND 


ere, he’s 


tial os Industry-tested: The nation’s leading dishwasher man- 
annoy * ufacturers put Electra-Sol through the toughest tests 
n opera- they could devise. Result? These companies approve 
1 Fargo Electra-Sol for use in their machines! 


wing an Consumer-tested: Electra-Sol has been pre-tested by 


suihciaa hundreds of dishwasher owners. They say it’s tops! 


plies are Stock, display Electra-Sol now! Assure greater customer- 
ace they satisfaction—fewer service calls. Boost store traffic, get 
be on a more chances for more appliance sales . . . and make extra- 


sales in profits with the extra-high margin on Electra-Sol! 


CHECK THESE POINTS OF 
| ELECTRA-SOL SUPERIORITY! 


promote 1, Manufactured by Economics Laboratory, Inc., makers 
previous of sorLax, and based upon more than 20 years’ research 
; worked and experience in the manufacture of commercial dish- 


hborhood washing compounds for hospitals, hotels, restaurants. 
ordinar) 


‘ant the 
mething 


Ld 


in . Approved by foremost makers of electric dishwashers! 


we 


. Produces healthful, sparkling, thoroughly -sanitized 


Euclid . ‘ 
sar dishes with low bacteria count! 


* mus 


m. These 4. Prevents formation of film on dishes and machine! 
* COL ype 1 


LF | 


Keeps dishwashers clean and odorless, drains free and 


vertised— open. (This means fewer service headaches for you!) 
le 


rincipa 


6. Does not cake in box—always free-flowing and easy 
to use! 
; dio da . . . 
’ eect Economical! Costs little and “‘A little does a lot!” 
roadcast 
¢ cords ™ Bs - 
iry J ; ad . " “a. ' - 
Ordinary cleansers combine with calcium and magnesium in hard water to 

cordit e ORDER ELECTRA-SOL create insoluble sludge, or precipitate, which clouds glasses, films dishes. 
is in ine 


f - E -Sol forms clear, free-rinsing s ion, thus leaves 
led mus FROM YOUR DISTRIBUTOR |. ree 


If he can’t supply you, send us his name today. 


/ 
Bie a 





e, WSRS WHY ELECTRA-SOL DOES NOT MAKE SUDS! 

+ i NOTE TO DISTRIBUTORS: Electra-Sol is fully 4 inoue Set is also poneniey. Set also create pump vacuum, overflow 

, advert 4 . cushion and retard the striking force _ the door, etc. Only a nonsudsy com- 

any mer- guaranteed by the makers ns f SOILAX. Economics of the spray of water within dish- pound, like Electra-Sol, enables 
. «Laboratory, Inc., St. Paul, Minnesota washers. An excessive amount may dishwashers to operate efficiently. 

56) 
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You have a real plus tha rings the bell with Mrs. Buyer 
when you can demonstrate the TK Monotube. The exclusive 
swivel-arm and single tube construction are easier to sell than to 
sell against. 


The unit can easily be moved to an upright position—even when 
hot. Spilled foods no longer need be left in the pan, to smoke 
and harden, until the unit is cool. Greater heating efficiency and 
longer life are assured by the monotube, Faster Cooking results 
from the increased utensil-contact area. Lower Cooking Costs are 
assured year after year—the heating element stays flat, maintains 
its original efficiency during the life of the unit. The Monotube 
is a feature you can SELL. 


FOR REPLACEMENT USE, TOO! 


Monotube units are being used for replacements in virtually 
every type of electric range. Ask your distributor about the Mono- 
tube Pack. Or, write us for a copy of the new Monotube Replace- 





ment catalog. 





MONOTUBE “cies cloue/ 
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Photo Supplies as a 
Traffic Builder , 


eee CONTINUED FROM PAGE 154 cums 


“So we tie our photo supplies adve: 
tising in with our entire radio promo- 
tion,” stated Fargo, “by plugging 
photographic items as needed on these 
spot announcements. This doesn’t cost 
us any more, of course, than if we 
stuck to our original radio and record 
advertising. 

“We've given up newspaper adver- 
tising altogether, because for a busi- 
ness like ours—again that ‘leisure- 
minded’ idea,—the radio advertising 
works best. I’ve watched results 
closely, and found this to be so.” 

Fargo admits he didn’t know beans 
about photo supplies before launching 
his new department. The extent of his 
experience with cameras, he related, 
consisted of removing or loading film. 
He emphasizes, however, that he was 
surprised at the ease with which he 
was able to “get the hang of it,” or 
understand photographic problems and 
supply merchandising. 

His present setup is proving out so 
well, he said, that he might make alter- 
ations in the near future—for bigger 
departments for all lines. End 
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HAS IT/ 


THE View 


MIRRO-MATIC 


Deep-Well 
PRESSURE COOKER 





for pressure nation! | 





and pressure canning. | 
. | 

See page 37 | 

| 
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Watch these irons get up and go! 


LOW INVENTORY! HIGH TURNOVER! QUICK PROFIT! 




















General Electric 
F-23 


“VISUALIZER” IRON 
retail °11.95 including tax 


This General Electric *Visualizer™” Tron is the iron 


so many women prefer... 
Here’s one mighty good reason for this: 


This is the latest of a long line of General Electric 
Irons that so many women through the years have 
learned is always dependable, always efficient. More 
than 24 million G-E lrons have been sold to date! 

Besides, your customers will go for the “light that 
says when,” the convenient *} isualizer Fabric Dial.” 
the light weight, and the over-all ironing efficiency. 
Furthermore, some women report that they cut 


1 


ironing time up to !4 with this new General Electric 


* |} isualizer” Iron. 


Place your order today! 


ER a eS ae 


General Electric 


COMBINATION 


DRY AND STEAM IRON 
retail °17.95 including tax 


This is the streamlined General Electric beauty 
that’s two irons in one... an automatic dry iron and 
an automatic steam iron. 





The General Electric Combination Dry and Steam 
lron permits your customers to iron half their clothes 
without dampening. Wrinkles steam out as the iron 
glides over lightweight fabrics. 

Note, also, that this General Electric Tron has no 
bulky boiler. Instead, water—one drop at a time— 
turns into steam as the iron is used. This streamlined 
iron will sell itself. 








Make way for the General Electric Combination 
Dry and Steam Iron! Order today! General Electric 





Company, \p pliance and Merchandise Department, 
Bridgeport 2, Conn. 





Prices subject to change without notice. 


GENERAL @ ELECTRIC 
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“EACH SALE 
OPENS THE DOOR , 
FOR MORE” 


“SELL ONE 







“EVERY SALE 
PAVES 
THE WAY 
FOR OTHERS” 


Please read the above statements again! 








Know what they mean! They mean that 
every time you sell a Gibson Kookall elec- 
tric range, you start a chain of additional 





sales! The new Gibson is so startling, so 
feature-packed, that friends and neigh- 
bors who see it—admire, exclaim and buy! 
Start your profit-chain going NOW! 


Wiason 


ELECTRIC RANGE WITH NEW UPS-A-DAISY 






RANGE SELLING KIT 
MAGAZINE AD REPRINTS 
NEWSPAPER AD MATS 
24 SHEET POSTER 
UPS-A-DAISY LAPEL PIECE 
DISPLAYS 


BSON REFRIGERATOR COMPANY 
GREENVILLE, MICHIGAN 


GIBSON DEALERS! 


WATCH FOR THIS AND OTHER GIBSON ADVERTISEMENTS 


SAT. EVE. POST, July 17th * LADIES’ HOME JOURNAL, August 
GOOD HOUSEKEEPING, September*BETTER HOMES & GARDENS August 
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A Clue to 
Dishwasher Prospects 


oes CONTINUED FROM PAGE 51 





dishwasher because it cleans up party 
dishes quickly without fuss or bother 
Our customers are in the habit of wash- 
ing dishes at every meal and pots and 
pans, too. On the other hand, we don’t 
tell them that the dishwasher will scour 
pots and pans, and suggest that only 
aluminum utensils be put in. Another 
thing that intrigues the prospect is th 
fact that dishes don’t get broken in t! 
dishwasher, and neither do glasses.” 
The firm does not recommend 

installation of a dishwasher unless 
large enough water heater is being 
used. An &2-gal. heater is needed to 
provide enough hot water for a goo 
installation. Water at a temperatur: 
of 165 to 170 deg. is used with 
dishwasher and an ample supply should 
be on hand at all times. Incidental], 
the garbage disposal needs plenty 0: 
water to wash off sediment after dis- 


posing of the garbage. 
Installation Must be Right 


Mr. Kent says that the installatior 
must be done right to be sure that t! 
sale sticks. He is against over-selling 
and insists on telling the true story o 
what the dishwasher will cost befor 
the deal is consummated. A man goes 
out and talks to the folks and in th 
old house suggests placement of equip 
ment so that other appliances can com: 
in later without changing connections 
or partitions or walls. Equipment 
placed so that if remodeling is wanted 
later it can be done without much ex 
pense. The company architect draws 
up a design and gives the customer 
picture of the future kitchen, with sug 
gested appliances to fit in and make 
the complete kitchen. 

In installation Carlson’s use their 
staff of plumbers, electricians, painters 
and floor covering men wherever 
needed. The firm will install for othe 
dealers at a price. 

The $75,000 building at 2853 Park 
Ave., Minneapolis, is about four miles 
out of the downtown district. It 
occupied by the three branches of the 
same firm—Victor Carlson & Sons 
contractors, who build and remodel, 
Victor Carlson Sons Co., who sell ap- 
pliances, and the Carlson Brothers rea! 
estate and property management organ- 
ization. The store has 80 ft. of plate 
glass window and is modern in every 
way. The appliance department is or 
the main floor of the building. A: 
auditorium in the basement for cooking 
schools has been projected. 


Model Kitchen in Operation 


One model kitchen is all connected 
ready for demonstration. Another one 
is almost ready but has not been hooked 
up. One small space is devoted t 
laundry equipment ready for washer, 
ironer and dryer demonstrations. Cus- 
tomers are invited to bring in thet: 
own laundry for demonstration. Or 
the first floor there is a radio demon- 
stration room which is used occasion- 
ally to close deals. The firm plans t 
bring in home maker groups and 

(Continued on page 160) 
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CaPEHART 
RECORD CHANGER g 


EXCLUSIVE OPPORTUNITY 






FOR 
RECORD SALES 
x 





FOR DEALERS 









THE NEW 


CAPEHART GRAVITY INTERMIX RECORD CHANGER 
QU wy iem| i! LIP IY dis Y 
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“PHONOGRAPH RADIO 





15 important rena " cinding- 
* Sensatone! Surto Som control 
* One button for start stop, reject 
* Plays twelve 10° ond I2” records ntermaad 
Se simple child cam play it 
Se durable « child can't harm it 








So simple a child can olay th it. 
So durable a child can't harm it. 






HECK THESE ADVANTAGES. NO OTHER RECORD CHANGER (EXCEPT THE 


CAPEHART TURN-OVER) OFFERS SO MANY DESIRABLE FEATURES. 


Revolutionary new mechanical design. Records many as twelve, in any order. Playing arm adjusts it- 
“rest” on a cushion of live rubber. A straight center self automatically for each record. Stops automatically 
post will not enlarge holes in records. at end of last record. 

Kind to your records, Edges of the record are never J Amazingly silent. Heavy, flock-covered turn-table in- 
touched—they can’t get chipped. No moving parts to sures quiet record drop—prevents slipping. 

mar the record’s surface. Jv New life for old records. Plays oversize, undersize, 


A child can play it. So simple to operate a small child even warped or chipped records with equal ease. Cape- 
can play it. Slip on the records—push the button — hart Surfa-Sonic Control can be adjusted for record 


that’s all! surface, imperfections. Like magic, surface scratch and 


: ! needle chatter disappear. 
Baby-proof—guest-proof. This record changer with- J 


stands an extraordinary amount of careless handling. 
No need to ask guests or children to keep hands off. 


Simplicity of design. Tests prove that this record 
changer seldom requires servicing. When repairs are 
necessary, the simplicity of its construction reduces 


a», &|, A &> & 


One-button control. Simply touch the button to start their cost to a minimum. 
it—stop it—or reject the record. Turn, to adjust the i . 
Capehart Surfa-Sonic Control. | Matchless Capehart Tone. This record changer is an 


integral part of the Capehart tonal system to give you 
¥ 10 and 12 inch records intermixed. Pile them on, as living music clarity from each recording. 


Available in Capehart Standard Models Retailing from $295 to $750 
(with Surfa-Sonic Control from $395 to $750) 


World-famous Capehart Turnover Record Changer is still standard equipment 
in The Capehart De Luxe and The Capehart Concert Grand—$750 to $5000. 


Suns TELEVISION & RADIO CORPORATION, FORT WAYNE 1}, INDIANA 
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Here’s a simple way for you 
to answer this question 


Identify your business in the ‘yellow pages’ (classi- 
fied section) of the telephone directory. 


That’s where people in your community look 


when they’re seeking electrical appliances. 
jill they find you there? 


The brand of appliances you sell, the equipment 

you handle, the services you specialize in .. . all 

- these points can be featured through your pro- 
“ motion in the ‘yellow pages.’ 


The Classified is the nation’s buying 
guide. 





For further information, call your local telephone 





business office. 
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_Dishwasher Prospects 
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churches. At the present moment ( 
son’s is participating in a cooperatiy 
cooking school in South Minneapol 
held in a theater by dealers. 

After a dishwasher is installed, i 
lowup is made by Miss Jean Carlsoi 
graduate the Hotpoint trai 
school in Chicago. She goes out 
gives a real demonstration of the dis 
washer, tells the family what it 
and what it won't do. 


ot 


“Customers just 
don’t read instructions,” she says. She 
points out that soap chips can’t be sub- 
stituted for 
proved detergents. 


or other 

It hasn’t been found 
that iron skillets can be cleaned sat 
factorily without 


Calgonite 


any abrasive, 


says. Aluminum pots and pans can | 


rack and washed 
nd dried by 
the 


others, 


lower 


Some families wash dishes 


each meal while less ambitiou 
all at one time after the eve 
ing meal. 

Walter and Carl Carlson, brother 
head up the company. Carl is chief 
the contracting Walter 
been head of the appliance end. 

O. M. Kent, hails 
utility in Duluth, that selling 
correctly calls for a very complete fo 


do them 


division, 
who from 
said 
low-through, which is often costly t 
the dealer, who needs large volume and 
great turnover to accomplish it. M1: 
Kent that a 
best if he concentrates his efforts or 
selling through the Christmas season, 


believes dealer will 


ivoid talking new models and have a 
clearance in February just before th 


new models reach his floor. 


A Little History 


The Carlson organization dates awa 
back to 1890, Victor 
started contracting 
Minneapolis. It seemed logical to hav 


when Carlson 


his business in 
a department to supply the appliances 
and equipment for the homes that wer¢ 
being built by the contracting company 
and it was discovered that the $13,500 
and up homes were a natural for a!l 
electric kitchens and automatic lain 

dries. 

One of the things the Carlson firm 
has done that is often overlooked by 
other builders is to go in heavy for 
installation. It has no service depart 
ment for appliances. The Northern 
States Power Co., Minneapolis utility, 
handles dishwasher and 
frigerator repairs. Launderall 
Bendix take care of their own laundry 
repairs. 

Lines 
follows: 


range, re 


and 


carried by Carlson’s are as 
Hotpoint complete line; Ben 
dix washer, ironer, dryer; Launderall 
Sunbeam appliances ; Hamil 
ton dryer; Proctor toaster and iron 
Hamilton-Beach appliances ; Toastmas 


washers; 


ter; Telechron clocks; Fresh’nd-<Air¢ 
fans; G-E fans; Ilg ventilating fans; 


Stromberg-Carlson radios; RCA-Vic 
tor radio and television; Webster wir« 
recorders; Kirby vacuum cleaners 
Royal vacuum cleaners; Nutone 
chimes, and West Bend aluminum. 
End 
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A 10” NATURAL DRAFT HEATER IS 
DESIGNED TO HEAT AN AVERAGE 
4-5 ROOM HOME FROM 10° BELOW 


| ZERO TO 70° 


(DELIVERING 45,000 BTU’s) 
A TOTAL RISE OF 80° 


Gud THE AVERAGE WINTER TEMP- 


“\ ERATURE IN THE SB YR.HISTORY OF 


CHICAGO WEATHER BUREAU IS 39° 
ABOVE ZERO. ON THE AVERAGE,A 31° 
RISE WILL MAINTAIN A HOME AT 70° 


IN OTHER WORDS THE AVERAGE HEAT REQUIREMENT IS ONLY 
3B OF THE DESIGN TEMPERATURE OR 3/8 OF 45,000 BTUS= 16.875 


BTUS NEEDED TO HEAT THE HOME ON THE AVERAGE WINTER DAY 
ALLOWING 18,000 BTUS AS AN AVERAGE OuT- 
PUT..3210 WILLNEED AN INPUT OF 24,000 BTU;! 
TYPICAL NATURAL DRAFT HEATER INPUT 32,000 BTUs 























ELECTRICAL 


| A NATURAL DRAFT HEATER WILL 
| REQUIRE V3 MORE FUELTO PROVIDE 
THE SAME AMOUNT OF HEAT 
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OIL SAVINGS 


Up To 50 


with the Revolutionary New 


QUAKER 


IZIO 


PROOF OF THE SAVINGS 
THE AVERAGE HOME 


24000 


4.000 
are 
wror 


vi 
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Amazing New 
QUAKERTROL doco cz/ 


Nothing like it! This amazing new device saves 
fuel oil ... assures economical operation. 
QUAKERTROL synchronizes the flow of oil and air 
. . - insures perfect combustion regardless of 
chimney or weather. The QUAKER 3210 with 
QUAKERTROL, is the solution to oil heating instal- 
lation headaches. It’s the heater that pays its way 
in the oil it saves. It’s available NOW! 







79% MORE PRIMARY HEATING SURFACE! 


Scientifically designed to provide 79% more 
primary heating surface . . . the surface that’s 
over 3 times as efficient as secondary surfaces. 
That’s another reason for the outstanding per- 
formance of the QUAKER 3210. Learn more 
about this sensational new heater. Contact your 
distributor right away for scientific proof of fuel 
savings that will sell oil space heaters TODAY 
to the tremendous replacement market! Write 
for the name of your QUAKER distributor. 


QUAKER MANUFACTURING COMPANY 


223 W. Erie Street © Chicago, Illinois 
Export Agents: A. J. Alsdorf Co. Chicago, Ill. 
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Because more than ever customers are quality-wise. They 
want MORE for their dollar. Pyr-O-Tube gives them MORE. 
Look at these features. . Profit 


They add up to your share of heater sales for '48. 


MORE SPEED! 


1320 watts in ', minute. 


They're Demand Creating . 
Building. 


Pyr-O-Tube is America’s fastest. Maximum 


And you get all the heat. No current 














lost in heating heavy elements or porcelain core. 


GREATER SAFETY! Pyr-O-Tube’s 


enclosed in Pyrex tubes. 














spiralled elements are 











They're protected from water and 











metal objects. It's the safest heater for children. 


LONGER LIFE! Pyr-O-Tube 


years of carefree service. 




















It'll 


The patented elements outlast con- 


is ruggedly built. give 























ventional exposed types. 


BIGGER VALUE! 


and it’s plain to see why Pyr-O-Tube has ALL the features 
that SELL. 











Add beauty and low cost to these features 

















Order yours now. 


RETAIL PRICE FAIRTRADED—with fan $21.95 (plus tax), 


without fan $17.95 (plus tax); slightly higher west of Rockies. 






























































SWANSON 


TOOL & MACHINE PRODUCTS, 








ERIE, PENNSYLVANIA 
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“Night Cooling” Campaign 





attics. Some 80 percent of these can 
use louvers, which entail cutting a hole 
in the wall. An uncalculated number 
can avoid the louvers by passing the 
air out through an open attic window, 
which can be adjusted. About 10 per- 
cent of the homes will require a gable 
or a penthouse. 

Where louvers have to be used, there 
is still one handicap in the Chicago 
picture. The owner must furnish the 
louver to be installed. As yet no mill- 
work house has been set up to knock 
them out, although there will be. 

Nattiest installation of all will be a 
job in which the attic windows are used 
as openings for louvers, where a hori- 
zontal fan is installed right over the 
joists, with automatic ceiling shutter 
below. 

There have come on the market me- 
tal louvers which open when there is 
a blast of air going through and close 
automatically when the machine is shut 
off. The advantage of this setup lies in 
the fact that a trim can be nailed 
around the louvers hiding ragged plas- 
ter cutting, and obviating the necessity 
of calling in a plasterer to patch the 
job. A decade ago louvers were clumsy 
and often not tight. Today the equip- 
ment is so good that the attic louvers 
can often be left open all winter long, 
and there still will not be any spillover 
of cold air in the home. 

It is interesting to note that so highly 
developed have become shutters that it 
that insect 
screens not be employed, as they reduce 
the effective area of this opening ap- 
proximately 50 percent and are un- 


is today recommended 


necessary when a blast of air is going 


through the shutters. When not in 
operation the shutters close tightly 


keeping out insects. 

Shown with and possibly sold with 
the deal will be control clocks, which 
make the fan operation automatic over 
a 24-hour period. These clocks sell for 
$19.50 and on installation will merely 
take the place of the toggle switch. 


The Salesman Measures Up 


the 
with a 
Right at the time of his call 
measure up the house and its 
characteristics so that installation cost 
may be plotted. A job big enough to 
change air every 1% minutes is insisted 
upon. 

\fter the customer O.K.’s the esti- 
mate for the flat installation charge, the 
job will pass through to the installation 
center. 

The wall calls 
tightly constructed attic inasmuch as 
air must not be permitted to leak 
through the shingles from outside. 

A second type of attic fan operation 
is the suction plenum method which is 
advisable where attics are not tightly 
constructed. These can be obtained for 
either vertical or horizontal operation. 
Again automatic ceiling shutters are 
used, 

A window operation is very simple 
and consists merely in making the fan 


The salesman who presents 


proposition will be equipped 
steel tape 


he will 


side method for a 
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fit the entire window or opening so that 
air cannot bypass the blades. 

Starting with a barrage of news- 
paper publicity of an educational na- 
ture, the attic fan campaign will break 
in Chicago around April 1, using four 
metropolitan and community news- 
papers. It is expected to be carried on 
all through the summer. 

There will be a million direct mail 
pieces, and the 60 outside salesmen who 
are to go over the top will be employed 
in neighborhoods that have houses 
worth $10,000 or more. Doorbell ring- 
ing will proceed on a cold turkey basis, 
and there is being contemplated an 
overnight trial of a 24 in. fan that can 
be plugged in. 


Best Demonstration 


To the naked eye, the attic fan looks 
like a mess of machinery. It has no 
brightly painted shell such as the stoker 
has, nor glistening white porcelain as 
in refrigerators. The best sales demon- 
stration of attic fans has been through 
the construction of a small room with 
an attic fan overhead. 
taken in to this room, sat down and 
allowed to burst out in a perspiration 
Then with a press of a button the attic 
fan abov e comes on,a breeze swee ps In 
through the curtained windows and the 
prospect can see that the performance 
of an attic fan is something far and 
above the comfort turned out by a tabi 
model. 

In St. Louis a few years ago a dealer 


Pre yspects are 


had some table models on wheels and 
would put them out on trial for a single 
night, rolling them into the prospect's 
home. This may be used. 
It has been estimated that the 

fan will appeal to Chicagoans in the 
upper income brackets. 
ence of Woodward & Fink in St. Lou 


If the experi- 


in selling room coolers is considered, 


the best prospects will be 


families 
above the average age who are also 1 
the better than 
brackets. 

It is believed that the no recourse 
feature on night cooling system sales 
plus the fact that there is virtually) 
service, will prove attractive to Chicag 


average incon 


dealers. } 











a 
“TOO BAD YOU WOULDN'T LET US DO ANY 
BUYING DURING YOUR VACATION!” 
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esata An established and recognized its HANDISING'S September 15th Directory 
far “ tion inthe appliance and radio ind n in the appliance and radio industry — 
oo for the past many years. Read, used 

: the men who manufacturers rely on 

a dealer and considered essential by dealers, 
eels nd jobbers and distributors — everywhere. to sell and promote their products. 
aes And here are the reasons why > 

—— It's expressly designed 
the att for appliance and radio dealers, jobbers and distributors as a handy guide 
- Losi : ; of manufacturers of more than 162 different products in the field. 
: nr Make your space reservations now for 
ot. Low this ‘‘buying and selling guide.”’ It will The 1947 Directory contained names of 
msicerc keep your product and sales message 
milies ot constantly alive and out in front with all some 1300 manufacturers thus proving the value of this guide. 
e also 1 your dealers. Consult your local E.M. 


Incot epresentative for complete details. — it i i 
representative for P . Surveys indicate it is used daily 


am cales CLOSING DATES as a reference for buying information, company lines 
tually ee August 15th and policies through useful study 
eas Complete plates........ August 20th 


of the advertisements. These surveys further show 


that it is used not for a month 





but throughout the entire year 





therefore keeping the advertisers message before the readers 


YS ~ 


for a full twelve months — 


ess 


one year's coverage for the price of a month's insertion. 


\L, MERCHANDISING 


SP WEST 42nd STREET, NEW YORK 18, N.Y. © ABP 
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‘ & is the time, when oil is on so many lips, to get yourself talked 


about as a headquarters store for space heaters. Replacement sales 


represent a major business-building opportunity, and with the Preway 
line you're set for the best word-of-mouth advertising you've ever 
had. The inspirational contrast for householder between past ex- 
perience and Preway performance will be a tremendous factor in 
making favorable comparisons in increased comfort, decreased use 


of fuel and economy in operation. 


If this approach to today’s market makes sense to you — as it does 
to hundreds of alert dealers in all parts of the country — then you'll 
be interested in the basic Preway story . . . a short, well-balanced 


line packed with advantages that people want. Phone, wire or write. 


PRENTISS WABERS 
9848 SECOND STREET, N., WISCONSIN RAPIDS, WIS. ) a 320) 0) Oey ue Co. 
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Better Homes For a 
Keynote of A. H. E. 


By Anna 


Home Economics 
Assn. convention in Minneapolis last 
June were inspirational in character 
and international in scope. 

“To build better homes for better 
nations and for a better world,” was 
urged upon home economists in all 
branches of the profession as the goal 
of their endeavors, and was the key- 
note of the convention. 

Taking office for a two-year term, 
incoming president of the Association 
Dr. Marie Dye, dean of the School of 
Economics, Michigan State College, 
East Lansing, said, “We of the Asso- 
siation believe home economists have 
an unusual role to play in the defense 
program of this country and in the 
rehabilitation of nations abroad.” 

At the Home Economics In Busi- 
ness pre-convention meetings George 
Grim, Minneapolis Tribune columnist 
developed the theme further by observ- 
ng: “What the home economist does 
controls largely what women all over 
the world do in their homes.” 

He further urged home economists 
to try to give two things to the women 
they reach in their activities: 1. An 
important sense of keeping the home 
together; and 2. A realization of how 
vital it is for them to take an interest 
in public affairs—to know what is 
going on in their community and to 
take part in it, and to know what is 
going on in the world. “The average 
iomemaker must be made to realize,” 
he added, “that her duty to her family 
by no means ends with the preparation 
ot nutritious meals,” 


M’ ETINGS and speeches at the 
LV American 






Radio and the Home Economist 


_A panel discussion on methods for 
‘taturing home economics in various 
vranches of industry held at a HEIB 
pre-convention session revealed the fact 
that radio hasn’t been explored by 
tome economists, and that radio is only 
deginning to realize what a good home 
tconomist can do for them. 

Jane Tiffany Wagner, director of 
education, National Broadcasting Co., 
New York, said: “Many radio pro- 
grams on the air today could be greatly 
mproved with the aid of a good home 
‘onomist. The radio industry and 
economists are equally to 
‘ame for this failure to get together 
‘er to provide programs that will 
itlp educate the American housewife. 
‘he home economist is at fault in per- 
mitting herself to become too involved 
with nutrition and baby care—too in- 
‘tested in facts, and not interested 
‘ough in how to get these facts across 





the home 
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Better Nation 


A. Convention 


A. Noone 
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ELIZABETH SWEENEY, 
chairman, H.E.1.B. Department. 


elected vice- 


to the people. We cannot afford such 
isolationism in thinking.” 

Radio is at fault in failing to recog- 
nize earlier that ‘home’ is still the 
cradle, still the schoolroom of the 
country, and over the radio a home 
economist can provide the answers, 
the education for families which will 
contribute to a better home life for her 
listeners. She can teach better food 
habits, better methods of home care, 
and how to make and keep the home 
beautiful. 

“While in most programs radio de- 
mands imagination, self-expression, a 
dramatic flare, a good voice and deliv- 
ery and a “gimmick mind” (A clever 
idea is a “gimmick” in radio jargon), 
a home economist need only provide 
the “gimmick”—there are plenty of 
specialists to develop her ideas into a 
program,” Miss Wagner concluded. 


Television and the Home Economist 


Television, apparently, is going to 
benefit by radio’s mistake. Lee Cooley, 
charge of the television department, 
McCann Erickson Advertising Agency, 
N.Y.C., said: “Television needs what 
home economists have to offer. In 
television every woman has a front row 
seat. What she sees, therefore, must 
be basic. And the home economist—a 
specialist in homemaking—is the logi- 
cal one to present homemaking facts 
to the television audience scientifi- 
cally.” 

According to Mr. Cooley, you don’t 
have to look like Claudette Colbert or 
Hedy Lamarr to be a success in tele- 
vision. 
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“The home economist has the know- 
how for making a better world. This 
job has to be done in the home, edu- 
cating the mother to educate her 
children. There is an important place 
in television for home economists. With 
27 stations now in operation, 80 sta- 
tions being built, and 268 applications 
for stations now on file, television for 
the home presents a big future. Add 
to that the fact that by the end of the 
year the eastern and western networks 
will be joined together, to provide 
television for three-quarters of the 
population, and you begin to get the 
enormity of the field.” 


The Teen-Ager 


Estelle Ellis, promotion director of 
the magazine Seventeen, said: “The 
teen-age girl stimulates change in her 
home. The streamlined appliances she 
sees and uses in her school home class 
are the appliances she goes home and 
nags mamma into buying. It’s the teen- 
age girl who is responsible for the 
purchase of many a roaster, toaster 
and other time-saving appliance. Look- 
ing for time savers and short cuts, 
because she wants to go places and do 
things, she is the one who persuades 
her family to give up old-fashioned 
methods and equipment. She is also 
responsible for spending 25 million 
dollars of the families’ food budget 
each week.” 


Home Planning 


Edmund N. Bacon, chief, land plan- 
ning division, Philadelphia City Plan- 
ning Commission, told home econo- 
mists attending the Housing Division 
session that the design of the house 
partly determines the basic role of a 
woman in the home. Most of our 
houses, from this viewpoint are unsat- 
isfactory, he said, and have imposed 
on women an undignified role. 


“The job is to think of the funda- 
mental position of women in the home 
and her corresponding family relation- 
ships, and to reshape our houses to 
meet them. 

“The ‘efficient kitchen,’ for example, 
built around women as a provider and 
for that function alone, did a good job, 
but it left out her role as mother and 
wife. It excluded the family from the 
kitchen. New space relationship should 
be devised without reducing physical 
efficiency to enable the lady-of-the- 
house to retain the companionship and 
guidance of her children while she is 
fulfilling her duties as provider. 

“The architect, the home builder, 
and the prefabricator, are all reaching 
toward new solutions for house design. 
But first they must be told what is 
emerging in the form of family rela- 
tionships and the basic role of women 
in the home. The time has come for 
homemakers of America to think 
afresh what it is they want.” 


Elizabeth Sweeney Elected 


Elizabeth Sweeney, home equipment 
editor, McCall’s was elected vice-chair- 
man of the Home Economics in Busi- 
ness department. She will automatically 
succeed to the chairmanship the follow- 
ing year. 

Miss Sweeney is eminently capable 
of handling the job, having formerly 
been assistant professor of foods and 
nutrition, College of Home Economics, 
Syracuse University; and assistant 
professor of Household Technology at 
Syracuse. 

Previous to her appointment to the 
Syracuse teaching staff, Miss Sweeney 
acted for some years as director of 
home service for the Central New York 
Properties of the Associated Gas & 
Electric System. 

She is also president of the New 
York State Home Economics Assn. 


Home Service Girl a Nurse 
To Doctor Up Bad Selling Jobs 


By Martha M. Alexander 


EW people would think of the home 

economist in the role of nurse, but 
coming right down to brass tacks, too 
often she is the girl who has to go out 
and doctor up the bad selling job done 
by the dealer or his salesman, who very 
often thinks more of the immediate 
profit to be had than of building the 
foundation for future sales to satisfied 
customers. And no one is better quali- 
fied to give an _honest-to-goodness 
opinion of what’s wrong in appliance 
selling today than Miss Val Thorson, 
head of the home service department 






Power 
years 


of the Northern States Co., 
Minneapolis, who for 32 has 
been doing just that very thing—mak- 
ing sales tick. 

Reaching back some 28 years when 
she went out and really sold the home- 
maker on a new idea—cooking on an 
electric range, Miss Thorson relates 
how she went into the kitchen and 
taught the housewife what she actually 
could and could not do with this new 
piece of kitchen equipment. 

“How many times have I banged a 

(Continued on next page) 
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Earl Warren 


* One of a series of advertise- 
ments based on industrial op- 
portunities in states served by 

Unite with Union Pacific in selecting sites and Union Pacific Railroad. 
seeking new markets in California, Colorado, 
Idaho, Kansas, Montana, Nebraska, Nevada, 


Oregon, Utah, Washington, Wyoming. 


*Address Industrial Department, Union Pacific Railroad 
Omaha 2, Nebraska 


UNION PACIFIC RAILROAD 
Koad of The Liacty Siatarlinerd 
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pot or pan on the floor to level off 
the bottom to have an even heating 
surface. Food cooks only as fast as 
heat can be utilized,” she went on. “] 
told the story of safety, how little baby 
fingers will turn on the burners, and 
they will do it no matter how you 
watch them. All that can happen with 
an electric range is to add a penny or 
so to the electric bill before you dis- 
cover what has happened. Don’t tell 
housewives that they can lean their 
elbows on top of the stove and not get 
burned; no one wants to sit on a stove 
anyway,” Miss Thorson relates. “Don’t 
spend time knocking competition. Tell 
the real story of your owm product and 
what it will do for the user.” 


Old Sales Technique Still Good 


Taking kitchen and laundry equip- 
ment piece by piece, Miss Thorson says 
the same selling technique is as good 
today as it was ten, or even 20 years 
ago. “Know your product” and “use 
the user” still pay. 

Don’t be afraid to tell the customer 
what the equipment won’t do, but show 
her how to use it correctly and advise 
her what she can expect in the way of 
performance. For the dishwasher, you 
can’t let the dishes stand for two 
meals without scraping off egg and 
other sticky stuff and expect the ma- 
chine to do its stuff. On the home 
freezer, correct food preparation and 
packaging are most important. While 
the equipment may be in perfect work- 
ing order, unless the customer really 
reads the directions and is properly 
advised, you may still have loss of food. 


Side-by-Side Demos Liked 


For ironer demonstration, the util- 
ity’s dealer training program of bring- 
ing in dealers to let them learn first- 
hand the “how to do it” on the various 
types under tutelage of the home serv- 
ice girls showed that most men are 
quick to learn and enjoy operating the 
ironer. Here it may be remarked that 
price has no bearing on the selection 
of this appliance by women, they like 
side-by-side demonstrations of various 
brands, and inevitably their choice 1s 
governed by performance. Price doesn’t 
enter into the deal at all. 

When it comes to the new kitchen, 
or kitchen modernization, the 
service girl shines. What carpenter of 
builder can step in and tell the home- 
maker what she needs, where to place 
the various pieces of equipment to save 
steps and do a better job of home- 
making? Who knows better about the 
laundry and its various operations than 
the home service girl who comes in 
with her little kit of miniature models 
of equipment and furniture that can be 
pushed around before the housewife’s 
eyes; those ‘before and after’ sketches 
she can pull out of her bag? Who else 
can sit down with the housewiie to 
tailor a job to fit the family’s needs? 
The answer is obvious. In the kitchen 
planning, the blueprints with wal! ele- 
vations, with recommendations f 

(Continued on page 168) 
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Sell America’s best-known,best-value, 
| iline.of heaters ... | 


SUS SIN Iey ais) 








Model 213 


Fan-Forced Heater 


Model 103 


® Fan-Forced Heater 


Model 203A 


Fan-Forced Heater 


Model 52 


Radiant Heater 





Baked-on green enamel; 
1320-watt unit; AC only; 


Baked-on tan enamel, 
chrome grille, handy toggle 
switch; 1320-watt unit; AC 


Baked-on ivory enamel, 
tan base, chrome grille; 
toe switch. 1320-watt unit; 


Baked-on tan enamel, 
chrome grille and guard 


delivers 45 cu. ft. warm air 
per minute; induction mo- 


rails easily removable for 


only; delivers 45 cu. ft. ; : iP 
fo agit cleaning. Highly efficient 


warm air per minute. No 


AC only; delivers 45 cu. 
ft. warm air per minute. 


tor, no radio inteference. radio interference. Port- Noradio interference. Port- 1320-watt unit uses AC or 
Underwriters’ listed. able. Underwriters’ able. Underwriters’ DC. Safe. Under- 

, 80* mcm , ge P - pa 95* | 
Easily portable. $9 IR: ab wenee cae $11 - ee $13” writers’ listed .s $9 . | 


Arvin PORTABLE Electric Heaters—For 17 years Arvin has led the world in heater values. 
Sheer value has made Arvin the largest manufacturer of portable electric heaters. 
Arvin pioneered the fan-forced portable electric heater. For quick sales and peak 
profits, advertise, display and sell the best-known line of heaters —the Arvin line! 
Order now to be ready for the early demand that comes with the first cold snap! 





*Slightly higher in zone 2, 
@eeeaeteeaoeac eo eae eeeeeaeeeseeeseevoeeeeeeeeeea eee eeeeeeeee ee eee 


ADVERTISED IN: The Saturday Evening Post, Ladies’ Home Journal, Better Homes and 
. Gardens, Country Gentleman, Successful Farming, Progressive Farmer. 





ARVIN LECTRIC COOK .. . Top Value in cooking convenience 


Here’s the many-purpose appliance that sells on sight! Grills! Fries! All the modern features women want most! 


The truly modern iron—priced to sell fast! 


Weighs only 3 lbs. Plain-view automatic heat 
control, safe for all fabrics. Faster heating, faster 
step-down, saves ironing time. Cool comfort-grip 
handle. Safety-locked cord. Under- 
writers’ listed 


Bakes! Toasts! Capacity equals 3 ten-inch skillets—big enough for 
16 hamburgers, 8 pancakes, or 4 double toasted sandwiches at a time! 
Converts in seconds to a fully automatic waffle baker. 

Beautifully finished, dependably built. $27% 


NOBLITT-SPARKS INDUSTRIES, INC., COLUMBUS, INDIANA 
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Another eriginal Chromalox Feature 


UNITS IN 


ONE 








t 
* 


For ALL electric range-unit replacements 


Service men everywhere say CHROMALOX 


Triangular Range Units are best by far. And + REAL SELLING POINT 


they are right! 


Here are range units that are quickly in- 
stalled .. . that have TWO separately replace- 
able Inconel-sheathed coils . . . that give more 
flat, contact cooking surface. With a small 
stock of CHROMALOX Adaptor Rings you can 
fit ALL electric ranges regardless of make. 





What's more—CHROMALOX Triangulars are 
more profitable to sell because smart house- 
wives prefer them! 
2 Cooking Areas! 
Send for Housewives like the versatile 
r heat selection and the “2 in 1” 


: cooking surface they get with 
tt shows you how you can make extra sales Chromalox Triangular Range 


easily by “re-modernizing” old electric Units for replacement. 
fanges with Chromalox Replacement Units. [| _ eel 


On New Ranges and for Replacement 


CH ROMALOX 


SSOSSSSSSSVSS SSSSSSSSSSSSSSSSSVSSSSsSssVssssssesssssssany 


. 

‘ 

§ EDWIN L. WIEGAND COMPANY é 
¢ 7525 Thomas Boulevard, Pittsburgh 8, Pa. 6 
y Please send me my free copy of the new CHROMALOX RANGE UNIT : 
y REPLACEMENT CATALOG RU- 147. ‘ 
: Name ; 
y) ompany ‘ 
$ Street ¢ 
+ 

¢ City Zone ; 
¢ State y 
, ‘ 
t 


SSBVVVVVSPSBPSBSBSSBBBBBBSRRRRRERREERE ER SEES EERE SEESEESESE SEESREE 
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proper lighting and heating, even to 
suggestions of color treatment and cur- 
tains, all add up to satisfied users of 
any equipment that goes into such a 
home. 

There are all kinds of tricks of the 
trade the home service girl can do to 
interest and bring in the women pros- 
pects. While at present there are no 
appliance classes given by the Northern 
States Power, weekly Red Cross 
classes are held, nutrition, cooking and 
other subjects of interest to the home- 
maker are given with guest speakers. 
The ‘skit’ type of demonstration has 
been found effective—the perplexed 
bride in tears because the boss is com- 
ing to dinner, and how the situation is 
saved with a quickie meal of frozen 


CONTINUED FROM PAGE 166 





foods, and the many variatior 
theme can be used for seaso 
holiday programs. A Christn 
decorated with cookies in the 
toys brought the women 
crowds. 


of this 
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laS tree 
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The new girls at Northern State ge 


a two weeks’ course of training in the 


use of kitchen and laundry eq 


and then they go out with the 
enced girls making home call 


users. The home service dep 
also helps dealers on cookery 


works with them on appliance: 
strations. The girls also do 
stration work at the variou 
builders shows in Minneapolis. 


the war, when there was a great 


(Continued on page 170) 
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EWRT Celebrates 25th Anniversary 


ADA BESSIE SWANN, Crowell-Collier, 
Woman's Round Table, cuts the birthday cake as committee members look on: Barbara 
Ann Duggan, Universal; Betty Waldhauer, Bruno, N. Y., Inc.; Miss Swann; Ruth 
Gaffney, Farm Journal, in-coming chairman; and Matilda Squires, House Furnishing 


and first chairman of the Electrical 


SOME PAST CHAIRMEN—present at the anniversary celebration of EWRT which 
started in 1923 with only 9 members and now has nearly 150. Standing, left to right: 
Rita Otway; Marion C. Brown, Westchester Lighting; Lillian Eddy, G-E Lamp Co.; 
Ann Noone, Electrical Merchandising; Florence Clauss La Fon; Alice Mary Schinrring, 
Swartzbaugh; Mary Riedel, Proctor. Seated: Alice Siering; 
Crowell-Collier; Francis Loweree, Graybar; and Isabel Ferguson Gardner. 


Ada Bessie Swann, 
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NORTH AMERICAN 


PHILIPS 


COMPANY, INC. 





FIRST PRACTICAL, LARGE SCREEN PROJECTION 
TELEVISION FOR HOME USE 


"x 14” scott television receiver 


is designed so that both the 16” x12” 


viewing 


screen and large reflecting mirror fold into the 


top of the cabinet. 


Th dhe of AMERICA’S QUALITY 


TELEVISION MANUFACTURERS 


Chosen by scorr Radio Laboratories, 
Inc., for a quality market that de- 
mands the finest in video entertain- 
ment, NORELCO PROTELGRAM brings 
to owners of this superb radio-tele- 
vision instrument a large picture (16° 
x 12”), free from distortion . . . a true 
black and white picture with clear, 
natural photographic quality. 
NORELCO PROTELGRAM projection 


is free from discoloration. Tones on 


Other NORELCO products 


include standard 10” 


the screen are true .. . black, gray, 
and white. No glare — no eyestrain. 
NORELCO PROTELGRAM makes possible 
a large size projected picture permit- 
ting viewing at less than 5 feet and 
up ... ideal for either small or large 
gatherings. 

NORELCO PROTELGRAM brings de- 
pendable, large-screen, clear-view 
projection to America’s leading pro- 


ducers of quality television receivers. 


direct-viewing tubes, and 


special-purpose cathode-ray tubes for many applications. 


picanoadl 
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I$ PUCTORE bhi 


vy 


IN PROIE TION 





" U CANADA: PHILIPS INDUSTRIES LTD., 1203 PHILIPS a MONTREAL 


N, 100 EAST 42ND STREET, NEW YORK 17, NY. 


1948 





e The PROTELGRAM pro- 
jection system consists of 
9” 


specially-developed pro- 


jection tube, an optical box 
with focus and deflection coils, 
and a 25 kv regulated power 
supply unit. Compactness and 
flexibility make possible large, 
picture television in average 
size radio-phonograph con- 
and _ table 
mode! television receivers. 


soles, consolettes 
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You sell 


PLENTY 


of running water 


when you sell 
Dayton 





















Full capacity, in a wide range of models, is 
at your service when you sell DAYTON 


Water Systems. This means you can assure 


























your customers PLENTY of running water 








for kitchen, bathroom, lawn, garden or for 
livestock. With all Dayton models you sell 














maximum service at minimum cost. 











MAIL COUPON TODAY 






























































| THE DAYTON PUMP & MFG. CO. | 
| DAYTON 1, OHIO | 
| Please send me complete details on Dayton Water Systems, | 
| Water Softeners and Cellar Drainers. | 
| NAME — | 
: ADDRES | 
| za - | 
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With the Home Economists 





over of users of appliances, some 150 
classes on care and operation of electric 
equipment in wartime were given to 
groups of 100 to 500 women in rural 
areas and city districts. 


A Teaching Job Is Never Done 


The home economist has a teaching 
job to do, continued Miss Thorson. 
Too much glamor advertising has been 
done on appliances and equipment 
which just doesn’t work out in practice. 
Too many wartime assembly lines have 
been converted into appliance factories, 
turning out stuff that won’t hold up 





CONTINUED FROM PAGE 168 


High school home economics class has program at school auditorium in Coolidge, 





under everyday family use. This type 
of competition has to be met by old 
established manufacturers turning out 
the good brand lines. 

Miss Thorson feels the home econo- 
mist is a means of helping the appli- 
ance dealer to keep appliance s sold 
No equipment will come back if the 
real story of its uses and safety is told 
She thinks it might even pay groups 
of dealers to go together to pay the 
salary of a home economist to go into 
the homes and demonstrate the appli- 
ances they sell—to keep it sold, as she 


Savs. 





Ariz. Mrs. Kathryn Booth (Mary Proctor) is seated at ironing board. At far left, stand- 
ing, is Muriel Kodis, Arizona Edison home service representative, who presented the 


roaster cooking school. 


W's )RD comes from Arizona Edi- 
son Co. reporting the results of 
a successful distributor-dealer-utility 
cooperative program in which a troupe 
of men and women visited 12 Arizona 
properties over a six-weeks period and 
presented dealer, consumer and school 
programs daily. 

The program was in two parts— 
leading feature was a sit-down iron- 
ing demonstration given by Kathryn 
Booth, the Mary Proctor for the 
Phoenix district. The second part 
featured cool cooking with an electric 
roaster. And Arizona Edison’s home 
economist Muriel Kodis presented a 
cooking program stressing the versa- 
tility of the roaster for cooking large 
quantities of food for civic dinners and 
the preparation of picnic menus in the 
roaster that can be transported to the 
picnic grounds via auto. 

Two intermission features included 
a toaster demonstration given by John 
Sooth, Proctor sales manager for 
Arizona district, and the showing of 
the Proctor film “Ironing Can Be 
Easy.” 

The program was designed by Jack 
L. Mc Donald, new business and adver- 





rizona Edison Brings Appliance 
romotions to Small Towns 





tising manager, recently advanced to 
this position by the western utility. Mr 
Mc Donald said: “Too often families 
living in small towns are neglected by 
promotional pregrams. A community 
with 350 customers is as important to 
the Arizona Edison as one with 8,000, 
and homemakers and school girls 
these areas are well-informed in the 
selection, operation and care of appli- 
ances.” 

Personal invitations were mailed 
with consumer statements preceding 
the program, and personal letters 
mailed to dealers by the distribu 
(Graybar ) and the utility. 

The day before the consumer 
grams, dealers and their sales people 
got a preview of the entire program 
giving them advance information and 
encouraging dealer interest. 

The program included a big h 
making show at Coolidge High School 
where the high school class in home 
economics had the opportunity to learn 
at first hand how to use these ajpli- 
ances; and another at Yuma Union 
High School where home econorics 
classes and consumers were in attend- 
ance. nd 


S 
S 
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Distributors are invited to inquire 














This story means business —for you. Because DWW electric water heaters offer 
every sales-convincing feature in demand: plenty of hot water, low-cost opera- 
tion, safety, cleanliness, good-looking, high-gloss enamel jackets . . . 


PLUS—these DWW exclusives: a special baffle to prevent mixing of hot and 
cold water, improved leg design and built-in junction box. Here’s efficient, 
money-saving performance and sturdy, streamlined beauty in a heater that 
wins one buyer after another. There’s a liberal 10 year guarantee on the pure 
copper or extra-heavy copper-bearing galvanized steel tanks when ordered 


with cathodic 


TL 











protection. 


And—remember to point out there’s plenty of fibreglas 
insulation and they are available with double or single 
chromalox elements even in the Table Top model. 


Anengineering masterpiece, providing long, uninterrupted 
service, D. W. Whitehead heaters insure absolute satisfac- 
tion for your customers — increased sales for you. 





|| ATIPE AND size cop eyeny PURPOE 























en 





obout DWW “friendly franchises” 


evailable in certain territories. 
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30 gal 


WHEN YOU FEATURE 





: 57” x 20” 
ww Electric 50 gal 67 
“7 - 22” 
Oww Electric 66 gal 
60” x 26” 
Dww Electric 80 gal 7 
2” 26” 
Dww Electric _ 120 gal 72 
” x 30” 
DWww i 
met 30 or 50 gal 36” x 24 
¥ “ 
(standard 
Cabinet Size) 
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D. W. WHITEHEAD MANUFACTURING CORP., 607 WEST INGHAM AVENUE, TRENTON 8, N. J. 
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There’s profit for ALL 
in 


FUEL-ECONOMIZING 








Increase your profits by helping your 
customers stretch their fuel dollars 
into other wanted purchases. With 
future fuel shortages predicted and 
high prices indicated, home owners 
are looking for appliances that econ- 
omize on fuel. Show your customers 
the way to real savings with Wash 
ington Frugal heating and cooking 
equipment. Washington appliances 
are backed by an 86 year reputation 
for the “Frugal” use of fuel. Write 
today for information about the com- 
plete line. 





Washington Frugal Oil Burning Heater 


Down-Draft Hot Blast spreads flame in the radiator-type 
combustion chamber, insuring maximum heating capacity. 


—=— A truly beoutiful, powerful and durable heoter. 

































































George by Coal To increase 
' <sy ange . : 
| | The modern styling, rounded heating efficiency 
corners for easy cleaning, and comfort... 
i en $f the striking lines, the and your profits 
+ —__+_— ——_—_+—_————+ gleaming porcelain enamel 
finish—all contribute to the too... 
smart appearance of the GRAY & DUDLEY 
George Washington Cast 
a LT Beene Balanced Range. ACCESSORIES 








Ilustrated is electric fan, installed at any 
time in front panel. Other convenient acces- 


ESTABLISHED 1862 














sories include: ‘Insta-Liter’’ for quick start- 











ing, “Trapit’ filter and sediment strainer, 
two electric thermostats, and “'Oilifter" used 
when fuel tank is below burner level. 

















COMPANY 
NASHVILLE 3, TENNESSEE 


WASHINGTON FRUGAL DISTRIBUTORS 





bre aya Dudley Co 




















































































































BAKER & HAMILTON THE LEE HOWE. co. LTD. RED FEATHER OIL COMPANY 

San Francisco, California Shreveport, Louisia Salt Lake City, Utah 

A. C. BLACK COMPANY LONG- vewis HDWE. COMPANY REPUBLIC SUPPLY CORPORATION 
Minneapolis, Minnesota Birmingham, Alabama Detroit, Michigan 

BRANDON COMPANY oe fone tome COMPANY SIDNEY SCHRAYER & COMPANY 
Little Rock, Arkansas MeGOWIN-LYONS HOWE. & SUPPLY CO Carenge, Henan 

BROWN-CAMP HDWE. COMPANY Mobile, Alabam SIEG HOME SUPPLY COMPANY 

Des Moines, lowa MILWAUKEE STOVE & FURNACE REPAIR CO. Davenport, lowa 

CALIFORNIA HOWE. COMPANY Milwaukee, Wisconsin SMALL & SCHELOSKY COMPANY 
Los Angeles, California MYER. BRIDGES. COMPANY Evansville, Indiana 

CANTON HARDWARE COMPANY Loutsmile Kentucky THE JOSEPH B. SMITH COMPANY 
Canton. Ohio uC c. Olt . COMPANY Toledo, Ohio 

DEALERS APPLIANCE COMPANY SPOKANE PAPER & STATIONERY COMPANY 
Kansas City, Missouri OZARK MOTOR “e porrey COMPANY Spokane, Washington 

FOREMAN DISTRIBUTING COMPANY one st aon COMPANY STAMPFER’S FARM & HOME STORE 
Portland, Oregon £ + hed Dubuque, lowa 

M. A. HARTLEY & COMPANY = Sern th 

















STANLEY DISTRIBUTING COMPANY 
Gettysburg, Pennsylvania THE PIONEER TIRE COMPANY 























Tampa Florida St. Louis, Misso 
HOFFMAN HOWE. COMPANY G. M. POPKEY COMPANY TAY.- HOLBROOK. INCORPORATED 
Los Angeles, California Wartneten Wisconsin San Francisco, California 
GUY H. LANDON PRICE'S. INC. UNION HDWE. & METAL COMPANY 
Colorado Springs, Colorado Norfoik, Virginia Los Angeles, California 












PAGE 172 





AUGUST 1 





Pre-Delivery Tests 
Forestall Service Calls 
N ANY a dealer these days has 


been discouraged by the num- 
ber of service calls which he has | } ~ 
to make immediately after delivery of 
a newly sold appliance. Many firms 
report that service calls on new ap- 
pliances run as high as 20 percent on 
certain lines, according to the dealer 
services section of the B.C. Electric 
Co. of Vancouver, B.C. To forestall 
the expense and annoyance of such 
calls, this firm has sent a bulletin to 
all of its dealers, urging them to test 
appliances in the store before delivery, 

Suggested procedure includes plug- 
ging in all appliances, such as washers, 
vacuum cleaners, and others which 
operate from a convenience outlet to 
make sure they perform the tasks they 
are called upon to do. The caution 
is added that percolators, electric ket- 
tles and similar appliances must have 
water placed in them before they are 
connected. 

Washers should be gone over for 
such weak spots as loose motor coupl- 
ings, loose screws and the like. Also 
it is a good idea to try the wringer 
and wringer release and to check any 
unusual noises present. 

Vacuum cleaners should have a 
thorough going over, with a check for 
suction, noise, proper fitting attach- 
ments and general operation. 

Ironers should be checked in actual 
operation. 

Though electric ranges are more 
difficult to check, it will pay to go over 
them carefully to discover small 
troubles which, if allowed to pass until 
the customer complains of them, may 
develop into something more serious. 


Refrigerator Procedure 


Refrigerators should be plugged in 
and allowed to run for about two hours 
on fast freeze, and then about one hour 
on normal. If any difficulty is going 
to develop it will probably show up in 
this time. The customer, incidentally, 
will appreciate having her box de- 
livered cold, with ice cubes ready. 

Water heaters are relatively free 
from possible troubles, but should be 
checked for continuity of elements, 
thermostat settings or other possible 
mechanical troubles. 

In general, it is good policy to wash 
up and polish every appliance before 
delivery, which not only pleases the 
customer but also tends to show up 
any defects in the finish of the appli- 
ance. 

Such a comprehensive procedure will 
make for goodwill on the part of cus- 
tomers, who much prefer that their 
new purchases should operate without 
failures. Even the best and most 
prompt of service will not entirely re- 
move the bad impression made by a 
faulty appliance. Incidentally, such 
check-ups and the subsequent repair 
work they may entail are much cheaper 
than calls made at the customer’s home. 

In later settlements with customer 
and with manufacturer, it is always 
simpler to handle charges for work 
which was discovered before delivery 
than for later troubles which might 
possibly have resulted from mishandl- 
ing of the equipment in delivery or in 
the home. End 
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Here’s why General Electric is the 





Only General Electric has the volume-building 


sales feature —Tastegard 


the sure way to make 


customers coffee-happy ! 


Tastegard is a tiny third hole in the stem of the upper 


bowl of every General Electric Coffee Maker. Tastegard brews 


coffee scientifically . . . 


won't let water boil up the stem before 


it’s at exactly the right heat to make rich, full-bodied coffee. 


And, because of Tastegard, every General Electric Coffee 


Maker brews any amount—from 2 to 8 cups 





every cup per- 


fect, every time! Customers will buy General Electric simply to 


get rid of the nuisance of having different size coffee makers 


to brew different amounts. 


~ | General Electric has set up the 
coffee-maker business Your Way! | 


money-making line for you! 





You need to stock only 4 bowls to service the 
entire line—two upper and two lower bowls! 


That enables you to take care of the important replace- 


ment business with a minimum of fuss and bother. You 


don’t have to keep track of a lot of different kinds and sizes 


of bowls. 


The four electric models illustrated below, plus the range 


model, give you a line to meet every customer’s preference. 


The simplified line and fewer replacement parts also mean 


low investment and high turnover 





less stock-keeping and re- 


ordering work for you to do. Appliance and Merchandise Depart- 


ment, General Electric Company, Bridgeport 2, Conn. 


4 sparklingly beautiful G-E Tastegard Coffee Makers—at prices to suit every purse. 





Clee sak deel pet 9 SLT rd Fe, 
All-automatic Model $17.95 


Lowest-priced, all-automatic glass coffee 
maker sold! Brews 2 to 8 cups of rich, 
full-bodied coffee automatically . . . keeps 
it piping hot automatically. Includes Taste- 
gard and all other G-E features. 





ee ne 


$10.95 


One heat brews 2 to 8 cups of perfect 


Semiautomatic Model 


coffee . . . flip a switch, another heat keeps 
it hot. Cool-to-the-touch plastic stove, 
plug-in cord, and glass filter rod. It has 
Tastegard, of course. 






Bie | 





Sh = 
en Re ee ee 


De Luxe Electric Model $8.95 


A fine, high-quality, completely electric 
Tastegard Coffee Maker in the interme- 
diate price range. Features a cool-to-the- 
touch plastic stove, plug-in cord, and 
glass filter rod. 





eal 


Special Electric Model 


$6.95 


This two-to-eight-cup coffee maker, with 


chromium stove and plug-in cord, is one 
of the lowest-priced complete electric 
coffee makers sold! Has wide-mouth 
bowls, as do all G-E Coffee Makers. 


Prices subject to change without notice. 


GENERAL @ ELECTRIC 
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The difference between profit and 


NOTE: 


loss often lies in the fast delivery 
When 


speed is essential—use Air Express 


of a vital part or product. 


—turn days and weeks of wait- 
ing 
profitably. 


into overnight delivery — 


Supply problems 
got you all at sea ? 





Ai. Express is the fastest ser- 
vice you can buy. Use it regularly 
to ship and receive supplies, 
equipment and parts. It solves 
your shortage problems in a mat- 
ter of hours. 

Air Express shipments go on 
all flights of the Scheduled Air- 
lines. There’s no waiting around 
with this speedy 24-hour service. 
Special pick-up and delivery is 
included at no extra cost, and 
Air Express rates are low. It pays 
to standardize on Air Express. 


Call on 
Air Express 





Specify Air Express-Worlds fastest Shipping Service 


eLow rates—special pick-up and delivery in prin- 
cipal U. S. towns and cities at no extra cost. 
e Moves on all flights of all Scheduled Airlines. 
e Air-rail between 22,000 off-airline offices. ° 
True case history: Dallas motor repair shop regularly 
gets supplies by Air Express. Keeps equipment rolling. 
Typical shipment: 60-lb. carton of rubber hose picked 
up in Indianapolis 5 p.m., delivered 9:30 a.m. follow- 
ing day. 777 miles, Air Express charge only $14.74. 
Any distance similarly inexpensive. Phone Air Ex- 
press Division, Railway Express Agency, for fast 
shipping action. 






GETS THERE FIRST 





Rates include pick-up ond delivery door 
to door in oll principal towns ond cities 


, ae 


AIR EXPRESS, A SERVICE OF RAILWAY EXPRESS AGENCY AND THE 
SCHEDULED AIRLINES of THE U.S. 
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THE BACKGROUND for Ed Curry’s selling is this well-staffed and 
well-equipped service department which handles over $3,000 a month 
in washing machine repair labor and parts alone. Washer repair work is 
excellent lead to limited-income market for all appliances. 


Selling Kitchens Piece by Piece 





CONTINUED FROM PAGE 56 


how they think, how they spend. Each 
of these factors influences the purchase 
of kitchen equipment and governs the 
salesman’s approach. 

Curry has learned how the people in 
this outlying area of Portland live, peo- 
ple whose incomes are limited, whose 
homes are old and poorly equipped. 
He’s got to know them and their way 
of life, and he has turned that knowl- 
edge into a basis for selling this mar- 
ket. He knows that these people have 
more use for a well-equipped kitchen 
than do the owners of more expensive 
homes. Like the middle-income group, 
there are no servants to help with the 
kitchen tasks. They practically never 
eat out, so the kitchen facilities are in 
constant use. These people must live 
economically, waste little, so the effi- 
ciency of kitchen equipment is impor- 
tant. Most of the houses are small, 
putting the kitchen into use for family 
activities other than cooking and food 
storage 

Knowing all this, and knowing that 
the kitchen equipment in these homes 
is old, outmoded, inefficient and awk- 
ward, Curry approaches these people 
with the idea that anything that is done 
to the kitchens will be an improvement, 
even the addition of a 15-inch cabinet. 
However, he says, “I try to approach 
the worst feature of these old kitchens 
—the sink area. Usually it is badly 
placed in the room, it is poorly lighted, 
it is hard to keep clean, and it is com- 
pletely inadequate in size and facilities. 
Replacing it with a modern cabinet 
sink is the best possible start toward 
improving these kitchens. It costs the 
family about $160, or about $5.00 a 
month on an FHA Title I improvement 
loan,” 

In selling this market, Curry has 
learned how these people feel, and what 
attitudes they have developed toward 
home improvements. He knows that 
the people in the lower-income brackets 
and the so-called middle-class, have 
just as much pride of ownership as the 
wealthy family. This serves the sales- 
man in two ways: it makes it possible 
to sell the beauty and quality of mod- 
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ern kitchen equipment; it brings him 
additional sales through the impres- 
sion that one installation makes on the 
people’s friends and neighbors. Curry 
has found that the sale of a cabinet 
sink, which the household bought be- 
cause of its convenience and efficiency, 
will produce sales of additional kitchen 
equipment because of the pride of own- 
ership which develops after the new 
sink is installed. The husband, for 
example, who may have agreed to the 
sink purchase because he was tired oi 
hearing his wife complain of bending 
over “that dirty old sink,” soon shows 
his men friends “what a neat job that 
is.” 

Cultivates People 


Curry knows, too, that the people 
who make up the market for kitchen 
pieces are proud, and he governs his 
way of selling accordingly. Knowing 
that these people have been snubbed 
by many large concerns because, in- 
dividually, they represent a limited 
purchasing power, he goes out of his 
way to establish a personal, friendly 
relationship with them. The best indi- 
cation of his way of selling is the posi- 
tion of Curry’s desk. Although his 
position as sales manager would war- 
rant a neat private office away from 
the turmoil of the sales floor, he has 
his desk within 20 feet of the door in 
the midst of the appliance display. 
Everyone who comes into the store can 
see Curry as they come through 
door—and vice versa. He can and does 
say “hello” to everyone who comes 
To the people in this limited incor 
group Curry and Division Hardware 
represent the personal relationship t 
they are sure the rich people get 1 
the big stores. 


This personal touch is carried 
the prospects’ and customers’ homes. 
Curry makes sure that he calls on 
every family—both before and at! 
a purchase. He is available to go 
to a home at a time when a family 
is “just considering” making some 
changes in the kitchen. He finds tha 
(Continued on page 176) 


, 1948—ELECTRICAL MERCHANDISING 





igs him 
impres- 
s on the 

Curry 
cabinet 
ight be- 
ficiency, 
| kitchen 
of own- 
the new 
and, for 
<i to the 
tired of 
bending 
yn shows 
job that 


e people 
r kitchen 
yerns his 
Knowing 
snubbed 
ause, in- 
1 limited 
ut of his 
friendly 
best indi- 
the posi- 
ough his 
yuld war- 
way from 
r, he has 
e door n 
display. 
» store can 
rough 
1 and does 
comes 
ed inc 
Hardware 
ship t 
- get 


irried 

rs’ homes 
» calls 
and al 
to go 
1 a family 
cing some 
- finds that 


176) 


I DISING 















@ Recalling the 1920-21 and post ’29 farm slumps 
... the Bureau of Agricultural Economics, usDA 
appraises the farm outlook for the next 5 to 25 
years as much better than 1920-1940 because— 
@ Farmers currently are better off, owe less, have 
better plants and methods, more liquid assets, cash, 
bank deposits ... strong demand for immediate 


future, no surplus crops in warehouses. 





@ The U.S. is still a young country... population 
; xpecte ) ; “rez > oO , ( > 20° > ~ ' ' : 
Is Expects d to increase 10 0 by 1960, 20°, by 1975, Fall guy . . . is not hard to be on a farm. What 
assuring increasing domestic market. Industrial causes falls, and how to avoid them .. . fine 
i accident insurance in ‘‘Make Climbing Safe & 
output per worker may rise as much as 20°,, by — 
? , Easy”... page 30. 


1960. More mechanization, fewer work animals, ary ~\ ~ 
irrigation, drainage, clearing, can add millions of N. oe } on 


productive acres. 





@ With better farming practices, more fertilizer, Eggs not eggsact. . . In Wash. D. C. survey, 


, = not I woman in 100 knew egg standard grades 
soil conservation, greater efficiency, many other 









: or minimum weights, or could judge values in 
pluses... farm incomes over the next 20 years might buying... See “Poultry”, page 93. 


well average two or three times prewar! 
Long-range plan-makers in marketing and advertising should not overlook the significant 


le...“ The Next 25 Years Look Good for Farmers,”’... SuccEssFUL FARMING, for July, page 21. 


Most missed market... are the best farm families of the U. S. in the 


15 Heart States... reached spottily by general media and comprehensively covered 
>» only by SuccessFuL FARMING, with more than 1,200,000 circulation among 


farmers with the best soil, methods and techniques, largest property 

investments, and highest incomes... average 1947 gross $9,890 (excluding 

gov t payments) $4,000 above the U. S. farm average. 

@ With savings of the seven best years, and record production, cash and 

checking accounts... SF readers are today’s best electric goods market. No 

advertising is really national without this market and medium! Full facts, any 
office .. . SuccEssFUL FARMING, Des Moines, New York, Chicago, Cleveland, 
Detroit, Atlanta, San Francisco, Los Angeles. 
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One Customer Sells “Another 





ADEM 


OUTSTANDING 
FEATURES 


@ Sturdy latch of exclusive 
Schoefer design is equipped 
with built-in door lock 


@ On PAK-A-WAY “12” and 

18" two insulated doors may 
be opened individually, thus pro 
viding convenient tabletop work- 
ing space while exposing only 
port of interior at one time 


@ Counterbalanced doors afford 
easy access 
position 
hinge 


stay open in any 
Exclusive Schaefer 
Tension easily adjusted 


@ Three patented easy-to- 
cube 
venient wire holder 


empty ice trays im con- 
Contain 48 
four 


cubes—approximately 


pounds of ice. Extra equipment 


@ Removable wire baskets, in 
terchangeable, provide flexibili- 
ty in storing food systematically 
and easily. Extra equipment 

@ Five inches of insulation sealed 
against air and moisture. Cabinet 
exterior finished in sparkling 
boked, Dulux enamel 


@ Smart, 


white, 


gleaming metal trim 


@ Automatic 
trol, adjustable for storage or 
fast freezing 


temperature con- 


@ Battery actuated alarm avuto- 
matically rings bell in event of 
power or mechanical failure 

@ Each PAK-A-WAY equipped 
with pull-out type hermetically 
sealed condensing unit. Needs 
no oiling. Just plug in for satis- 
factory operation 


@ Recessed toe space ot base 


PAK‘A- 


ARK 






>TERED 





— 


Nationally a omotion 


| pr 
Strong, unusue 
Competitively priced 
Liberal discounts 


AY 


THE WORLD’S Dnest HOME FREEZER 











Yes, one customer sells another 


because PAK-A-WAY is the kind of 
home freezer that sells easily—and stays 
sold! PAK-A-WAY is the product of 
Schaefer's nineteen years’ experience 
in building only the Anest low temper- 


ature equipment. 


Upward of two hundred million dol- 
lars in home freezers will be sold this 
year. Your share? It can be generous, 
if you use the PAK-A-WAY proven 
profit sales plan. PAK-A-WAY outstand- 
ing features and strong promotions will 
help you realize plus profits on home 


freezers. 
details of dealer opportunities. 








ee 


MINNEAPOLIS 1, 














Send the coupon today for 


MINNESOTA 


a provides easy access to foods Aetieadltatiiatieaiataiase! jetta 
26 SCHAEFER, INC. 

. MINNEAPOLIS 1, MINN. DEPT. EM-8 

* 

- 

e Send us complete details regarding PAK-A-WAY dealership. 

e My nome 

o 

e Firm 

° Address 

. City State 

+ 
eeeeeeeenseenseeneenepeeneeeeeeeeeeeeeee 
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Selling Kitchens Piece by Piece 





he can usually show that the people 
can make improvements in their kit- 
chen for much less cost than they an- 
ticipated, and it gives him a chance to 
make the first hint on a long range 
plan of completely redoing the kitchen 
piece by piece. He never fails to visit 
the family immediately after an instal- 
lation to see that the equipment is 
working properly and to see if the 
family is completely satisfied. Besides 
those practical reasons, this call serves 
to tie-up Curry and Division Hardware 
with the finished installation and pre- 
pares the way for another call, much 
later, when Curry begins outlining the 
next step in improving the kitchen. 


Start Them Modestly 


In order to sell kitchens piece by 
piece to this mass market, Curry has 
learned how these families in the mid- 
dle and lower-income groups spend 
their money. He knows that he must 
govern his selling technique in such 
a way that these people will never get 
the impression that such purchases will 
impose large fixed charges or too long 
a period of payment. He knows that 
many of these families, particularly 
those that suffered during the last de- 
pression, are afraid of long term obli- 
gations. That is why he tries to start 
the family on its kitchen improvement 
program with the purchase of just one 
basic piece of equipment at a small 
monthly outlay. “When the family has 
this equipment, usually the 
sink, for a while, the husband and wife 
begin to realize that they have added 
greatly to the use, efficiency and looks 
of the kitchen and that the payment 
hasn’t been a drain on their income. 
This prepares their attitude properly 
for considering further improvements. 
Many will feel that they can afford to 
add one 


piece of 


more major improvement— 
usually an electric range or water 


heater—without overburdening them- 
selves. Cabinets will come later after 
these two major improvements. I sug- 
gest first the adding of small cabinets 
here and there, arranged so that the 
big ones will fit in properly later. I 
start on these small cabinets because 
I’ve found that many families will save 
up and buy them for cash, not adding 
to the FHA loan. Also, in most cases, 
the husband can install the small cab- 
inet. He gets a kick out of doing it, is 
proud of getting such a finished result, 
and he is prone to think favorably 
about more cabinets in the future.” 
When these people who make up the 
mass market for kitchen equipment be- 
gin buying, they are very particular 
about the quality and working order, 
less interested in gadget features and 
fancy chrome trim, Curry has found. 
“Beauty is not being overlooked,” he 
says, “but use value and efficiency come 
first. This is the big market for 
“stripped” model refrigerators and 
ranges, and for linoleum instead of 


| monel or stainless steel working sur- 


faces.” And, as a group, they are al- 
lergic to tie-ins, extras and excessive 
installation charges. As a result, the 
salesman must be very clear in giving 
prices—which model for that price, 
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extras if any, a very close figure on 
the installation charge. “Be clear ar -_ 
frank with them,” Curry suggests, “and 
you'll make more sales, not less. The 
customer who feels that he was over 
charged, that he should have been told 
some of the costs above the list price 
of the equipment, becomes a lost pros- 
pect for further sales. The few pros- 
pects who decide not to buy after hear- 
ing the full cost, will be back to buy 
something else later.” 


Sold by Advertising 


Ed Curry has put an intensive effort 
behind the selling of kitchen equipment 
to people who can afford only one or 
two units of a complete kitchen at any 
one time because he knows how the 
people in this economic class feel about 
kitchens. “These families in the limited 
income brackets are just as sold on the 
modern all-electric kitchen as any fam- 
ily in the wealthy sections of town. 
They have been sold by all the national 
advertising. They have been exposed to 
the modern concept of the kitchen and 
they like the idea. 

“The younger women in this market 
have been trained in domestic science 
classes in high school, and there they 
learned about kitchen work with rela- 
tively modern equipment. The transi- 
tion to some of these older homes was 
quite a shock to them. Both the older 
wives and the younger ones have at- 
tended cooking schools sponsored by 
the power companies and by some of 
the department stores—where the food 
preparation and cooking featured the 
use of the latest in kitchen appliances. 

“With those factors at work it is 
obvious that the women in every eco- 
nomic bracket want an up-to-date kit- 
chen. But, don’t think that because the 
women in the mass market want a new 
kitchen, they expect to get it. Too much 
emphasis has been placed on the pack- 
aged kitchen, and the resulting price 
has been so far out of their range that 
most of them don’t believe it is possi- 
ble for them to do much more about 
their old kitchens other than maybe 
buy a new sink sometime. That’s where 
all of us in the appliance business need 
to do a double selling job—we have to 
unsell this economic group on the idea 
of the expensive package, and sell them 
on the very practical idea of moderniz- 
ing their old kitchens piece by piece at 
a pace that will not take more than they 
can afford to pay regularly. End 


ee 


“WRONG NUMBER!” 


1948—ELECTRICAL MERCHANDISING 
































































a 
re ol 
r and [he fact that business today is oper- 
“and ating in an inflationary period is gen- 
The erally accepted. That in itself should 
ove! be a warning to dealers, because the 
n told word “inflation” warns that a down- 
price ward pricing period is somewhere 
pros- ahead, and experience indicates that 
pros- price drops are preceded by a period 
hear- of large inventories. With that warn- 
0 buy ing, and the facts given above that 
show how and why appliance dealers 
have overstocked, it is obvious that 
immediate steps should be taken to cor- 
effort rect past mistakes and to make plans 
pment that will put dealer inventories on a 
yne or sound level for the future. 
at any In preparing for a sound future, the 
w the dealer’s objective will be to develop an 
about inventory that will permit him to dis- 
imited play a full line of best accepted brand 
on the name merchandise, and to warehouse 
y fam- an amount consistent with his concern’s 
town. ability to move it rapidly. Above and 
ational beyond that the dealer must make some 
sed to changes now. 
en and To reach this objective, the dealer 
will need to take a close look at his 
narket present inventory, his past sales rec- 
science ord, and the indications of sales trends 
e they in each item. From his record of turn- 
h rela- over, studied by item, the dealer can 
transi- determine where he can cut down, both 
es was by reducing current stocks and by 
e older smaller orders in the future, that stock 
ave at- which is moving slowly. If he is over- 
red by stocked with goods that show a slow- 
ome of ing turnover, he may want to stage a 
1e food sale and turn this extra inventory into 
ed the -cash. Whether or not he holds a pub- 
liances. licized “sale”, undoubtedly he will find 
k it is a substantial quantity of merchandise 
ry eco- in his stockroom which should be 
ate kit- adjusted downward in price. Such a 
use the realistic down pricing, soundly done, 
ta new is good business. The loss, however, 
0 much should be taken as a loss against cur- 
e pack- rent operations. 
g price 
ige that Off-Brand Goods 
S possi- This is the time, too, for the dealer 
e about to make severe judgment on off-brand 
maybe goods. If the dealer finds his stock 
s where containing much off-brand or unknown 
sss need brand merchandise, he can consider 
have to reducing it drastically to provide him- 
the idea self with the cash that will purchase 
ell them the name-brand appliances which, even 
oderniz- on smaller margins, can be more 


piece at 
1an they 


End 


profitable because of more rapid turn- 
over and a smaller selling cost. It is 
the time too, to pass judgment on the 
new brands which have come out since 
the war. Some may be the name 
brands of the future, others will gradu- 
ally fade from the industry picture. 
Dealers who have taken them on as an 
expedient should judge carefully their 
own success with these brands during 
the last two years, the brands’ competi- 
| tive selling qualities, their distributor 
4 and dealer policies, etc., and to what 
extent they will be the accepted brands 
— of tomorrow. 

The dealer’s study of his inventory 
should include a close look at his stock 
y of non-electrical items. Almost every- 
thing under the sun has been taken on 
by electrical appliance retailers since 
1942. Although much was cleaned out 
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Are Your Inventories Sound? 
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last year, there is still much in the 
warehouse and on the counter. It is 
the individual dealer’s problem to de- 
cide on the basis of local selling con- 
ditions and his supply of working 
capital, whether he can continue in a 
highly competitive market to make a 
profit from a non-electrical line. But 
he must think carefully whether or not 
a profit from these sidelines is as much 
as he would make in using the same 
amount of capital in stocking, promot- 
ing and selling name brand electrical 
goods. 


Planning Future Operations 


So far, the measures suggested have 
been corrective for the dealer who 
wants to put his appliance retail busi- 
ness on a sound business basis. Equally 
important will be the dealer’s planning 
for the future so that he continues to 
stay sound. 

Inventory turnover is calculated on 
the basis of the cost of goods sold to 
the inventory cost of materials for sale 
on hand. For example, if sales were 
$100,000 for the year, as shown by the 
general ledger, then the cost of mate- 
rials sold may be calculated as follows: 








Starting inventory . .$20,000 
PUG ck vc vcackwess 73,000 

PS pica ewukeeedy 93,000 
Closing inventory........ 26,000 
Cost of goods sold....... 67,000 


$y adding the two inventory figures 
and taking an average, it can be as- 
sumed that an average inventory of 
$23,000 existed during the period that 
is under study. By dividing $23,000 
of inventory at cost into the cost of 
goods sold ($67,000) we arrive at a 
turnover of 2.9 times for the year. 

That turnover figure is low enough 
to be taken as a danger signal. To be 
healthy and profitable on a margin 
such as shown above (Sales, $100,000; 
Cost of goods sold, $67,000; Gross 
Profit, $33,000 or 33 percent on sales, ) 
experience has shown that a turnover 
of four times a year is a desirable 
standard to maintain. 

(Continued on next page) 





“HE’S FROM THE FINANCE COMPANY AND HE 
SAYS TELEVISION IS NOT HERE TO STAY!” 
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For bigger sales checks p-and- 
buy” traffic—and that Added Profit! 





Display your electrical appliances on Aristo-mats, 
and see how much smarter and brighter they look! They 
sell faster that way, too! Then suggest an Aristo-mat to 
brighten and protect your customers’ table and presto 
—you've added a tidy sum to your sales check 
and a nice, easy profit to your day’s business. For finest 
quality and beauty of product, look for the name 











: Be sure it’s ARISTO-MAT— 
the only NATIONALLY ADVERTISED MAT 
that women know and trust! 


“For further information, see 
our local jobber, distributor, or write 
; 


© PHOENIX TABLE MAT COMPANY 
1315 West Congress Street 
Chicago 7, Illinois 
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FROZEN FOOD CONTAINERS to 
Your Customers. Stock ..... 


FREEZER JARS 








@ Frozen food containers with the fea- 
tures of Ball Freezer Jars are what 
housewives have been looking for and the 
logical place for the jars to be found is 


in your store—where Home Freezers are 





sold. Ball Freezer Jars are airtight, leak- 
proof, easy to fill and empty. They're 


also reusable, an economy which appeals 





to the housewife. You'll find them a fast- 
moving item with your customers who 


freeze foods. They're profitable to sell. 


@ A huge national advertising campaign 
for Ball Freezer Jars includes national 
women’s magazines, farm papers, news- 
papers, and more than 400 radio stations 
from coast to coast! 

















BALL BROTHERS COMPANY 


MUNCIE, INDIANA, U.S.A. 





able free. 
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If your distributor cannot supply you with 
Ball Freezer Jars, write or wire us. 
four-color counter display card is avail- 
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To find the point to which the in- 
ventory should be reduced, take the 
cost of goods sold ($67,000) and di 
vide by four. The result is $16,750, 
which is the amount of money which 
should have been invested in inventory 
by this firm as an average for the year 
We see that the firm has had too large 
an investment in stock for the volume 
being done. 


Two Plans to Consider 


For the year ahead, this firm’s man- 
agement should consider two plans, 
then after deciding on one it should 
act aggressively to carry it out. 

The first plan to be considered would 
be to determine if the coming year’s 
sales could be increased to a point 
where a satisfactory inventory turn- 
over would result. To do this we take 
the closing inventory of $26,000 and 
multiply it by the desired turnover, in 
this case four. The result, $104,000, is 
the cost of the merchandise that must 
be sold during the year. To convert 
this to a sales figure that will result in 
a 33} percent profit on sales, it must 
be increased by 50 percent. The result 
is $156,000, which would represent the 
sales budget for the coming year. 

The other plan that the dealer can 
consider ‘is to reduce the present in- 
ventory of $26,000 to $16,750. This 
reduction of $9,250 will appear as a 
big problem. In considering this plan 
and such a reduction of inventory, the 
management will have to go through 
the stock item by item to determine 
which ones should be dropped alto- 
gether and which ones need to be re- 
duced in quantity on hand. 

After a thorough study of both 
plans, it is likely that the management 
will decide on a plan that will em- 
brace both procedures, setting a sales 
budget of about $130,000 and an aver- 
age inventory of about $21,500. 

To accomplish this goal will take a 
planned buying program and a planned 
selling program. Equally important, 
too, for the dealer who sets out to reach 
these goals will be a mid-year check-up. 
Particularly during an_ inflationary 
period, a complete physical inventory 
of the merchandise on hand should be 
made by every electrical appliance re- 
tailer. The dealer can use this mid- 
year inventory check to check on his 
rate of turnover, and to ferret out slow- 
moving or unseasonable goods. End 

























“DID YOU WISH TO SEE ME?” 








































































: in 
the 
id 

JOU, 
hich 
itor, 
yeal 
arge 
lume 


man- 
lans, 
ould 


ould 
ear’s 
point 
turn- 
take 
| and 
‘Tr, in 
90, is 
must 
nvert 
ult in 
must 
result 
it the 


r can 
it in- 
This 
as a 
plan 
y, the 
rough 
rmine 
alto- 
ye re- 


both 
ement 
| em- 
sales 


aver- 


ake a 
anned 
yrtant, 
reach 
ck-up. 
ionary 
entory 
uld be 
ce re- 
. mid- 
on his 
- slow- 


End 


i 


Oo 
Pes 
Toe REND 





SING 








DEPARTMENT 
STORES 





Zeller Named Buyer of Radios 
at Scruggs, Vandervoort & Barney 


Recently assistant buyer of radios 
Stix, Baer and Fuller, Robert 
Zeller has joined the Scruggs, Van- 
dervoort & Barney store, St. Louis, 
is buyer of radios and phonograph 
records, succeeding Robert Evans, who 
cently resigned to join the Motorola 
Lo 


Vicknair Named Radio Buyer 
in Promotion by Crowley-Milner 


Lawrence Vicknair, former assistant 
buyer of radios at the Crowley-Milner 
Co., Detroit, has been promoted to 
buyer in a move which splits responsi- 
bility for appliances and radios. L. 
Leeson continues as appliance buyer. 


Mapes Promoted by Alden’s 
to Manage Appliances, Radios 


Succeeding Thomas P. Magee, re- 
signed, L. Glen Mapes has been pro- 
moted by Alden’s, Inc., Chicago, to 
manager of the appliance, radio and 
housewares departments. He was 
formerly assistant manager. 


Appliances on First Floor 
of New Utica Boston Store 


The Boston Store has opened its 
new home furnishings building at the 
corner of Charlotte and Bleecker Sts., 
Utica, N. Y., featuring a complete line 
of electrical appliances on the first 
floor of the four-story structure. The 
appliance department is said to be one 
of the largest in central New York. 


Arlington Filene’s Appoints 
Cooper Manager of Television 


The E. A. Filene Co-operative 
Store, Arlington, Va., has announced 
the appointment of James F. Cooper 
as manager of the radio and television 
departments. 


San Francisco Store 
Stages Promotion 


J. M. Long, appliance, homewares 
and apparel store in San Francisco, 
drew an estimated 12,000 people to its 
recent all-day promotion billed as 
Long’s “May Fair”. 

Advance build-up was climaxed by 
double-page spreads of newspaper ad- 
vertising featuring “over 10,000 gifts 
and prizes.” Emphasis was placed on 
the word “free” in promoting such 
name brands as Philco home freezers, 
Monitor and Handy-Hot washers, 
Proctor irons, Nicro and Duralux 
coffee makers, Regina  Electrik 
Brooms, G-E Gold Seal radios, and 
Universal bantam ranges. 

Executives said other manufacturers 
of hard-to-get merchandise cooperated 
by supplying their lines for immediate 
delivery in substantial amounts. 

Spot radio announcements, posters, 
throw-aways, store interior and win- 
dow signs were used to publicize the 
Fair. 
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GraybaR 


oO So @ So oa oem 


APPLIANCE DEPARTMENT 


HOW TO CLOSE 
MORE CLEANER SALES / 


Here are two tried-and-proved ways to 
sell more vacuum cleaners: 


(1) Feature the machine not as a rug 
cleaner but as an all-round tool -- for 
cleaning automobile interiors, clothes, 
drapes, cellar, attic, mattresses, 
upholstered furniture, bare as well as 
carpeted floors ... and for spraying 
insecticide. 





(2) Get your cleaners from Graybar. 
There are two reasons why this is good 
business! One is that Graybar dis- 
tributes a top, nationally advertised 
line in your territory. The other is 
that, as a Graybar customer, you'll 
get the help of a Graybar Merchandising 
Specialist who knows your local market. 
Working with him, you'll make sure 
that your promotion, displays, demon- 
stration procedure, and other merchan- 
dising forces are geared for greatest 
selling power. 


Graybar's near-by warehouse -- one 

of the hundred in our great national 
distribution system -- makes it possible 
for you to get local deliveries of 
leading lines of all types of 
electrical appliances! 














CALL THE GRAYBAR OFFICE NEAR YOU 
— OR USE THE COUPON! 


Appliance Department 4884 
Graybar Electric Company, Inc. 
Graybar Building, New York 17, New York 


Tell me what lines you distribute in my community. | am 
interested especially in: 










O major appliances OD traffic appliances 0 radios 





Name 





Store 
















Address___ 















City —n ee = = 




































The New JUMORE, © Floormaid 
is a triple-threat business-builder for you 


...because it takes the work out of floor-polishing 


You customers take an immediate 
*shine’’ to this new work-saver. 
And no wonder. It takes the drudg- 
ery out of a job they dread — wax- 
polishing hardwood and linoleum 
floors. That means extra dollars for 
you in three different ways: (1) A 
profitable margin on each Floormaid 
sale; (2) a steady income from Floor- 
maids you rent out on a “‘dollar-a-day’’ basis; (3) and 
increased sales of wax and other products which follow. 





Needs only a hand to 


- no push, 20 
Pressure. 


guide it 





The Floormaid (a product of 25 years of polisher manu- 
facturing experience) is as easy to use as a vacuum Cleaner. 
Polishes any kind of wax 10 times as fast as by hand; 
makes paste, liquid, and “‘self-polishing’* wax last several 
times as long. 


Add the Dumore Floormaid to your appliance depart- 
ment now — retail price $39.75 (slightly higher west of 
Rockies). Don't overlook the many sales you can make 
to small shops and offices in addition 
to private homes. Call your jobber 
today . . . and be sure you get the 
Floormaid advertising and display 
kit with your order. If your jobber 
can’t supply you, write for complete 
information direct The Dumore 
Company, Dept. F-67, Racine, Wis. 





to 


Lifetime Tampico brush 
driven by 1/9 HP (AC- 
) motor 





TRADEMARK REG. US. PAT. OFF 


DUMORE 


FLOORMAID 


Voor Folate 


HD-2 


The Dumore Floor 
maid is Nationally 
Advertised in these 


famous monthly 
magazines 














THE CUSTOMER is also shown a Dish-A-Matic, and the case for softened water in 
automatic dishwashing is reviewed—no residue, etc., and sparkling dishes every 
time. It is explained, too, that softened water tastes the same as regular water 
or indistinguishably close. 


Sell Water Softeners, Too! 





a bank of data to aid 
sales of water softeners with the big 
appliances. 


that gave them 


How Figures Apply to Erie 


“For instance,” said Greenlee, “it’s 
impressive to be able to tell customers 
that we know that water hardness is 
figured in grains, as degrees of hard- 
ness. Now in Erie, we know the hard- 
ness to be 8 grains, as they say, and we 
compare this to rain water, which aver- 
ages about 3 grains. 

“Furthermore, in the outlying dis- 
tricts of Erie, or greater Erie county, 
we've ascertained that the hardness 
runs up to 25 grains, and we tell this 
te customers who come in from outside 
city limits. Our. big selling point on 
the water softening systems, then, is 
that we knew they can cut soap con- 
sumption about 75%, here in Erie at 
least.” 

Of course every sale of a washing 
machine or dishwasher is not coupled 
with a sale of a water softener. But 
Niederriter’s gets across that the use 
of a water softening compound, or de- 
tergent, is practically necessary for top 
quality washing in these machines. And 
they stress that, in the long run, a 
water softener the cost of re- 
peated buying of such accessories for 
wash day or dishwashing. 


saves 


There are, generally, five steps in 
the Niederriter water softener demon- 
stration: 

1—The has under- 
taken to sell a washing machine (au- 
tomatic or regular), asks for a few 
minutes to explain about the savings 
and convenience effected by installa- 
tion of a water softening system, ade- 
quate for the family’s needs. This size, 
or adequacy, is arrived at by simple 
arithmetic—so many gallons per per- 
son, times number of persons in fam- 
ily, etc.—and thus maintenance figures 
can be quoted. 

Salt (used in many softeners) costs 


salesman who 
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about $1.03 or $1.05 per 100 pounds, 
currently, the customer is told. With 
the regenerating system incorporated 
with the water softener, this supply oi 
rock salt will last three to four months 
and keeps the system in top softening 
order—for the average family, which 
regenerates the system about every 14 
days. 

“It’s simple,” the salesman explains, 
“to regenerate the salt brine in the 
tank. A child could do it. You just 
pull this lever.” 


Comfort Features 


2—Removal of headache factors 
usually associated with wash day: less 
soap is needed, clothes are not spotted 
with scum or residue commonly re- 
ported, the washer itself is more easily 
cleaned, etc. 

One of the convincing steps in this 
part of the demonstration often is the 
use of a little set of bottles, soap solu- 
tion and unsoftened water, to show the 
drops of soap solution required to shake 
up a sudsy soap mixture with ordinary 
water—and then the smaller number 
of drops needed with the softened 
water. 

“Everyone likes to be shown some- 
thing concrete like this,” reports Green- 
lee. “And it is ‘proof of the pudding.’ 
There’s no denying what you see with 
your own eyes, or try for yourself, 
some will do.” 

3—Many housewives, customers, 
want to know about the use of the wide 
variety of detergents and water soften- 
ing compounds on the market the 
days. They are told that after all, the 
big idea is to produce the cleanest, least 
expensive washing job possible, and the 
many preparations on the market have 
merits, etc., but that in the long run, 
a water softening system saves mone} 

“You buy detergents, and soap pow- 
der, entailing over a period of months 
the extra expense required in fighting 
hard water that way—whereas the cost 
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of various compounds could be gradu- 
ally used up, over a period of time, by 
installing a water softener with a large 
exp nditure, but that is good for year 
alte! year.” 


Sell to Income Level 


Niederriter’s tries to sell to the cus- | 
tomer’s purse—be it conservative, me- | 


dium or deluxe class of buying; thus 
different models of water softeners are 
talked about. Different lines, too, that 
are nationally known and proven. (Be- 
sides Uniflow, Permutit, Colligan and 
Modern systems, for instance.) 
4—The customer is taken over to 
the washer of her choice and an actual 
demonstration of it, with the water 
softened by the store installation, is 
given. Less worry, less soap, less time 


fussing with different compounds—the | 


whole picture of washing with water 
softened is gone over. 


Proof of the Pudding 


“As a punch line,” said Greenlee, 
“we can cite that the installation of a 
water softener in our store has saved 
us its original installation cost over and 
over again. We know that in from 
12 to 15 washing demonstrations, we 
saved enough on soap costs and com- 
mercial water softener compounds to 
cut a good-sized chunk out of mainte- 
nance and general overhead cost of the 
system hooked up with a group of 
washers.” 

5—Lastly, the sales person generally 
asks the housewife to step over to the 
automatic dishwasher and examine 
dishes that are washed in softened 
water. No residue or colored matter or 
scum, he enumerates. 

“And we run into those, of course, 
who say they have heard that a water 
softener on the water line will put a 
definite ‘taste’ to the water, disagree- 
able to everyone who drinks water in 
the house,” commented Greenlee. “To 
that I can always laugh and say it’s 
ilmost pure nonsense. I ask doubters 
to take a drink out of each of two 
glasses that I’ll fix for them—one with, 
one without softened water. They 
never know the difference, or at least 
so seldom as to be negligible. 

“We really think the revolutionary 
thing in merchandising washers, etc., 
is to push the water softener along with 
your other efforts. At any rate, it’s 
working out nicely for us!” End 
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“FINDING IT HARD TO BREAK AWAY FROM 
MIDNIGHT SNACKS, DEAR?” 
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COOLERATOR REFRIGERATORS 


Like the Freezer are crammed 
with features women want. 
Frozen Food Locker holds over 
40 lbs. of fresh food. Freezes 
10 lbs. of ice at a time. Ex- 
clusive CRISP-O-LATOR 
keeps 24 quarts of fresh fruit 
and vegetables dewy-crisp for 
days. Bry Storage bin holds 
21 quarts of cereals and other 
foods which do not require 
refrigeration. From every 
angle the Coolerator line is the 
profit line for ’48. 





WITH ALL THE ADVANTAGES YOUR 

















































COOLERATOR 
ADVERTISING 


is geared to do a peak 
season selling job in 
the big profitable 
home freezer market. 


THE BIG, ALL-PURPOSE FREEZER 


PROSPECTS WANT... 


Home Freezer buyers are becoming more discrim- 
inating every day. They want big, fully-featured 
freezers which will freeze 60 Ibs. of fresh food in 
a separate Freezing Compartment while simul- 
taneously providing safe, low temperatures for 
over 500 Ibs. of frozen meat, fruits and other foods 
in the Storage Section. They want large freezers to 
get maximum economy through volume food pur- 
chases—to provide the widest possible variety of 
good things to eat—and still have plenty of room 
to store pies, cakes and pastries for weeks ahead. 


With the big 15 cv. ft. all-purpose Coolerator you 
can give them exactly what they want at a price 
per cubic foot which is surprisingly low. That 
means more sales and higher unit profits for you. 
Ask your Coolerator Distributor for details on the 
new Selective Selling program that’s building sales 
and profits for dealers from coast-to-coast. Then 
get a Coolerator on your floor to cash in on the 
peak selling season. 





THE COOLERATOR COMPANY 


DULUTH 1, MINN. 
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for FAST, PROFITABLE 
SELLING 


Dealers say there never was a sales stimulator 
and traffic builder like this new dirt-hungry 
Cadillac Model 125. It’s built for efficiency as 
only Clements knows how—and thoroughly 
pre-sold to your customers via national 
advertising in their favorite magazines. Home- 
makers from coast to coast know the new 
Cadillac “125” tops them all for value at 
ONLY $49.95 
Including 5 attachments 













Cylinder Model 800 
Complete with full 
set of attachments 
$69.95 
2-SPEED CONTROL 


for FAST, THOROUGH 
CLEANING 


Offer your customers a selection. Let them 
choose the cleaner that exactly fits their needs 
from Cadillac’s three models. There’s the pow- 


7 _ erful new “800” cylinder type Cadillac, as well 
_ st as the de luxe upright Model 143A, and the 


new “125”. 


attachments, extra 
2-SPEED CONTROL 


SINCE 1911 
Sold only by reli- 
able dealers and 
distributors 


CLEMENTS MFG. CO. 


DEPT. A 6666 S. NARRAGANSETT AVE. CHICAGO 38, 
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Television Gains in May; 
Other Appliances Decline 


Washers hit by 31,002 loss; 
radios slump 85,693 units; 
Refrigerators off 13,051 


T ELEVISION receivers stood all 
alone in May as the only appli 
nee production 
l@ previous month 


Output increased from 46,339 in 
\pril to a May total of 50,177, bring- 


product to show a 


j 
} 


increase over t 


ing the total production for the year 
to 214,543 sets, a 

over the 34,905 produced during the 
same period of 1947 


Radios, like 


phenomenal increase 


refrigerators, washing 
ironers and vacuum 
continued the decline started 
in| April According to the 
Mirs. Assn., 


television, total 


1 


machines, ranges, 
leaners, 
Radio 
which also reported on 
radio production (in- 

iding television) in May was 1,096, 
780 as compared with 1,182,473 in 
\pril and 1,633,435 in March, high 
point of the year. Production for the 
first five months of the year was 
6,631,549, whi ; 
vith an output of 7,397,502 during the 


1 
iod last year 


h compares unfavorably 
same pet 


Refrigerators Are Not Radios 


Radios have the excuse of “the 
ial summer slump,” but there was 
uch reason ready to hand to ex 


lain the drop in refrigerator output, 
wn April 348.461 to 
May. While production was 


m hgure ot 


335,411 i 
till higher than it was in the same 


nth of 1947. demand 


reports trom all 


was also still 
parts of the 
nation indicated. Top month of 1948 


was March, which saw. the 


manutac- 
Potal 
roduction for the first five months of 


ture of 356,150 refrigerators 


the vear was 1,626,550, according to 
‘ National Electrical Mfrs \ssn., 
as compared with 1,185,727 in 1947. 
\ccording to NEMA, electric range 
April's 106, 
289 to 100,497 in May. As with most 


- nnl 
er appliances 


dluction slumped from 

March was the big 

month with 128,891. Total production 

January through May was 546,109, 
the 1947 figure of 393,224. 


Washers, Ironers Slip 


Washing machines took over a 31,- 


OOO unit drop between the April out- 
put of 393,660 and the May score of 
362,058, according to industry. esti 
mates March again was the year's 


398,298 units. Total 
months was 1,873,- 
1,439,934 in 
1947. Estimates of small washer pro 


ecord month with 
for the first five 
90, as compared with 
duction were not available at this 


writing 


lroners slipped over 2,000 units from 
an April figure of 47,319 to 44,954 in 
May, bringing the total five-month 
output to 237.802 as compared with 
216,284 in 1947 

Cleaners, next to radios and electric 


irons the 
it by 


probably hardest 
satisfaction of consumer de- 
mand, were still outrunning 1947 pro- 
duction with a five months total of 
1,557,440 as compared with 1,501,754. 
However, the trend was sharply down- 
ward in May, as 


appliance 


evidenced by a 279,- 
831 production figure as compared with 
306,588 in April and 355,000 in March. 
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For some appliances the drop could 
be explained by a falling off in demand 
but the decline in the output of re 
frigerators, still the farthest from 
meeting consumer demand, and was! 
ers had to be traced back to a short 
age of steel, resulting, according to 
some industry sources, from the bitun 
inous coal strike of mid-Mar 
through early April 


May Appliance Sales 
Gain in Chattanooga 


\ comparison of May sales figures 
with April, as reported for the Chat 
tanooga, Tenn., Electri 
Power Board, reveals that approaching 
had no deleterious effect on 


area by the 


summet 
the sale of some winter-use items 
Space heaters, for example, jumped 
from an April total of 542 units to 


827 in May, indicating that Chatta 
noogans expected to be awfully cold in 
June or were foresighted enough to 
plan for next winter. 

The total vaule of domestic electric 
appliances sold during the month was 
$863,524.35 as compared with $762, 
779.21 for April and $681,099.32 for 


March 


\s might 


logically be expected, 
systems showed a sales 

April's 17 units to 51 in 
May, but air conditioning units actu- 
ally slipped from three to two. Refrig 
erators went down from 984 units to 
931, while home freezers registered a 
slight gain from 42 to 44. 

Electric ranges jumped from 688 to 
739, but water heaters slipped from 
392 to 381. Radios were on the up- 
grade, going from 545 to 663. Toast 
ers, percolators and waffle irons tell 


from 375 to 290, 


ventilating 
gain trom 


while in the same 
cookers, grills and 
made a gain from 76 to 121. 

Irons went up from 350 to 483 w 
ironers slid down from 58 to 44, Heat 
ing pads and sun lamps not only held 
their own, but actually gained one 
unit, rising from 13 to 14. Most 
startling increase of all was made by 
vacuum cleaners, which sold a_ bart 
334 units in April and soared to 1,001 
in May. Clothes washer sales gain 
from 556 to 602, but dryers fell from 
nine to four. Portable fans made an 
expected gain, going from 30 to 144 
Dishwashers fell from 22 to eight, and 
garbage disposers also slipped, goms 


period roasters 


} 


1 


Irom nine to five 

Mixers, clocks and shavers soare | 
up from 137 to 223 and miscellaneo 
small appliances from 195 to 273. 


And Over in Nashville . . 


Dealers in the area of Nashvil 
Electric Service, Nashville, Ten 
sold a total of 2,334 major applianc: 
during May, the utility has reporte 

Comprising the figure were 715 
ranges, 628 water heaters, 930 
frigerators, 73 home freezers. 
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‘youn SELL ano 
1) SATISFY mort ramus 


with the Ben-Hur line 


of FARM AND HOME FREEZERS! 


4-WAY SALES OPPORTUNITY 


ITH FOUR Ben-Hur Models — 6, Q . 
9, 12.5, and 18 cubic foot sizes — 
you have _— chances to fit any pros- 
pect’s meed exactly. You have the ideal 
Freezer for the small family, the small- + eS 
to-average, the average-to-large and the 
extra-large family, in city, suburban or 
farm homes. In terms of frozen food 
‘ell = you have a capacity range 
rom 300 to 450, 625, and 900 Ibs. of 

frozen food in the BEN-HUR Line. 


Every one of these four nationally-adver- 
" tised BEN-HUR Freezers is rich in sales 
eld features, too. Beautiful styling, table-top 
! design, advanced precision engineering, 
ost safety hardware, mechanical perfection — 
all combine to place the BEN-HUR on 
top in feature-by-feature selling, and 
promise years of economical food freezing. 
The BEN-HUR Freezer line is a fast-sell- 
ing, high-profit prestige builder—backed 
4. by aggressive national advertising and a 
ar powerful merchandising program keyed 
" to results for you. The best dealers are = 

proving this. Only a few territories still 

available. Write for details. 









‘®t 











..+- Compare them all... 
and you'll choose the BEN-HUR Line. 





DEPARTMENT EM 


7 BEN-HUR MFG. co., 634 East Keefe Avenve © Milwaukee 12, Wisconsin 
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ultimate 
Tl 
engineering 
perfection 





SUSPENDED 
UNIT HEATERS 


IMAGINE! A good-looking, complete, compact, 





fully automatic, safe gas fired heating plant that requires 
no floor space — NO firing attention! > 

Yes, more and more smart owners of modern 
businesses and factories are installing these economical, 


And NO wonder! 


ceilings pay dividends while floor space makes profits. 


efficient Palmaires. Here’s where 


There’s no dirt, no fuss—expensive boiler room drudgery 


is completely eliminated. 


AND HERE'S PROFITS PLUS 


$ + plenty of dealer aids, regional and National advertising. 


$ + Palmaire Heaters are shipped to you FULL FREIGHT PREPAID 
on Carload shipments — 50% on LCL shipments. 





Write or mail coupon to-day for your literature 
and sales details. 


Of course AGA approved for all type gasses. 














MFG. CORP., Phoenix, Ariz., Dept. M-10 . 


We are Distributors Dealers 5 
Please send sales details on Palmaire heaters. 8 














do you carry 





appliances? 


You can carry them easier, safer, more economi- 
cally, with Slingabouts — protective packages. 
Tailor-made for HOTPOINT and all makes of 
appliances. These heavily padded, flannel lined 
canvas jackets protect appliance from dents, stains, 
scratches or damage by shocks and jars. Sturdy 
sling enables packaged appliance to be moved on 
and off trucks, through narrow doors and hallways 
—lessens risk of injury to delivery men or damage 
to customers’ property. No messy unpacking. Sling- 


abouts can be used repeatedly to cut delivery costs. 











| WEBB MANUFACTURING CO., 2918 N. 4th St., Phila. 33, Pa. 
: Send Slingabout prices for model 7 —— ans 
| make Refrigerators 
| Radio 
| 7 “Check {Range 
S E N D | Addvees Appliance )Washer 
Oth 

T ©) D A Y | ( fis specify) 

| City State =a . 





ied 













MODEL R-46 A MODEL R-3 A 
6 Heat 3 Heat 

$ 00, RETAIL PRICE 

a | 59 RETR PMCS 30 EX TAX 






TAYDARD + HYG beeetate 
ve lectuc Go. Due. 


1372 + 4 st. Brooklyn 18, N. Y. 
en 





Exclusive territories available for exclusive sales organizations 
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right models also the freezer 


In the 





Women’s Magazines 


McCall's 


Elizabeth Sweeney continues her 
“This is How I Keep House” series 
in the August issue of McCall's with 
a story of a Detroit wife and mothe 
of two children, who lives over a 
hardware store in the middle of a 
lumber yard, and who has, described in 
her own words, “the 
kitchen imaginable.” 


best equipped 
Electrical appli- 
ances included in this kitchen are an 
automatic washer, ironer and dryer; 
an electric refrigerator, range, com- 
bination dishwasher-disposer sink, and 
a freezer. We are inclined to agree 
with this Detroit woman 


Good Housekeeping 


In the August issue of Good House- 
Pamela M. W. Anderson 


relates some interesting experiences 


keeping, 


reported to her by enthusiastic users 
ot home freezers. The title of the 
article is “How Women Use Their 
Home Freezers,” and it contains a 
cross-section of home-makers from 
women in busines to farm wives. 

“Meals—Indoors or Out” is another 
article in the same issue, which while 
mainly dealing with recipes and menus, 
introduces the use of refrigerators, 
mixers and electric roasters. 


Better Homes & Gardens 


The electric dishwasher is featured 
for August in Better Homes & Gar- 
dens, in an article by Myrna Johnston 
entitled “Dishwasher Makes Your Job 
Easy.” 

“Light Up!” is another feature 
showing how outdoor lighting provides 
garden beauty and longer 
fun out-of-doors 

“With An Electric Blender,” is a 
fractional feature showing the many 
uses to which a blender can be put 
particularly in preparing hot weather 
menus 


r evenings f 


House & Garden 


addition to the television article 
by Don Graf reported in our July 
issue on House & Garden, there is 
another article called “New Cooking 
Heights” in House & Garden for July 
which shows a kitchen with work 
surfaces at different levels and storage 
units within arm’s reach. Space is 
arranged so that several people can 
work comfortably at any time. 
“Cook the Cool Way,” 
House & 


t 


electric cookers for use indoors and 


also in July 
Garden shows a variety of 


out that help the homemaker take a 
vacation from her stove. 


House Beautiful 


The July issue of House Beautiful 
features the Fondas’ house—that is the 
Henry (Mr. Roberts) Fonda's, in their 

Jetter Your Home Better Your Liv- 
ing section, and among the pages 
there’s an article entitled “Why the 
Fondas’ House Functions Smoothly,” 
by Marva P. Sherer there’s informa- 
tion about the freezer, the laundry, 
which is equipped with an automatic 
washer, dryer an ironer and a water 
soitener 


Household 


The freezer is the appliance looked 
into by Elizabeth Shaffer in House- 
hold for July showing chest and up- 
alarm 
which warns if temperatures rise. 
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Successful Farming 


Remodelling ideas from “Push-but 
ton” House by Niemen Hoveland in 
lude plans for a washing machine and 
a dryer set 18 inches above the floor 
level designed for Mrs. Howard Sey- 
erson of Madison, Wisconsin. Mrs 
Severson is completely sold on elec 
trical living. Her farm is known in 
the neighborhood as “the electric 
farm.” The U-shaped kitchen is 
equipped with an electric range, an 
electric ironer, fluorescent lights, a 
ventilator and an electric dishwasher 
In the basement there is an 8-gal. elec- 
tric water heater and a water softener 


American Home 


American Hom 
Kenneth Duncan covers the mechanical 


In the July issue of 


parts of a home and discusses such 
basic items as electrical installation for 
lights and power for the increasing 
number of electrical appliances going 
into the home; the various types of 
central heating popular today; water 
heating; and the meaning of adequate 
wiring, all under the title of “The 
American Home Planning 
No. 5.” 

In the same issue Edith Ramsay 
“Plans meals that save dishwashing.” 
The pressure or well-cooker on a 
range, the electric roaster or casserole 
all contribute their part in this work 
saving. 

Another short feature _ entitled 
“Blowout for the Kitchen,” shows how 
to install a ventilator in the wall of a 
kitchen. 


Primer, 


Parents’ Magazine 


“Designed Especially for a Rigorous 
Climate” in Parents’ August issue 
describes a house designed by archi 
tects George and William Keck for 
Sydney H. Davies in suburban Chi 
cago where temperatures run fr 





twenty below to over a hundred. The 
house is basementless, has controlled 
ventilation; floors, walls and ceilings 
have been designed for maximum re 
sistance to heat in summer and cold in 
winter. floor panel radiant heating 
system and a kitchen fully equipped 
with the latest in electrical equipment 
is a feature. 

Dr. Elaine Knowles Weaver gives 
some words of wisdom on the wis 
selection and installation of appliances 

“Proper Use Is Safe Use.” 


Want a Better Position? 


$500 gift from the Chicago Home 
A Economics in Business will be 


awarded a home economist desiring to 


return to college for graduate stud 
You may use the scholarship to at 
tend the accredited and approved col 
lege of your choice for full time study 
for the period required to obtain tl 
necessary courses—a graduate degre 
is not a required goal. The work taker 
may be in home economics or in an} 
related field which will prepare you fo 
a better position, preferably in busi 
ness. 

Application deadline is October 15 
Blanks are available from Berni 
Dodge, Room 3010, 919 North Michi 
gan Ave., Chicago 11, III. 
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NEW POSITIONS 





Bendix Home Appliances, Inc. 





FRANCES ALEXANDER 


Parker H. Ericksen, until recently 
vice-president in charge of sales for 
Majestic Radio & Television Corp. 
and president of Majestic Records, 
Inc., has been named to succeed W, F. 
Linville as director of sales for Bendix 
Home Appliances, Inc. Mr. Ericksen 
served as advertising and sales promo- 
tion manager for Bendix from 1938 to 
1943. Earlier affiliations included posi- 
tions with the Fairbanks-Morse Co. 
and advertising manager for Zenith 
Radio Corp 

Margaret B. Doughty, director of 
the Bendix Home Laundry Institute, 


PARKER H. ERICKSEN 


HARRIET B. ELLERY 


has announced the appointments of 
Miss Frances Alexander and Mrs. 
Harriet B. Ellery as regional home 
service directors. 

Miss Alexander, who will handle 
the western region, was home service 
director for the Portland distributor, 
Harper-Meggee, Inc., for three years, 
Mrs. Ellery, assigned to the middle- 
western area, served two years as 
home service director for Buhl Sons 
TAA. Toledo, Ohio, distributor. Previ- 
ous affiliations were with Libby-Ow- 
ens-Ford Co. station WPSD, and the 
J. L. Hudson Co. 








Philco Corp. 





JOHN M. OTTER 


John M. Otter has been elected vice- 
president and general sales manager of 
Philco Corp., it was announced re- 
ently by James H. Carmine, vice- 
president in charge of distribution. 
Mr. Otter joined Philco in 1926 and 
helped to create the present distribu- 
tion organization which consists of 134 
wholesalers and 27,000 dealers. For 
the past year he has been general sales 
manager of the organization. His first 
ition with the company was district 
sales representative in northeastern 
Pennsylyania. In 1937 he was named 
manager of the Detroit office and was 
then made general manager of the 
Chicago branch of Philco Distributors, 
Inc. Two years later he was named 
Sales manager of the Middle West and 
in 1944 was made sales manager of 
the radio division. 

‘adcliffe L. Romeyn has been named 
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vice-president and factory export man- 
ager of the International Division of 
Philco Corp. For the past two years 
he has served as tactory export man- 
ager. He will continue the same duties 
with added responsibilities in his new 
job. He joined Philco in 1945 as 
merchandising and sales promotion 
manager of the export division. 

Reese Llewellyn has been appointed 
general manager of the new Great 
Lakes sales division of Philco. 


Thor Corp. 





HARLAN G. PINGREY 


Harlan G. Pingrey has been ap- 
pointed sales promotion manager of 
the Thor Corp., according to an- 
nouncement by John R. Hurley, presi- 
dent. He was formerly advertising 
manager of the South Wind heater 
division and earlier was a member of 
the Chicago staff of J. Walter Thomp- 
son Co. 


“When it’s an Armstrong .. . 


depend on it... it’s the best 


of its kind” 


Low PRICED 


lume Selling 































14922 


for VO 

Higher west of Rockies and Canodo 
Put a portable Armstrong with one of the new eye-catching displays in 
your window and you're sure to make sales. 


It’s a real beauty, finished in chrome and white enamel. It’s compact— 
Elbow control leaves both 
hands free to guide clothes. Thermostatic heat control. A red light 
AC current. 


Weighs 30 pounds—easy to carry anywhere in the house for ironing, or 


motor is entirely enclosed in a 21-inch roll. 


indicates when current is on. Non-slip rubber guard. 


to store in a closet. 
ARMSTRONG ELECTRIC 
HEATER No. 514 


Weighs only 612 
pounds and has handle at back for 
carrying from place to place. Made 


Sells on sight. 


of 24-gauge iron in walnut or white 
porcelain enamel finish. AC or 
DC, 1320 watts. 15” high 14” wide, 
6" deep. Retails for $6.95 plus tax. 
Higher west of Rockies. 

ORDER FROM YOUR JOBBER OR SEND COUPON FOR LITERATURE 


GUARANTEED 
FOR 
5 YEARS 





ARMSTRONG PRODUCTS CORP., Dept. EM, Huntington 12, W. Va. 


O Send Catalog 


Interested in - 
Name 


0 Ironers 





O Heaters Address 
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72 VEARS OF WASHER MANUFACTURING EXPERINCE 
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Gentle top-suds 
washing safe 
for finest fabrics 
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Time TESTED 
Since 1876 
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VOSS BROS. MFG. 


Davenport, lowa 
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SEASON IN - SEASON OUT 
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FULLY PATENTED 


andy . 


Mortron AIR: We. 


3301 MEDFORD AVE. @ LOS ANGELES 33, CALIFORNIA 
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NEW POSITIONS | 





Sg ae, A 


Sparks-Withington Co. 





EARL L. HADLEY 


Earl L. Ha lley as been named ad 


vertising and sales promotion manage! 


the radio and appliance division ot 
Sparks-Withington Co., according 
Henry L. Pierce, general 


1 
sai¢cS man 


ine Mr Ha lle v's early experience 
Wa vith Majestic Radio Co (Grisby 
& Grunow) where he was advertising 
nd sales promotion manager. Later 

was vice-president of the Asso 
ciated n_ne¢ t Fort Wayne Mort 
ecently he wa pidrcrisest in the post 
var plans of the radio division of the 

Avi ( 


Zenith Radio Corp. 





WILLIAM E. MACKE 


William E. Macke has been ap 
pointed advertising manager of Zenith 


Radio Corp., according to an announce 


ment by H. C. Bonfig, vice-president 
and director of sales. Mr. Macke, who 

ined Zenith in 1943, will be respon 
sible fe all advertising and sales 


tion activities 


Bendix Radio Div., 
Bendix Aviation Corp. 


Edward C. Bonia, general sales 
manager for radio and television, has 
announced the appointment of C. J. 
Hassard and R. W. Fordyce to his 
sales staff 

Mr. Hass: 


gram ot 


ird will conduct the pro- 
district merchandiser and 
dealer contact in Bendix’ new direct- 
to-dealer merchandising setup 

Mr. Fordyce will act as liaison offi- 


cer between Bendix sales and_ the 
engine¢ ring and service departments of 


the division. 


AUGUST 1, 








ZUMBROTA e 


PROTECT 


YOUR MERCHANDISE WITH THE 


ROLL-OR-KARI 


Dual 
TRUCKS 








Here is what you've been looking for 
—an easy way to handle stoves— 
refrigerators and freezers .. . 

EQUIPPED WITH THE NEW WEB-LOCK 


TIGHTENER + PATENTED STEP-ON LIFT 
FOLDING HANDLES 


Write today for Prices and 
Full Particulars 


1000 LB. CAPACITY 


ROLL-OR-KARI 


MANUFACTURERS 


MINNESOTA 


wT. 40 LBS. 














SCRAP-BOY 


THE IDEAL PATENTED DISPOSAL UNIT 





Practical, Convenient Kitchen Necessity 
No Insects— No Odors 
Sturdily built for a long life of daily practical 
service. 

Whether or not your Package Sink Bases in 
clude Electric Garbage Grinder — you'll find 
the SCRAP BOY doing odd jobs efficiently 
GET YOUR ORDER MAILED TODAY! THIS FAST 
SELLING ITEM APPEALS ON SIGHT TO EVERY 
HOUSEWIFE! 

Each SCRAP BOY includes 30 water-repellant 
bags. Sells for $2.25. Pack of 30 replacement 
water-repellant bags sells for 65c. 

SCRAP BOYS — $27.00 LIST PER DOZEN LOT 
BAGS — $15.60 PER CARTON OF 24 PACKS 
of 30 bags each 
F.O.B. Topeka, K 
to 5 Doz. SCRAP BOY Ss 
1 to 5 Cartons Bags 
Less 33'14,% discount 
Orders for 6 Dozen and/or 6 cartons— Less 
10% Discount. Terms: check with orde: 

2% allowed for cash. 
Shipment at onc 





4701 N. Western Avenue, Chicago 25, !! 








STERLING FREELAND INDUSTRIES, INC. 
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Admiral Buys Pressed Steel's 
Domestic Appliance Division 





The Domestic Appliance Division of 





the Pressed Steel Car Co. has been 
purchased by Admiral Corp., accord 
There’s A ing te a joint announcement hy Ros 
\. Siragusa of Admiral and John J 
Snydet of Pressed Steel 
As a result of the transaction, news 
of which was issued July 9, Admiral 
has acquired 280,000 sq. ft. of factory 


space at Hegeswich, Il, which will 
Ss ¢ y EW be devoted to the manufacture of elec 

tric ranges. The Presteline name and 
DRIVER line will be continued and no changes 

in the Presteline distributor organiza 


For Every toy were ontemplated 
Electrical 























Priced from $299.50 to $1,750 





| Need! New Magnavox Teleset Line 
| You'll like the rich good looks 











. the perfect balance . . . \ showing at the recent convention 
, the precision build and sure of the National Assn, of Music Mer 
or grip as of the newly styled chants of 12 models in varying furni 
Vaco driver line. ture stvies and at price no fr 
- styles < at prices ranging from 
BREAK-PROOF $299.50 to $1,750 marked the entrance 
SHOCK-PROOF of the Magnavox Co. into television. RETAILS AT 
° ] ompe Ino *« hz i < 
a The bright, clear plastic han- Phe company announced that it had $15 00 
dles are both break and shock- completed full-scale conversion of its ~ 
FT proof. The Chrome Vanadium plant in Fort Wayne to television and 
= yn hag oil — expects to reach maximum output of 
Codaniums pleted for eye appesl 10,000 units a month by fall. Above all else women desire beauty. That s why it will pay 
and resistance to rust. \lso at the convention the company you to feature VITALATOR, the magic machine that gives 
FIRE-SAFE presented a new radio-phonograph them — in their own home — all the invigorating advan- 
+ ' } . ’ rf > > e . . . . 
- a combination, the Duncan Phyfe, re- tages, all the soothing relaxation that goes with Swedish 
. t 9 $179.5 he lowes ricer 
servicemen, mechanics, crafts- tailing at $179.90, the vest priced rotary massage. 
men and home workshop en- furniture-type Magnavox model, and 
thusiasts will like . . . Vaco two portables, one a phonograph priced 
Amberyl* handles are fire- at $20.95, the other a radio-phonograph 
safe! Only Amberyl* han- - 
, combination at $49.50 


dles carry the Underwriters’ 
Laboratories, Inc... Re-Ex THE A. C. GILBERT COMPANY, NEW HAVEN, CONN. 


(UL) deeply embossed in 
the dome end of each 
















































handle! 
ZB 50 SCREW DRIVER KIT | / 1] AC 4 | a 
coe sees li: Ma Uaeemen One Sale leads to 
NIT 1/8", 3/16", and 1/4” 4 s : 
N regular blades and No. 1 J Cl ¢ “” 
and No. 2 Phillips blades sinudlatiliadiea 
snap into break-proof, 
shock-proof handle. Pre- AVOID THE RISK OF DAMAGED 
pa cision built throughout Aap tmer i MERCHANDISE DURING DELIVERY 
. no wobble. Fully A if 
‘s Guaranteed! Se 7 
— a oe astercrn aft Every user's a oobi for this 
5 nut drivers in 1! 
Interchangeable sockets ‘ PADDED PROTECTIVE COVERS . es 
. ~ an a M ra) J es z ic 
plastic handle to provide Deliver in perfect condition—no dents, 
ae" Ra! gE chips or scratches on merchandise, no DOLLAR-SAVING FUELLESS 
: soe splintered or scraped woodwork. 
sosl lar laa ete et MASTERCRAFT covers are made of HOME INCINERATOR 
Large, comfortable - grip heavy green pocketing twill inside and ; 
handle is deep-fluted for | | our. Lined with Kersey ( Jute fibre on bur- Here's a bargain buy that sets off a chain 
greater torque. Whole © 2,2 | lap), they are quilted to give maximum reaction of extra-profit sales for you. 
kit including leatherette | | protection. Long-life MASTERCRAFT Word gets around fast about the low- 
tool roll fits comfortably into back pocket. covers stamp you cost convenience of this Majestic No. 2 
Fully Guaranteed! as a progressive, Incinerator. Uses no fuel other than waste 
up-to-date busi- itself to dispose of a//l burnable refuse at 
t EYE-CATCHING DISPLAY ness operator. home. This includes wet or dry garbage 
i Refrigerators, mixed with usual throw-away boxes, papers, 
Put this display up in ranges, washing etc. (unique downdraft dries it all). Simply 
sit a ! your shop or store and machines, ironers, “light it and leave it’ any time. Guaranteed 
y ’ watch those drivers sell! | | radios, combina- to turn waste to ashes. No inside odors. 
ictical | People can’t resist the tions, heaters, etc. This sturdy economy model is all-metal, 
tee beautiful appearance of quickly “Wrap 32” high, and 23” in diameter. Neat finish. 
I find 1s! these fine hand tools. packed"’ and deliv- Holds 2 bushels. Taps to 6” or larger flue 
ently | Board and shelf stock in- ered in perfect con- in basement or utility room. 
FAST . i “3 
EVERY Vi — nd mixed square dition—just as they Amazingly low price places no strain on slim 
Phillips bi — and left your showroom. budgets. The unit works right when fired right, 
— illips Diades. ~~ - ~ i or money back. Every home can now be sure of 
— jail Coupon today! safe, sanitary, efficient disposal of all rubbish 
N Lor Send for Mt LN “oes < Siz é al et terete sees se, : est Paice ... as well as garbage. A “must” in automati- 
PAC be New 2 age Vaco Catalog ' BEARSE MANUFACTURING CO. 1! 75 cally heated homes where refuse can't be burned 
: 3817 Cortland St. * Chicago 47, Iilinois ; $392 in the furnace. Write Majestic today for details, 
1 Gentlemen: ' bs a 
*Trade Mark Registered § Please send me price list on Mastercraft Pads. Ut hL tea JNationally Advertised in Leading Magazines 
— ues { es oa 6 60s bese eer eneeeeeeeneneees 
Oo ie = - -_ SD | 
317 E. Ontario St., ' i 
§  ADDRESS_ : 1 
INC. Chicago U1, Illinois! ; The Majestic Company 
5, Il city STATE . : : 
— RA -.......-------------=5 844 Erie Street . Huntington, Indiana 
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2 SIZES 


3% QUART 
1% QUART 


There's nothing handier in the kitchen than the new Bowlmaster 


mixing bowls by West Bend 


breakable. Made in the two most popular sizes. Designed to fit 
the electric mixer. Heat ingredients or store food in the refrig- 
erator — use them for every purpose. They clean like magic. 


Everyone wants a Bowlmaster! 


Let us send you the name of your West Bend distributor Topay. 


They're stainless steel and non- 


WEST BEND 
Stainless Stee 





FOR ELECTRIC MIXERS 


WEST BEND Mtimnenim (4h 





W685 Y 


ORDER BY MAIL AND SAVE! 


‘FZ ‘minale Darages 
and Ci ssh; (Yair 


NEW HAVEN QUILT & PAD CO. 


Ful APPLIANCE COVERS 


REFRIGERATOR 
COVER 


$13.95 


Carrying Harness Extra 
Waterproof, padded. Ad 
justable to fit 4 to 10 


Cu.Ft boxes Wraps 
around completely 


WASHING MACHINE 
COVER 
$9.00 


Gives complete protec 
tion. Padded, waterproof. 


Height 49°, diameter 31” 
Covers for Automatic 
Washers Only $8 Ea. 


GAS AND RANGE 
COVER 


$12.00 


Easy to slip on 
and to remove. 
Fits over back 
guard, too. Width 


42", depth 26” 
height a. 

Write tor 
New Catalogue of Our Puli Line 


new HAVEN QUILT & PAO C0. 


est Pad Man 





22 Ba | senkiin 4. New stonsemill Conn 
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Ss &€—n O z. * Em 


PROFIT LINE 


for Appliance Dealers 





Ruggedly built for long service 

. . low in price . .. backed by an 
unmatched guarantee & service 
policy. 





THE NEW 1948 SOLID SMALL 


Full-size professional electric clipper. 
Easy to handle—light weight plastic 


case. The favorite in beauty shops 
for years. 


$9.75 List 


WAHL Silent 
Hair Dryer 
Fast and thorough. Hot 
or cold air as desired. 
Quiet. Plastic case .. . 
light weight. $9.75 List 
WAHL “Hand-E” 
Electric Vibrator 
Gives perfect mas- 
sage stroke — 
powerful and 
penetrating. Fits 
the hand. Com- 


plete with four 
applicators. 


50 List 
GUARANTEE — We 
agree to repair or re- 
place free of charge, for 
one year, any WAHL 
product which does not 
give perfect satisfaction. 














WRITE TODAY TO 
Dept. E M 48 FOR 
DEALER - 
MATION 
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MODEL 
A-555 


AIR-FLO 


AUTOMATIC SHUTTER 
WEATHER-SEALED 



































FRONT VIEW--CLOSEO 


It Leads the Field 


In Features 


There is every reason why you should use 
AIR-FLO shutters on your jobs. New heavy 
reinforcement strip adds strength and long 
life to the louvers, assures quiet operation 
and perfect counterbalance, prevents rat- 
tling. Aluminum louvers open fully, per- 
mitting capacity fan operation. Deep 
shroud protects shutter from high winds. 
Tie-rod, brackets and bearings inside 
frame, not exposed to weather. Special 
finish resists corrosion. Many other fea- 
tures. Write for illustrated catalog 42-A of 
the complete AIR-FLO line. 


AIR CONDITIONING 
PRODUCTS CO. 


2340 West Lafayette Bivd. 
DETROIT 16, MICHIGAN 














. « Introducing 
ol — with LIGHTS! 


"Roto Sho 


For Your 
Sales 
Producing 
Displays 








ODEL “712” ROTO-SHO’S two- 

way, built-in electric outlet, per- 
mits novel, self-contained lighting 
effects by means of slip rings, as well 
as operation of electric devices while 
the turntable revolves three times a 
minute! There’s nothing like “712” to 
revolutionize your window trim and 
stop passersby dead in their tracks. 
Sturdy, steel construction, guaranteed, 
it carries up to 200 lbs. 18” diameter 
table. Allover height just 7’. A.C. 
only. 





© For Fame 
DAY for information and our 


displays, write TO- 


complete ROTO-PRODUCTS cata- 


0g. 
GENERAL DIE AND STAMPING CO. 
Dept. 65, 267 Mott St. © New York 12, N. '- 
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FOR THE NEW NATIONALLY * 
ADVERTISED "“SEW-GEM" 


Rotary Electric Sewing Machine 


f you are looking for something new with 
big sales and profit potentials, it will pay you 
> investigate the newest of electric sewing 
machines. 


A hungry market is now waiting for this product. 
erritories are still open in many sections of the 
ountry and will be allotted on a first come first 

choice basis. 


Here is an excellent opportunity to get in on 
the ground floor and enjoy fast sales and nice 
profits. If interested, write us at once for com- 
plete details. All inquiries will be held in strict 
confidence. 


A ed, 
4, a=} — 
MODELS | | t re 


MANUFACTURING CO 


ROCK ISLAND, ILLINOIS 








Manufacturers 
Jobbers 
Dealers 


Line Cord Sets 





Cube Tap Extension Cord Sets 
Vacuum Cleaner Cord Sets 
Heavy Duty Power Cord Sets 
Heavy Duty Extension Cord Sets 
Heater Cord Sets 

AC-DC Resistance Cord Sets 


Prompt delivery . . . top quality. Send 
us your specifications and requirements 
for prompt attention! 





We carry in stock for immediate delivery 
many types of wire and cable in gauges 
of from 23 to 2, in addition to various 








types of multi conductor cable for many 
uses. 


Our NEW catalog is now available 
for distribution. Write for your copy 
today! 





5736 ELSTON AVE 


tier Welomk lo Men Gal, lolh) 


Experienced Sewing 
Machine Dealers 























COLUMBIA WIRE & SUPPLY Y_60. 
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Here’s a_ (ow Pyiced 
Light Duty Delivery and 
Service Body 


for APPLIANCE DEALERS 


© Saves Man-Hours 
© Speeds up Deliveries 


© Compartments for 
Tools, Repair Parts 




















































































ALL-STEEL welded con- 
struction. Spacious interior 
with weathertight comport- 
ments on edch side for tools, 
repair parts, etc. Other oc- 
cessories optional. Designed 
for Ya ton chassis. 


Available 
with overhead 


ladder racks. 


Write for Descriptive Sooklet “Today! 







t tw 
KS oy, 
@ ‘. 
>» * 
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ENGINEERING CORP. 


* 2546 EAST 79th ST., CLEVELAND 4, OHIO 
Vrncw™ 


EASIER SALES and MORE PROFITS 
WITH NATIONALLY ADVERTISED 





The Wonder-Working Household Floor Conditioner 
That Gives The Smart LOOK To All Kinds of Floors 


It is the ONLY HOUSEHOLD FLOOR 
MACHINE that 

Scrubs @ Dry Cleans @ Sands 

Buffs @ Waxes @ Polishes 

@ And Refinishes all types of floors. 












It is the ONLY FLOOR MaA- 
CHINE with snap-on side handles 
for polishing kitchen cabinets, 

































wood panels, flat furniture, and L0ey py thing 
your car. fove ches turns Co 
This beautiful, mod- BRIGHTNESS 
ern, light-weight, —_—_ 
trouble free, and 





easy to operate twin- 
brush machine will 
















The First 















glide over any floor All-P 
close to base-boards —— 
and under furniture HOME FLOOR 



















. styled for beauty, 
engineered for _per- 
formance. 


CONDITIONER 







We recommend our new streamlined model K12 medium size single brush machine 
for both light and heavy duty floor maintenance in small institutions, stores, pro- 
fessional offices and for rental purposes. Write for illustrated folders on the T12, 
K12, and our Heavy Duty Industrial models in 14”, 16”, 18”, 22” brush 
diameters. 


GENERAL FLOORCRAFT, INC. 








333 Avenue of the Americas 
Dept. EM, New York 14, N. Y. 
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SEARCHLIGHT SECTION 


ADVERTISING 
. MERCHANDISE . . . 


CLASSIFIED 


RATE ‘ DISCOUNT of 10% if full payment is 
A $ * advance pay x. words made in advance for 4 consecutive inser- 
as @ line POSITIONS w WANTED (full or tions 
part time salaried emp ent only) % SPACES 
" tea ft : DISPLAYED INDIVIDUAL A 
he above rates payable in’ advance with border rules for prominent display 
ROX NUMBERS—Care of publication of advertisements. 
New Yor Chicag or San Francisco T ng rate $10.25 per inch f 
Offices c = as 1 line all advertising appearing on other than « 


BUSINESS 


contract basis. Contract rates quoted on 
request. 


AN ADVERTISING INCH ts m 


%” vertically on s column—4 columns—48 
inches to 8 page. OPY FOR 

ADVERTISE ~’ NTS RECEIVED BY 
ALGUST 16th WILL APPE*R IN THE 
SEPTEMBER. ISSUE SUBJECT TO 
SPACE LIMITATIONS EM 














WANTED 


Manufacturer's 
Agents 


Leading firm of Mica proces 
sors, and manufacturers of all 
Electric 


types of Heating ele- 


ments and coils. 


Only 
connections 


those firms who have 


with the Electrical 
Industry and Mica Users need 


apply. 


Exclusive territories will be al 
lotted to suitable applicants. 


All applications will be consid 
ered in confidence. 


Our entire personnel is aware 
of this advertisement. 


RW -5792 M 











MANUFACTURERS AGENT 


Desires merchandise line to be sold to 
electrical, hardware and specialty jobbers, 
mail order and chains. Have large jobber 
following in Indiana and Wis 
consin. 
RA.-5747, 1 ‘ 
N. Mict \ ‘ I 


Illinois, 





f 
SAN FRANCISCO G8 Post Bt 


SELLING OPPORTUNITY OFFERED 


SALESMEN NEW York Distributor of na 


Me r sing 


SELLING OPPORTUNITY WANTED 


REPR ESENTATIVE 


rURERS 
« hard cal and n 


M Ka low ‘ 
} na fo all 
f RA E t 
] I t 
MA t rURER'S REPRESENTATIVI 
ff seeKs etior I 
‘ ! rying a 
6 t er tw 
~ rie { manu 
i st ailat n Aug 
' I ~ 8 RA 1 
I Me 1 


BUSINESS OPPORTUNITIES 


Appliance Business 
‘ f Mid-West 1 ¢ 


P nent ice of H gh- 








WE ARE SPECIALISTS 


in the Export of Electrical 
Supplies and Equipment 


and would like to represent several 
additional manufacturers on an exclu- 
sive basis. 


We are especially interested in repre- 
senting manufacturers of the following 
lines: 
@ Air Conditioning 
®@ Refrigeration 

@ Fans 

® Motors 
@ Pumps 


DEVERO COMPANY OF AMERICA 


15 Park Row, New York 7, N. Y. 
BEekman 3-5932 














APPLIANCE LINES WANTED 


Eastern Organization—Baltimore to Boston—with 
New York City display rooms—wants exclusive 
sales reprecentation of Western made Appliance 


Lines 
EXPERIENCED—ABLE—-FINANCIALLY STRONG 


TECHNICAL PRODUCT COMPANY 
369 Lexington Ave New York, N. Y 





Don't forget the 


When answering the classified advertise 
ments in this magazine. don't forget to 
put the box number on your envelope. It's 
our only means of identifying the adver- 
tisement you are answering. 





BOX NUMBER ' 


MIDWEST 
MANUFACTURER 


Wants To Build 
Another Product 


A well financed and progressive manu- 
facturing company with established na- 
tional distribution outlets, manufacturing 
a seasonal metal item with a heavy 
demand in late summer and fall, is in- 
terested in purchasing or merging with 
a good going company having a seas- 
onal item where the manufacturing is 
heaviest in the late fall and winter— 
or in manufacturing a new metal prod- 
uct meeting these conditions. 


BO-5799, FE ‘i 
iN h M ws Ave ‘ cago 11, lll 











WASHING MACHINE SALESMEN 


experienced in major appliance field for outstanding nationally known popularly priced 
Territories available: New England, N. Y., N. J., Pa., D. C., 


washer. Commission basis. 
Md., W. Va., Ky., Tenn., 8S. C., Ga., Ala., Fla., 
Far West and Pacific Coast States. 


SW -5576, | 


References and outline of experience with first letter. 


Miss., Ark., Kans., Mo., Wis., Southern Ill., 


M 














STEELKITCHENS 
Complete high grade popularly priced line of custom made cabinets, sinks and combina 
tions made of BONDERIZED steel with easy drawers on rollers. 


sive features. 
plumbing and building supplies stores. 


exclusively by: 


INTERNATIONAL INDUSTRIES 


Experienced men with extensive following builders, contractors, appliance, 
Drawing account against commission. 
references and outline of experience in first letter. 


Many other exclu 


Give 


Royal-Maid Kitchens, distributed 


1947 Broadway, New York 23, N. Y. 











Vy HP Jack & Hintz Rubber Mtd. Motor.11.97 


ort 


=F "8* All the above motors can be used on washing machines 


All prices are net on Motors 


STARR ELECTRIC SUPPLY CO. 


Wholesale Distributors 


GENERAL ELECTRIC MOTARS 





Prices Each 
Single Tub—All Aluminum $7.35 
Double Tub—Aluminum or Galv. Iron 10.97 
G.E. 45 HP Rubber Mounted Motor 12.97 
V4 HP Sunlite Standard Base Motor 12.47 





Rinse tubs are less 2%. 
Department DAS-1! 
Capito! & Crawford, Houston 3, Texas 


REBUILT GUARANTEED 


BENDIX PARTS 


PUMP AND SHIFTER 
SOLENOIDS $2.00 Exchange 
BENDIX MOTORS $9.75 Exchange 


ALL MAKES WASHER 
MOTORS $7.50 EXCHANGE 


48 HOUR SERVICE 
WESTERN APPLIANCE CO., INC. 


5650 Grand River Ave. 
Detroit 8, Mich 
EST. 20 YRS. 








EMPLOYMENT EQUIPMENT .. . 
NESS 


OPPORTUNITIES 


Whatever your need— 





think “SEARCHLIGHT” FIRST 
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_— The need is greater than yesteryear. 
ECONOMY PLUS oe FE Stee FRANTZ HAND POWER WRINGER 
= =. & BUILT-IN CRAFTSMANSHIP For use in homes, bathing beaches, auto 
: = as “JIFFY” REPLACEMENT ELEMENTS gear reduction, with short nickel plated hendle 


oo Go CO 
© Cow 
ole 





‘o 
eve 


For Domestic and Commercial Elec- 
trical Appliances and general repairs. 
PRECISION ENGINEERING 


Ask your jobber to show you why ‘“‘Jiffy’’ is 








for easy operation under load. All aluminum 
frame, with white Duco finish; swivel clamps 
for attaching to any size or shape tubs; 2” 
white rubber rolls, with adjusteble roll pres- 
sure; automatic drain board. Lightweight; 
attractive appearance; two year guarantee on 
all mechanical parts. 
































































































117 “The Long Life Element."’ If you haven't al- 
77 ready pene sronetiys 04 for our catalog and 
name o our neares 0 er. 
= ' THE FRANTZ MANUFACTURING CO. 
140 THE HARTFORD ELEMENT CO., INC. 3650 EAST 93 STREET 
HARTFORD 5 CONN. 
Descrtptice folder | evtteb CLEVELAND 5 OHIO 
161 
25 
lerible Couplings for 1 M AN NO h 
WASHING MACHINES, OIL BURNERS W T e NEW 
OR DRIVEN MACHINES 
Ms mor DOES THE . HH “YEATS APPLIANCE DOLLY” 
118 ba I Qe Aluminum frame, caterpillar type “STEP GLIDES” for 
186 more manufactur- climbing steps, straight slide on back for easy loading 
110 Se cee in delivery truck, curved cross members for round 
other flexible coup- water heaters. Handles all appliances easier and 
Hine. Tue tees demi quicker because it is the ONLY APPLIANCE DOLLY 
105 eee dampen vibration SAVE 50% to | pee WITH PATENTED RATCHET DEVISE TO TIGHTEN 
176 L-R Type “DX ‘ — =. Write 60% of hauling | THE HOLDING STRAP. Write for full information. 
es ° 
= oemnen dene eect costs with the Sousa YEATS APPLIANCE DOLLY SALES CO. 
131 LOVEJOY FLEXIBLE COUPLING CO. ance Tr 7 Ph 2525 W. Kilbourn Ave., Milwaukee, 3, Wisc. 
a 5028 W. Lake St., _ Chicago 44, Ill. = ———. 
ca V MmlaAnce 
2 ee main of Weis os Wailea E-ZEE-LIFT ™ “'Scfc! 
138 REPLACEMENT BURNERS tires. Patented balancing mechanism _ nes Carrying devices 
a for “Any Moke Electric Range” causes wheels to slide forward for Why buy a carrier for each appliance 
ao COVERED WIRE e ~~ aaa loading bac kward, at touc h of foot i b 
101 a ‘ner Waten — pedal for free easy rolling. Tubular rasan nteowaggen by do a 
175 F. smooth steel handles for sliding load on wees rolled into one unit. om 
’ Write: N. CUTHBERT, INC., Distributor Fein strap veschets. Agplianres Gulls be used without cover if desired. Start 
162 2909 Detroit Ave. Toledo 10, Ohio snes " saving today with E-ZEE-LIFT. Order 
74 ; a the Universal Model for all Appliances 
on oe $48.90 f.0.b. Los Angeles @ $17.95. Immediate delivery. Used 
GAS-MIZER ra re L 5 Nationally and accepted by the trade. 
3% Finger tip a conversion unit \~ any @ ] N 4 with order please or we will ship 
t ic (si t ter. .O.D. 
Pe [icecream EQUIPMENT & SUPPLY CO. 
and economical water eating system. 
ELECTRONIC CONTROLS COMPANY 1317 WILLOW STREET 
166 2519 Wilson Bivd. Arlington, Virginia LOS ANGELES 13, CAL. 











187 WASHING MACHINE PARTS 


186 


WASHING MACHINE PARTS 


Prompt Service “For any and all makes” 
On . 
All = Most a oo & N. W. 
188 Cataleg Available : , 
184 KLINKER BROS. Minnesota Appliance Parts Co. 
150 003 Rece Cincinnati 2, O. 191 W. 7th St. St. Paul 2, Minn. 
188 








PERMANENT REPAIRS 



































- | FREE 2:,:%:3 FREE 
Quickly, Easily Made Washing Machine & Vacuum Cleaner Parts. 
153 wa5 sizes for all types of domestic Save money by ordering all your supplies Y Practically Sells Itself 
By apdliances and industrial | uses from one dependable source. 
4, 95 ad Write tor Catalog Quality, Service, Low Prices ¥ Allows More Profit per Sale 
191 Lasert, broken MFG. MIDWEST APPLIANCE PARTS CO. 
143 payers. — « MEND-IT aaae s... 2720-22 W. Division St. Chicage 22, Ill. Y Installs Easily & Permanent- 
171 "SPECIALTIES ly —approved by the Under- 
168 — : t 
S| ogee One of the FRANTZ PARTS JOBBERS orien 
wnsie pads and cover ill types i Ze IREC . 
> ple ombi os oe Seem waaiak’ ta ny AND seas: rae Rays td A 
hio Textile Spec. Co. 3 mach "S4th St., HER PARTS FOR ALL 
».. 191 eveland, 0. MINES EQUIPMENT COMPANY 
on SALE MAKES "TUM ATI LG Le is 
‘ng GENERAL WASHING MACHINE SERVICE 4212 ciavton ave “MIRE stecteaedhendnaed 
32 ee = Dispel Washers 758 South Ave. Rochester 7, N. FORT WAVES. Gans 
age Disposal Units mt listributor's 
at. Fs 9681, Electrical Me 1andising 
: oon Heavy Duty WRINGER HEADS LOVELL WRINGER ROLLS WASHING MACHINE 
" " To replace 
KEEP IT RUNNING APEX. — asc PISBLACKSTONE vb FLEXIBLE COUPLINGS 
setiatoctory operation is a ae con- GENERAL ELECTRIC ~ White Rolls—So Soft, Too 
tribution to customer satisfaction. Free descriptive circular - 
“Keep it running” and she’ll come APPLIANCE PARTS CO. Made Up Rolls Ready to Install 
back. It’s the repeat sales that 117 South Ave. Youngstown 3, Ohio FREE DISPLAY RACK FOR 3 ROLLS 
count. IRONER PADS AND COVERS 
5 oe a Sa Quelity Swnilha fromee ALL SIZES FOR ALL MAKES The machined brass bushing F-L-O-A-T-S 
building your business. It can keep Pcl myy bay A WASHER AND IRONER PARTS noise and vibration.” ‘Cushions ating” tee. 
you posted on where to obtain your Save Place one order Increase Aerobell - Conlon - ~~. E a ea oe 14” to 9” lengths 
requirements in keeping your cus- Money ee — seu Profits Horton - Speed Queen - 1900 - Thor Etc. a etal aaa eal , 
tomers’ appliances in good running Write for FREB Cat OHIO WASHER COMPANY FLEXIBLE COUPLING MFG. CO. 
order, a The C. wy. SMITH” o.. — 1223 Superior Ave. Cleveland 14, Ohio 6220 So. Ellis Ave. Chicago 37, Ill. 
—_ 
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THE EAST 


By Robert W. Armstrong 





HE destructive influence of a wave 

of price cutting was fast becom- 
ng obvious to the entire eastern appli- 
ance industry last month when dealers 
themselves, long the chief scapegoats 
as well as the principal contributors, 
oubled a tentative fist to fight the 
evil 

In Brooklyn, New York, a new 
ealer group, Television, Radio & 
Dealers Assn., declared 
uly 1 as “Dealer’s Day on Television 
and White Goods.” Avowed purpose 
i the association as well as its cam- 
aign is to stup price cutting among 
all of approximately 1,200 independent 
Brooklyn dealers. 

It was a large order. Theodore 
Reina, owner of the M. & R. Appli- 
ance Co, and president of the group, 
undramatically told some 70 listeners 
at a June 30 meeting that TRADA 
means business. Beginning July 1, he 
said, dealers would be on their honor 
to sell only at list. After September 
[RADA will take punitive action. 


\ppliance 


) 
15 


Our Future Existence—If Any 


\dmitting that similar efforts had 
been made before without success, he 
said. “The most important need in the 
appliance industry today is a curbing 
‘f the price situation. Until such time 
as we have licked the problem we who 
ell at list price only will suffer from 
a drop in volume sales—which does 
ot necessarily mean, contrary to some 
thinking, that we will also suffer a 
loss in net profit. . . If we fail to cor- 
ect the situation it will be hard to 
guarantee the future existence of any 
ot us 

Mr. Reina showed his audience how 
a three percent price cut means that a 
lealer must increase his sales 13.6 per- 
ent in order to make the same net 
A 10 percent cut requires a 67 
ent increase in sales, a 15 percent 
cut requires a sales increase of 150 
percent, and a 20 percent cut requires 
a 400 percent increase in sales in 
rder to realize the same net profit. 

“I know that with our high unit 
sales today, mostly due to television, 
the volume of most of the appliance 
dealers is far greater than $100,000. 
lam guessing that the average dealer 
loes approximately $250,000. Those 
(Continued on next page) 
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Reports of Business from 
ELECTRICAL MERCHANDISING’‘s Regional Editors 
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THE MIDWEST 
By Tom F. Blackburn 


THE SOUTH 
By Amasa B. Windham 








HE pressure for lower prices 
from dealers, who see their cus 
tomers running out of money, was 
apparent at the midsummer Chicago 
markets. On the other hand the manu- 
facturers countered with data such as 
10 percent increases in materials, 8 
percent in labor, and asked “How?” 
It so happened that your reporter 
ran into a Mr. Big of the financial 
world who probably holds the answer 
as to who is going to win in this price 
argument. Said he: “The country is 
in a fever of inflation. While people 
may not express it in so many words, 
they fear that their dollar is going 
to depreciate still further and feel 
that it is safer to have it in tangi- 
bles than in the bank. As long as 
this feeling continues you're going to 
see an ever-increasing spiral of prices 
on everything. Eventually prices will 
get to a point where there will be an 
abundance of merchandise with nobody 
able to afford it, but still they won't 
come down because of the depreciation 
of money. This always happens when 
you use a two-foot yardstick.” 


Cooperative Shadow 


The National Electrical Retailers 
Assn. met in Chicago in July and for 
the first time there was apparent some 
of the impelling force that causes re- 
tailers to league themselves together. 
It is fear of the cooperatives. One 
member had two shares of cooperative 
stock. Here’s how he got it. When he 
bought from a co-op, he got a five 
percent rebate on his purchases, which 
was applied to stock. When this re- 
bate amounted to $15, he was issued a 
share of stock. His dividend for the 
year was 94¢ per share. Four times 
this amount or $3.76 per share was 
taken out of his community for the 
benefit of the national cooperative 
which some day may cut a “melon.” 

Now a cash bonus of 94¢ on $150 in 
purchases doesn’t amount to much to 
the individual. A co-op actually 
doesn’t have a strong appeal for its 
(Continued on next page) 





HE villain, in the shape of 95-100 
degree weather, stole the show 
during July. Appliance dealers suffered 
right along with almost every other 
merchant except the ice cream vendor 
and the swimming pool operator. 
Compared with May and June, busi- 
ness was off almost 20 percent in key 
southern areas. Richmond, Atlanta, 
Jacksonville, Memphis and Houston 
all reported a sharp drop in the sale 
of washers, ranges, radios, water heat- 
ers and similar appliances. Only in 
ventilating and refrigerating equip- 
ment was business as good as in the 
past 60 days. But both wholesalers 
and retailers were unanimous in blam- 
ing the hot weather for the drop in 
sales. As one big department store in 
Richmond—a leader in the field—put 
it, people were thinking of vacations 
instead of the necessities of life, and 
dealers might as well look forward to 
a smaller volume in sales for a while. 
Intense advertising and selling cam- 
paigns on home freezers were paying 
off. In Birmingham, home freezer 
sales were better than ever before, due 
(Continued on page 15) 








THE FAR WEST 
By Clotilde Grunsky Taylor 





NELLING this summer has again 

resumed the normal pattern of 
variation with the seasons. Salt Lake 
reports that even on scarce items, 
buyers seem to take it for granted that 
they will be available when needed 
and show little tendency to stock up 
on heaters or other merchandise, which 
they figure will be on hand when they 
need it. Dealers in New Mexico, how- 
ever, say that territory has lagged 
behind in this respect and that sales 
of established brands of large appli- 
ances are still dependent upon deliv- 
eries. 

Deliveries, incidentally, are some- 
what slow on many items in all parts 
of the West, apparently because of 
steel shortages, and there is some ap- 
prehension expressed that demands for 
steel for European recovery and for 
rearmament may continue to keep the 
appliance field short. Cities as far 
apart as Salt Lake and Seattle say 
that refrigerators, ranges, mixers, au- 
tomatic toasters and waffle irons are 
still on the short list. Portland says 
deliveries are slow on some models 
and makes of refrigerators and ranges. 
New Mexico and parts of Arizona add 
all types of major appliances to the 
short list. 

The Spokane Dealers’ Assn. reports 
that total unit sales for the first four 

(Continued on page 15) 
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( nue Each of these men controls the ac- 
tivities of enough district representa 
tives in each section so that no one 
man must keep tabs on more than 10 

. $20 dealers. Colored maps and pins show 
ww Mw n that by givit a <0 px e location and type of all Brooklyn 
Sa big Bay , ; appliance and radio dealers. 

al ota tad tt et Following Reina and other TRADA 

wi ' t embers on the rostrum was Benja- 

Gross, head of New York’s Gross 

, yistributors He began by compli- 
' ‘ ng tl " 10n On its aims, 
RAD . g toa t t warned € organization t 
er-ste g the bounds of legality 

; ef ts t urb the ice cutt 

. \ , tant ‘ It is ea he warned, to run 

eats ‘ an the anti-trust laws 

p 
Price Cuts Start at the Top 
Dealers on Their Honor 

Primary cause of price-cutting, he 
til Sept. 15 dealers eclared, is at the top of the appliance 
‘ ed t t t price industry Too many lines per dealer 
. ie b iced on their and not enough control are funda 
iter that date and “afte mental reasons tor price-cutting. An 
uwneient education of proper price ther fundamental is that the dealer 
ractices a dealer insists upon cutting loesn't realize he is in business to 
e will turn his name over t make a profit If someone asked 
the respective distributors and ask for you why you are in business you would 
the erat 1 upholding the robably answer that you are in busi- 
ra Trade Laws New York’s ness to sell appliances. That isn’t so 
Feld-Crawford Act.) TRADA ex You are in business for only one thing 
ed an intention to go even farther. to make a profit. Any business, no 
li the organiz: is not satisfied wit matter how big, is going out of busi- 
action taken by distributors it will it ness unless it makes a profit... You 
ell prosecute leale inde the te ns an only stabilize prices by recogniz- 
ot the law ing individually that you are in busi- 

Policing dealers in Brooklyn won't ness to make a profit wd 
be ea l ake ire that it detects Mr. Gross said that chain organiza- 





. » » » GATHERED at Coolerator’s recent dinner party in Chicago where they put 
the new vice-president and general manager Ward R. Schafer (second from right) 


and sales manager W. C. Conley, Jr., over the hurdles. Questions like, “When do 
we get more refrigerators?” were posed by men like these from the Paul-Jeffrey Co., 
Syracuse. Coolerator was recently purchased by Gibson 





McGRAW-HILL PUBLISHING COMPANY, 


Why Pay Ringside Prices? 





FRONT ROW SEATS will be the theme of Bendix Radio's new television advertising 
campaign as a result of recent conferences in Detroit by W. A. Mara, director of 
advertising; Hovey Hagerman, vice-president, MacManus, John and Adams; Fred J 
Hatch; Fred T. Sterritt, advertising manager for Bendix; J. L. J. O’Connor, sales 
promotion manager; and E. C. Bonia, general sales manager for radio and television 





tions, despite their “centralized man- 
agement” are as guilty of price cutting 
as independent dealers. The practice 
of selling television receivers with in- 
stallation and service warranties as 
extra charges has been responsible, he 
said, for a great increase in price cut- 


ting. “Very few salesmen can sell 
that extra $55 for installation and 
service,’ he declared. Of all reasons 


for price cutting, Mr. Gross said that 
the “stolen sale” is the strongest and 
He pointed out that 
a dealer who has really worked on a 
difficult sale, only to have it snatched 


the most vicious. 


out from under his cash register by 
another dealer who cuts price, is 

sorely tempted to cut price himself. 
Whether TRADA’s anti-cut cru- 
sade would be successful was impor- 
tant. But perhaps more important to 
the industry at large was the fact that 
] themselves 


at long last dealers 
ready to put up a fight. 


were 
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ustomers, financially. It is the ever 
hope of a future melon that 


lures them in from 


present 
It is the escape 
taxation that ordinary retailers have 
to pay that permits them to make the 
rapid growth fear this and 
feel the need of something to hold ug 
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their end on competition. Hence the 
need for an association. 

Incidentally, some 127 dealers at- 
tended the NERA meeting, a slight 
fall from the previous session. 


Cold Canvass Report 


A storekeeper in a town of 10,000 
recently put two of his good men to 
work cold canvassing to see what the 
washing machine market was. | 
two boys worked a solid month, and 
made 552 calls. Only two of these 532 
women didn’t know that you 
walk in and buy a washer anywher 
Some 91 didn’t own a washer. Som 
40 women welcomed demonstrations, 
having been too busy to do anything 
The boys closed 28 sales on these 4) 
demonstrations, and sold 22 
housewives who said, “Gimme.” 

This dealer reports his volume s0 
far this year equal to about two-thirds 
of 1947. His repair business is off on 
third. He is getting 54 washe 
month delivered, all in less than cat 
He has some 25 washers 
and isn't 


could 


others 


load lots. 


on demonstrations worri 


about their getting torn up. In his 


have been 21 
So far 


town of 10,000 there 
dealers selling appliances. 
have quit the business and some mort 
are petering out. Eventually the t 
will have only about four or five di 
ers selling electrical goods. 

Popping up on the Midwest hor 


is the quasi-distributor who is selling 
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oem temperatures in the 90's 


and humid, the July markets 
Chicago lacked that crisp, decisive 
pir that naturally pervades the winter 
iow, but some 18,000 souls braved 
he heat wave and came to the Furni 
ire Mart to have a look. Generally 
peaking, there weren't too many new 
ines and new models on view, most 
anges being confined to refinements 
bid improvements in existing models. 
Television held most interest, because 
t offered a chance to escape the heat 
relaxing and watching a basebal] 
ime. 
In the “something new” class, Hot- 
nt was notable with its “ 


push but- 
n” cooking, an automatic electric 
ange equipped with — individually 
ghted pushbutton controls to identify 
t settings of the surface units. This 





model comes in both the single and 
uble oven models, according to Miss 
lara Sherburne of their home eco- 
omics department. General Electric 
so had the “push button cooking” 
range, in addition to a new 10-ft. re- 
freezer with a_ two-foot 
frozen food compartment, a new flat- 
late ironer with slip-on cover and a 
ew deluxe wringer washer. FEstate- 
Heatrola ranges with fully automatic 
entrol, built-in pressure cooker, hide- 
away Grid-all and other features were 
emonstrated by Russell Jarrett, west- 
ern regional manager, of Los Angeles. 


rigerator 


N 


New Ironer Chair 


Looking at washers, one found 
H. Vereeke of Mansfield showing 
the new Westinghouse Laundromat 
vith water-saver feature. Conlon- 
Moore Corp. displayed their new #22 
economy line washer and the P-16 
roner, F, J. Tyrrell of the sales de- 
artment, officiating. R. B. Moore 
irom the Bendix factory was putting 
their automatic “Gyromatic” with the 
wap mjector through its paces. Neil 
Virls, district manager for Horton. 
escribed the many features of their 
v 481 washer with automatic timer, 
nd invited the visitors to try out the 
w Texteel ironer chair 


Refrigerators 

Refrigerators, still hard to get, 
brought the travelers in to have a look, 
nd Wade Atkinson came in from 
Dayton to show the Frigidaire new 
nes, “Cold Wall Imperial” and the 
Deluxe” in 7, 9 and 11 cu ft. models 
ith their many features, the RK line 
ranges, apartment size up to the 
eluxe double oven model, together 
1a dehumidifier which out-of-town 
‘uyers no doubt would have liked to 
Trow to reduce the humidity in the 
cago weather. Norge had an eight 
ft. model, M-848 refrigerator with 
lb. freezer storage compartment, 
tat keeper, crisper, 15 lb. dry storage 
according to J. W. Webster, cen 
‘ral district sales manager, also the 
448 range, deluxe 3-way automatic, 
't-up element with deep well cooker, 
‘partment sized gas range, table top 
ater heater, a beverage and milk 
ler. Kelvinator was showing the 
‘1X cu. it. CR-6 recently added to its 
ne of refrigerators. E. L. Hinchliff 
\mana told his audience the fea- 
‘ures of their new Model 18 freezer 
th storage capacity of 18 cu. ft., 630 
Carl Hubbard, distributor of 
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8,000 at Chicago Markets See 
ore Improved Models Than New Lines 


High heat and humidity wilts buyers. 


Television main 


attraction; two 


speed record players get attention 


By Martha M. Alexander 


Grand Rapids, pointed out the features 
of the Crosley Shelvador line to visi- 
tors in this showroom. 


Hot Heaters 


On hot summer days it’s nice to 
think of the cold winter days com- 
ing—which probably brought many 
callers to the heater showings. Cole 
man Co. had on display their newly 
added deluxe console oil heaters 
C558L, C558D, in dark and light 
finish, also model S758. Duo-Therm’s 
new Sheraton oil space heater, which 
blends with any type of furnishings, 
was described by M. F. Cotes of the 
staff. Over at the Lonergan exhibit 
J. M. FitzGerald, sales promotion 
manager, proudly showed their Little 
Giant heater featuring oval burner, 
built-in draft regulator and wall type 
thermostat control. Up on the 17th 
floor Wittie Mfg. Co. had their 
portable electric heater on display, 
together with the Aire Force two- 
speed desk fan. Stiglitz Furnace & 
Foundry Co. showed their Warm- 
Aire oil circulator heaters, featuring 
the new kitchen heater. 

On the same floor Clements Mfg. 
Co. displayed the Cadillac 125 up- 
right cleaner with floor light, auto- 
matic tilting device and feather light 
attachments, recently put on the 
market. 

Radios and Television 

The lethargy of warm days pro- 
vides a good audience for television 
shows and RCA took advantage of 
this with a battery of receivers on 
the 17th floor, which needed little 
attention by their sales staff. 

The main _ floor 
Philco Corp. displayed newly added 
TV model 1075, 10 in. tube with radio- 
phono. combination, model 1275, 
12-in. tube, combination radio-phono 
graph with FM, and a straight TV 
model #1240. Record player M-15 
employing a  Microgroove 


showrooms ot 


record, 
long-playing 45-minute, four or five 
records compressed on one side, filled 
the air with music. Combinations 
with two tone arms permitting play- 
ing of the new Microgroove and 


conventional records were shown 


Sentinel Radio Corp. had on_ the 
floor a new TV twin console combina 
tion including FM-AM, four models 
of the new 3-way portable radios, to 
gether with a table television set 
having an upright screen, all accord- 
ing to R. A. Zurchauer in attendance 
Brunswick Radio had seven new radio 
combinations in many variations to 
blend with any type of home, together 
with TV combinations. In the Garod 
Electronics space three television-com 
bination models, AM-FM, 10-in. and 
12-in. table television models with FM 
radio, and 4 lb. portable Starlet II 
radio. 

Admiral Corp. showed visitors two- 
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23 min 
utes to the side, six standard double 
record capacity, now available on con 
sole combinations selling at $169.95 
and up. A 7-in. television table model, 
also a credenza model TV with 10 in 
screen, FM- \M radio-phono. combi- 
nation with two speed changer, and 
table model AM-FM 6 tube combina 
tion radio were featured. 


speed record changer, playing 


Other Models 

\t the Zenith Radio Co. space W. 
A. Shirk called attention to the 7H 
822 AM-FM table radio and the Uni- 
versal portable 6-G-801-Y recently 
added to their line. Motorola’s entire 
new line of television, console combina- 
tion FM-AM and table models, radio- 
phonographs in table and console 
models, in addition to their portables 
were well demonstrated by Ted Allan 
of the central sales territory. Stewart- 
Warner had on display three new FM- 
AM radio-phonograph combinations in 
period and contemporary models, in 
addition to five new table models. In 
addition to the Crosley Model-9 line 
of radios in AM-FM_ combinations 
and table models, the new Spectator 
12-in. tube table television set was 
getting a good workout with the base- 
ball games on. 


Merchandise Mart Showing 


Over at the Merchandise Mart the 
14th and 11th floors were all readied 
for the influx of visitors. Landers, 
rary & Clark sent out Marian Mc- 
Kevitt to tell the virtues of their new 
Bantam range, while H. M. Conlin, 
midwestern divisional manager, un- 
wrapped a new vacuum cleaner, 
VC5704 with rug adjusting nozzle 
and cleaning attachments. At the Apex 
Frank Ryan came over 
from Cleveland to tell the visitors 
about their new automatic washer and 
dryer, also the Dish-A-Matic and 
Cinderella portable washer recently 
acquired from Lake State Products 
Paul Johnson of the Chicago sales staff 
of Easy Washing 
good demonstration of their Model 
20SS Spindrier with automatic spin- 
rinse. Ed Arnett of the Dexter Co. 
was greeting visitors and telling the 
story of the Dexter twin tub and Coro- 
Vane agitator type washers. 


showroom, 


Machine gave a 


Dishwasher Doings 

The new model 113 electric range, 
Florence Stove Co., small kitchen 
type, and a 35,000 Btu. radiant gas 
heater, with porcelain finish were de- 
scribed to visitors by L. W. Schuerman 
of the Chicago sales staff. Kaiser 
Fleetwing showed a combination unit, 
48 in. sink, dishwasher and disposal, 
porcelainized top, 25 in. depth, which 
would be ready for delivery in August, 
according to H. W. Holtz of the Chi- 
cago sales staff. Marion electric range 
#848, completely automatic, model 


#824 Rangette, and model 830, small 
size, together with the “400” deep 
fryer, were shown with B. Clancy, of 
the Chicago sales office, doing the 
honors. F. W. Mortenson of St. Paul 
came down to the Chicago markets to 
assist in showing buyers Perfection 
Stove Co.’s new models of oil space 
heaters, models 2150, 2140, 2130, 3168, 
3155, 3140, 3050, 3040, together with 
the new models 450 and 430 oil-burn- 
ing water heaters. Over at the J. H. 
Rasmussen space their new low-boy 
Artcraft refrigerator had just been 
taken out of the wraps for an admiring 
public. The new Premier Aire-Matic 
model 82 vacuum cleaner with throw- 
away bag, and attachments, got a lot 
of attention from the buyers and visi- 
tors on the 11th floor 


New Kitchens 


“Youngstown Kitchens by Mullins,” 
some six including U-shaped, L-shaped, 
one-wall and an 8x8 kitchenette, had 
just been opened on the 11th floor for 
this market. Sally Gute and D. F. 
Sembach, regional manager, guided the 
visitors through these beautiful- set- 
tings, right through to have a look at 
the Mullinaider waste disposer which 
takes the place of the old fashioned 
goat in the back yard. 

Over at American Central kitchens, 
William Valentin, up from Conners- 
ville, trotted out their new disposer, 
kitchen ventilator and versatile Serv- 
Cart which is fresh out of the factory. 
W. E. Alvord called attention to the 
McCreedy cabinets in hardwood with 
sliding glass doors, obtainable in 
many combinations of colors and fin- 
ishes. 


Versatile Roaster 


In table appliances, Swartzbaugh 
Mfg. Co. brought out the Everhot 
electric Roasterette which roasts, cooks 
and bakes, a new cabinet with timer, 
and electric blanket, George O'Connell 
describing in detail. 

Knapp-Monarch showroom displayed 
some of their recently introduced 
models, Miss Jillson pointing out the 
Steem-R-Dri iron having two thermo- 
stats and heating elements, Snap-on 
sandwich grid for the waffle baker, 
electric blanket and commercial type 
room heater. 

Joseph H. Wiley had on the floor 
the Jordan refrigerator 10 cu. ft. model 
and 34 cu. ft. “Jordanette,” Servomatic 
waffle iron and Electromix mixer. 

NuTone came up with something 
new in the way of electric chiming 
clocks, “The Lexington” and “The 
Madison,” the “Chimette” which says 
‘come and get it’ and a compact wiring 
kit for proper installation, according to 
R. E. Nolke, advertising manager. 


Market Dates Changed 
The directors of the Merchandise 
and Furniture Marts announced 
changes in scheduled dates for next 
coming markets. The January market 
will be held from the 10th to the 21st 
instead of from the third to the 15th 
as previously announced. The sum- 
mer market is now scheduled for June 
20-30, thus cancelling the previously 

announced date of July 5-16. 
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Demonstrations 
Feature Chicagape: 
Summer Markets 


OLDEST WASHER SALESMAN present was Jack Bauer ADMIRAL WAS OUT with a new two speed record EE MOSS 


‘ n n n trom C ind with 29 


Cleve 2 years’ experience player, shown by Pat Deluhery, southwest regional he wheel 
r manager, Kansas City, Mo eaner 


ae 


“i 


KICKING the breezes around was a new kitchen ven- LOOKIT! Here are frozen melon balls and soup, PAUL BERNER of Norge scored a ten strike with his KELVI 
tilating fan put out by American Central and demon- demonstrated with gusto by Jack Fath of Deepfreeze bubble making machine which can be had by Norgegonic ble 
strated ir mfort by Miss Lee Muick at the Merchandise Mart dealers for about 25 bucks emonstr¢ 


IRONRI 
BACK AT OLD STAND, Porker H. Ericksen of Bendix A MIXER STYLE WASHER is being demonstrated by ALL THE WAY from San Francisco came Jerry § Clarence 
greets Jack Pollock, San Antonio; and Milton Sturm J. C. Porter to Hastings Richards of Richards & Lan- Schuyler and the best thing he saw was the Stew9' Bong yi 
Chicago display man caster, Alberquerque and J. C. Nevielle, K. C., Mo. Warner television set, he said. 


LECTS 
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\ 
EE MOSS of Landers, Frary & Clark wants you to see INTRODUCING new AEC salesman, Ray Francis. With QUICKIE in sewing machine demonstration is this 


he wheels on the bottom of his firm’s new vacuum him is veteran Charles A. Deneen, giving an assist on baby bonnet, made in three minutes by Mrs. Audrey 
eaner a washer demonstration. Edwards of Free Sewing Machine Co, 





e with hisf¥A KELVINATOR refrigerator and a Simmons elec- NOW-YOU-SEE-IT, now-you-don’t-ironer was_ intro- C. J. THOMAS talked about the sales features of the 
by Norgefmonic blanket operate together to make a pleasing duced by John Wicht of Blackstone in a triplet com- 30-in. Marion range, which is tiny and yet has storage 
emonstration at the Merchandise Mart. bination of washer-dryer-ironer. space for cooking utensils. 


‘ 
—_ 
’ 


ai 7 


> me ¢ “4 
} sf ' ‘ 
IRONRITE entertained serious crowds. Here is Mrs. Wayne Gilbert, Mrs. FROM THE DAKOTAS came W. E. Lohman, Kiefer Sales Co., to visit and 


3 a Gaulman, Mrs. Flossie Scott doing the demonstrating at ironer; attempt to beat the heat with W. J. Dickinson of Automatic Washer and 
od Miss Bernice Pfitzmaier. Mrs. Jenn Vasey of Barlow & Seelig 


e Jerry 8 


ie Stewoar 
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Beware “Prosperity Flabbiness’ 
Bradt Warns Washer Assn. Meeting 


Declares 


distribution - dealer 
setup must be 


reactivated to 


benefit from record buying power 


“eo , , 
P' IST-WAR sales of washing ma 

chine ryers and ironers plus an 
inequalle ' ; 


' | 
ant tacilities 
are smashing all existing records, it 
, ‘ , 1 
recentiy at the annual sum- 


mer conference of the nation’s manu 


tacturers of home laundry equipment 
n Michiga Mackinac Island 
However, a realistic note of caution 
vas sounded by Roy A. Bradt, presi 
lent of the American Washer and 


Ironer Manufacturers’ Assn. when, in 


te ‘ et naking distribu 

Ras f ving power he warned 

za ve fidence by manufactur 
ributors and retailers 


€ immense buying power of this 


wuntry constitutes a hearty invitation 
everywhere to redouble its 
l and sales programs to ob 
ta ire, and more, ot spen lable 
" “Many manufa 
t ‘ it in the competitive 
ces r e all car eactivate 
i and deal etup which 
\ ’ eritv-flabby 
ike ll ive t be 
‘ ind s times 
‘ i \ Vv 
10 Million More Buyers 
\f are " p are 
10.000 ‘ rie n the 
P ~ ‘ ‘ 1940 
‘ ‘ i « ‘ 
194] t 5.000.000 more thar 
vas expecte n the basis of pre-war 
ate and the , with voungsters 
the i 1 a 
ance 
T he r s tu 
j i i ¢ 100 





utes as it did in the whole year of 
1909, when the first recorded output 
totalled 3,000 units, Harry S. Smith, 
vice-president, Burgess-Norton Mfg 
Co., Geneva, Ill., chairman of the 
organization’s associate membership, 
declared. Washer sales in 1947 aggre 
gated almost 4,000,000 units and pro 
duction in the first half of 1948 was 
at an even higher rate. 


Part Sales Set Records 


Millions of old pre-war models 
nevertheless are still in use and sales 
of repair parts are higher than ever 
before, according to figures compiled 
by C. L. Atkinson, Jr., sales service 
manager of the Easy Washing Ma- 
chine Corp., Syracuse, N. Y., chair- 
man of the parts and service committee 
of the association. This year will top 
1947 by 20-25 percent, and last year 
in turn showed an increase of 25 per- 
cent over 1946, he declared 


mittee warned consumers against the 


The com 


use of non-genuine repair parts, “not 


made to strict manufacturing stand- 
ards.” This, it said, frequently leads 
to servicing operations which are ex 


pensive to the appliance owner Several 


worth of “gyp” parts 


vere sold in 1947 alone, it was de 
lared Supplier members reported 
at they continue to turn down this 
egitimate business 
Desig ind performance standards 
washers, dryers and ironers codi 


icd by the engineering and research 
ymmittee have gained general usage 
e industry within a few months, 
ording to G | Cockerill, Apex 


airman 


Nevertheless, indoor automatic tum- 
bler dryers need codified installation 
specifications according to Howell G. 
Evans, vice-president, Hamilton Mfg. 
Co., Two Rivers, Wis., chairman of 
the association’s dryer division com- 
mittee. Recommending that a study of 
installation practices in various com- 
munities as an aid to the industry-wide 
educational and promotional work be 
conducted on the product, Mr. Evans 
observed that both the trade and con- 
sumers still didn’t understand what to 
expect of an automatic dryer, its use 
or installation for maximum results. 


Cross-Country Clinics Planned 


Although household ironers are 
selling at the rate of one to every 
eight washers, the best ratio in the 
industry’s history, with ironer satura- 
tion in wired homes at 7.3 percent, the 
manufacturer's first objective is a 10 
percent adoption. However there is a 
tremendous famine of qualified demon- 
strators and properly informed sales 
personnel which is keeping the appli- 
ances out of the hands of many ulti- 
mate consumers. I. N. Merritt, vice- 
president and general manager, Con- 
lon Division, Conlon-Moore Corp., as 
chairman of the ironer committee of 
the association, proposed a cross- 
country series of distributor-dealer 
clinics to perfect plans for redoubled 
promotion of household ironers. 


Washer Sales Index Trading Area 


In the measuring of sales perfor- 
mance, A. E 


manager, 


Cascino, market research 
Home Appliances, 
Inc., vice-chairman of AW&IMA 


marketing committee, told the assem- 


Bendix 


bly that the trading area system is 
the most accurate method for any 
brand in every important marketing 
area. Without it, there is no intelli- 
gent way in which a sales department 
can direct its limited energies toward a 
specific solution. This trading area 


No Bucking, No Buckling 








“IT’S STRONG AS A HORSE,” said 
Frank Kramer, the gent astraddle the 
saddle, when dealers asked about the 
strength of the food-carrying door on the 
new Crosley Shelvador. Frank is general 
manager of the Ridge Co., South Bend, 
Ind., distributors. 





method means effective sales contr 
according to Mr. Cascino, and is the 
only accurate means of judging t 
performance of one company a1 
bringing to light the sales accom; 
ments for every important marketing 
community. 


lis 








Plan Production Reports 


Heading into the most highly con 
petitive era of its history, the indust 
heard from J. A. Drake, director of re 
search, Norge Division, Borg-Warner 
Corp., Detroit, and chairman of the 
association’s new market research com 
mittee, that 75-80 percent of the 
dustry’s production soon will be r 
ported according to the McCart! 
trading area system. The associat 
last January discontinued reporting 
sales by states in favor of the mor 
intensive method of analyzing terri 
tories which involves more than 6 
retail zones. 








ee 





BLANKET the nation are Universal's instructions to its sales force for its current 
electric blanket promotion. W. J. Cashman, right, director of advertising promotion 
and publicity for Landers, Frary & Clark, tells his colleagues about advertising plans. 
Left to right: E. F. Powers, E. J. Van Buskirk, A. S. Bross, §. G. Fisher, and Mr. Cashman. 
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Universal Launches 
Blanket Campaign 


At the first in a series of 24 national 
regional meetings held recently in 
New York, Landers, Frary & Clark 
announced plans for its 1948 fall ad- 
vertising and promotional campaign on 
electric blankets. 

Started officially on August 2, the 
campaign is built around Universal's 
regular electric blanket, reduced from 
$41.95 to $39.95, and a new twin-bed 
blanket tagged at $37.95. 

E. J. Van Buskirk, vice-president, 
pointed out that in 1946 over $8,000,000 
in electric blankets was sold by the 
industry, with an increase to $24,000,- 
000 in 1947, and he predicted that 1948 
volume should reach $30,000,000. 

Universal's campaign has been di- 
vided into two sections: the first aimed 
at selling during the regular blanket 
season from September 1 to Novem- 
ber 24, and the second, a_ special 
Christmas promotion from November 
26 to December 24. 

Motto of the campaign, “Sleep 
Right Through the Night,” will be 
featured in four-color full-page ads in 
the Saturday Evening Post, McCall's, 
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House Beautiful, Brides, Sunset, a 
Successful Farming. Also scheduled 
are three 1,000 line advertisements | 
key newspapers in 175 cities. 

S. G. Fisher, Universal electri 
blanket manager, said, “Last year 500 
000 electric blankets gave an averagt 
of 10 electric blankets sales to 50,00) 
dealers. Experts predict sales of 750, 
000 electric blankets in ’48, amounting 
to over $39,000,000, That’s 15 electric 
blankets to every dealer.” 





Stoker Assn. Reports Sales 
Rise, 36% to 6,627 Units in May 


Factory sales of mechanical coal 
stokers of all sizes and types amounted 
to 6,627 units in May of this year, 4 
rise of 36 percent over the April fig- 
ures of 4,884, according to a recent 
report of the Stoker Mfrs. Assn. The 
May, 1948, figure also reflects a 2 
percent gain over the sales total 0! 
5,451 in May of 1947. 

Stoker sales for the first five months 
totaled 24,210 units compared with 
20,544 machines for the same period 
in 1947 and 77,256 in 1946, 
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Scheduled Meetings 


1ST ANNUAL ALL-ELECTRICAL 
EXPOSITION 
So. Calif. Radio & Elect. Appliance 
Assn 
Pan Pacific Auditorium, Los Angeles, 
Calif. 
August 20-29 


ROCKY MOUNTAIN ELECT. 
LEAGUE CONVENTION 
Hotel Colorado, Glenwood Springs, 

Colo. 
September 12-15 


MIDWEST ELECTRICAL 
EXPOSITION 


Nebraska-lowa Electrical Council 
Ak-Sor-Ben Coliseum, Omaha, Neb. 
September 14-19 


ELECTRICAL HOME APPLIANCE 
& TELEVISION SHOW 
Electrical Appliance Dealers of Dela- 

wore, Inc. 
Hote! DuPont, Wilmington, Del. 
September 16-18 


NATL. TELEVISION & 
ELECTRICAL LIVING SHOW 
Chicago Electric Assn. 
Chicago Coliseum, Chicago, Ill. 
September 18-26 


NATL. LIGHTING CONFERENCE 


Illuminating Engineering Society 
Hotel Statler, Boston, Mass. 
September 20-24 


CAROLINAS APPLIANCE SHOW 


Charlotte Radio & Appliance Distrib- 
utors Assn. 

Armory-Auditorium, Charlotte, N. C. 

September 21-24 


VACUUM CLEANER MFRS. 
ASSN 


35th Anniversary Meeting 
Hot Springs, Va. 
September 27-28 


INT. ASSN. OF ELECTRICAL 
LEAGUES 
13th Annual Conference 
Mayflower Hotel, Washington, D. C. 
Sept. 29—Oct. 2 


CANADIAN ELECTRICAL MFRS. 
ASSN. 
4th Annual Meeting 
General Brock Hotel, Niagara Falls, 
Ont. 
Sept. 30—Oct. 1 


4TH ANNUAL PACIFIC 
ELECTRONIC EXHIBITION 


West Coast Electronic Mfg. Assn. 
Biltmore Hotel, Los Angeles, Calif. 
Sept. 30—Oct. 2 


YOUR 1949 HOME DISPLAY 


Home Displays, Inc. 
Minneapolis Auditorium, Minn. 
October 1-9 


PORCELAIN ENAMEL INSTITUTE 


10th Annual Forum 
University of IIL, Urbana, Ill. 
October 13-15 


RICHMOND BETTER HOME 
SHOW 
Grays’ Armory, Richmond, Va. 
Oct. 30—Nov. 7 


NATL. FARM ELECTRIFICATION 
CONFERENCE 


Congress Hotel, Chicago, Ill. 
November 17-19 


— 
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First Installment 





KEEN INTEREST is shown in the sales principles laid down by George L. Godfrey, 
national division manager, as distributors and dealers of Morton Pantryettes receive 
the first installment of an intensive sales training course now being conducted 
around the country. Two other sections of the Morton Mfg. Co. course cover 
cabinet sinks and other Morton units and special merchandising principles. 





Year-Round Sales Planned 
at Annual Stoker Convention 


Oil shortage called boon 
to stoker sales potential 


With technical papers and commit- 
tee meetings occupying the first day 
of the two-day convention of the 
Stoker Manufacturers Assn., held in 
Chicago in June, the afternoon session 
of the third day was given over to a 
forum and panel discussion with all 
members given a chance to air their 
ideas and grievances. “Get back to 
good old hard work, doorbell ringing, 
sales training and other pre-war prac 
Factory dealer 
training schools and product knowl- 


tices,” was the theme 


edge are means to stimulate dealer 
interest and increase sales. 

The majority of stoker manufac- 
turers have not increased prices during 
1948, the assemblage was told and in 
fact, stokers have had fewer price 
increases than any comparable pro 
duct. Oil prices and supply will re- 
strict the use of that fuel for certain 
classes of people making a volume of 
stoker business available. The sales 
potential is great. 

That stokers can enjoy a year round 
sales volume was emphasized. With 
adequate sales training for personnel, 
suitable commission and compensa- 
tion, and prices being maintained, no 
dealer need confine his activities to 
the peak fall months of August, Sep 
tember and October. Stokers can be 
installed during the winter season 
without undue inconvenience to the 
householder and it is felt the retailer 
can continue doing a good merchandis- 
ing job throughout the 12 months of 
the year. The discussion leaders were: 
Walter Sormane, Conco Engineering 
Works, J. M. McClintock, Illinois 
Iron & Bolt Co., C. H. Schuettenberg, 
Holcomb & Hoke Mig. Co., and C. T. 
Surg, Iron Fireman Mfg. Co. 


No Coal Shortage Coming 


Earlier in the session, E. H. Walker, 
Anthracite Institute, told of the ad- 
vertising plans of his organization, co- 
operating with the stoker industry in 
advising how to fire stokers better, 
maintain equipment, “buy coal now” 
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urging of consumers, stressing the 
excellent combination of anthracite 
stokers with cheaper anthracite coal, 
a promise of more stoker-s:ze coal, all 
to the end of pushing stoker sales. 
H. A. Glover, Island Creek Coal 
Sales Co., speaking for the bituminous 
interests, asked the cooperation of the 
stoker manufacturers in improving 
their equipment to burn a wider range 
of coals, as many mines are now unable 
to produce suitable stoker coal. Some 
90 percent of the coal used in stokers 
last year was well adapted to those 
machines, and the same condition will 
no doubt exist in the coming year. A 
shortage of household stoker coal now 
or in the future is not anticipated 
Officers elected for the ensuing year 
President, Claude A. Potts, 
UL. S. Machine Corp., Lebanon, Ind.; 


were: 


vice-president, Howard E. Sill, Muncie 
Gear Works, Muncie, Ind.; secretary- 
treasurer, C. P. Meredith, Steel Prod- 


ucts Eng. Co., Springfield, Ohio. 


G-E Automatic Washer 
Introduced to New York 


The new General Electric all-auto- 
matic washer was introduced to the 
New York market recently in one of 
a series of field trips the company is 
sponsoring to its new washer plant in 
Trenton, New Jersey. 

More than 350 G-E dealers and 
members of the press journeyed to 
Trenton, according to Earle Poorman, 
manager of G-E Appliances, Inc., the 
metropolitan New York distributor, 
where they inspected at first hand the 
modern methods of manufacturing in 
the new plant, and to hear the adver- 
tising and sales promotion plans for 
the new G-E automatic. 

Occupying 275,000 sq. ft. of floor 
space, the new L-shaped plant houses 
over 1,000 employees, and is devoted 
exclusively to the manufacture of the 
G-E automatic washer. 300,000 wash- 
ers are at present scheduled to come 
off the assembly line each week. 

The new G-E washer has been de- 
signed to operate automatically from 
the time it starts until it has completed 
its soak-wash-rinse-damp-dry cycle. 
The cycle also includes automatically 
dissolving of soap and the filter skim- 
ming of incoming water. 

Of square design and 36 in. counter- 
height, the washer carries a 5-year 
protection plan consisting of a l-year 
warranty on the entire washer and an 
additional 4-year protection on the 
sealed-in driving mechanisms. 

A newly-designed single control unit 
is another feature of the 1948 G-E 
automatic. It is also provided with an 
anti-siphonage system which meets 
metropolitan municipal plumbing code 
requirements, 

The new washer will retail at 
$349.95, and is on display at all G-E 
major appliance dealer’s stores. 

Its introduction is being backed by a 
high advertising program in 20 Eng- 
lish and foreign-language metropoli- 
tan newspapers. 


You Don’t Have to Read the Booklet 





FIRST TELECAST of Proctor’s ironing methods as embodied in its booklet, /roning 
Can Be Easy, was staged recently by KSTP-TV, Minneapolis, Minn., with Dan Johnson, 
Proctor Minneapolis district manager, doing the ironing. The booklet was introduced 
to consumers at the recent American Home Economics Assn. Convention in Minneapolis. 
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Tow you can have a V-belt department com- 
\ pletely equipped to service over 90% of all 
home-appliance, farm and small industrial 
machines. You can have it in compact space—yet, 
with an eye-catching display that’s a constant 
reminder to your customers to replace their old 


belts with new. 


What's the secret? The new Goodyear SerV omatic 
V-belt merchandiser. This handy rack saves time 
and space. makes inventories easy. And with it 
comes an array of useful selling aids that will help 


you use it to best advantage. 


Best of all. you'll be selling a product of standout 
reputation and quality, made by “the greatest 
name in rubber.” Goodyear appliance V-belts in- 
corporate the same endless construction that has 
made Goodyear industrial V-belts the world’s first 
choice for low stretch, long life, and trouble-free 


service. 


For full details on this sales-making, moneysaving 
deal. see your nearest Goodyear Industrial Rubber 
Products Distributor, or write: Goodyear, Akron 


16, Ohio or Los Angeles 54, California. 


THE GREATEST 


More 
Now: Profits on 
V-Belts 
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Traffic Appliances 
Build Business: O’Brien 


About 310 out of every 1,000 
people in the United States pur- 
ased a traffic appliance last year, 
as contrasted with 92 out of every 
1,000 who purchased a major appli- 
ance or vacuum cleaner, and 1948 
will be the biggest traffic appliance 
year of all, predicted William E. 
O’Brien, general sales manager, 
Toastmaster Products Div., Mc- 
Graw Electric Co., speaking to the 
National Electrical Retailers Assn. 
1 Chicago. 

He pointed out that in 1947 well 
ver 42 million traffic appliances 
vere sold, an increase of 22 million 
ver 1940, with the average sales 
ticket increasing 121 percent since 
1940, from an average of $5.60 to 
$12.38. The total 1947 sales volume 
of over $529,000,000 means the 
traffic appliance business has be 
come “big” business, he said. 





Diversify and Prosper 


While driving home the fact that 
last year’s traffic appliance sales in 
dollars were nearly twice as great 
as for electric ranges, eight times 
as great as ironers, two thirds as 
great as electric refrigerators and 
90 percent as great as for washing 
machines, Mr. O’Brien asked deal- 
ers who do carry major appliances, 
but do not carry traffic appliances, 
if they realize what they may be 
missing. 

“It has been said time and time 
again that there are too many 
dealers in the appliance business,” 
he said. “If true, and quite possibly 
it is a fact, those dealers who build 
their store traffic through greater 
diversification—who establish them- 
selves as leaders in their field, are 
the ones most likely to survive and 
progress, at the expense of their 
less aggressive brethren.” 

In conclusion, Mr. O’Brien voiced 
the opinion that by “selecting the 
right appliances, letting people 
know you have them, displaying 
them to advantage, having efficient 
sales people and rendering some 
special services, any electrical dealer 
can compete successfully with de- 
partment stores and chain stores 
and develop a very attractive busi- 
ness on traffic appliances.” 











Holden Named Director of 
British Electrical Firm 


Grenville R. Holde, vice-president of 
Sylvania Electric Products, Inc., was 
recently elected a director of Thorn 
Electrical Industries, Ltd., of London, 
the largest independent manufacturer 
t lighting products in Great Britain 
Sylvania Electric recently acquired a 
minority interest in the firm 
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Forty manufacturers were present at 
the National Electrical Retailers Assn. 
luncheon and panel discussion July 12 
in Chicago, held in conjunction with 
the organization’s Leadership Con- 
ference. Representatives of ten leading 
radio and television manufacturing 
firms were guests the next day. More 
than a hundred retailers from the U.S 
and Canada were present. 

Speakers were H. M. Kelley, appli 
ance sales manager, Frigidaire; Wm. 
E. O’Brien, general sales manager, 
Toastmaster Products Div., McGraw 
Electric Co., and H. C. Bonfig, vice 
president and sales director, Zenith 
Radio Corp. 

It was said at the manufacturer- 
dealer panel that steel shortages are 
still a major worry of manufacturers. 
The manufacturers stated that in spite 
of slow deliveries of some items, such 
as refrigerators, the retailer can still 
have a good year if he sells what he 
can get. 

In reply to the NERA group’s re- 
quest that service schools be brought 
to the dealer, instead of asking the 
dealer to send servicemen to the fac 
tory, one manufacturer noted that his 
company was trying to make servicing 
as easy as possible for the dealer, and 
wherever possible, he is applying the 
same training techniques to service- 
men training as for sales training. 


Steel Short, Producers 
Tell NERA Conference 


Claim retailers who sell what they 
have will realize a good year in ‘48 


Julius Kovach, chairman of thi 
NERA committee on franchises, an 
owner of the Paramount Good House 
keeping Shop, Racine, Wis., presented 
to the appliance manufacturers panel 
discussion the provisions retailers in 
the association would like to see in 
their franchises. On this subject no 
conclusions were reached, although 
considerable comment was made by 
both manufacturers and dealers. Sev 
eral manufacturers were of the opinion 
that “it is not what is written that 
gives the franchise its value, it is the 
spirit existing between manufacturer, 
distributor and dealer.” 

Speaking at the Tuesday morning 
closed session of dealers, J. N. Bailey, 
executive director of the FM Assn., 
made the prediction that within 30 days 
dealers will be offered an FM set to 
sell at less than $30. He also forecast 
that portable FM sets would be on the 
market by Christmas, and FM auto- 
mobile sets would be available by 
spring. 

Elected additional members of the 
NERA board of directors during the 
Leadership Conierence were: E, O 
Kuehn, Belleville, Ill.; Vergal Bour 
land, Fort Worth, Tex. ; C. M. David- 
son, Miami, Fla.; P. S. Urner, Bakers- 
field, Calif.; James Lee Pryor, 
Wilmington, Del., and Ron Garlock, 
lansing Mich 


Milwaukee Journal Survey Shows 
Wide Changes in Consumer Buying 


25th analysis covers use 
of electrical appliances 


For the 25th consecutive year the 
Milwaukee Journal has brought forth 
its consumer analysis of buying habits 
of the inhabitants of the Milwaukee 
area. Since the start of this survey in 
1922 buying habits have changed con- 
siderably, and the 268 pages covering 
172 subjects and 8,000 individual 
brands brought out some interesting 
facts, 

Eight out of ten men now use safety 
razors, the other two use electric shav- 
ers. Use of electric shavers increased 
from 21.6 in 1942 to 23.6 percent in 
1948, with Schick, Remington and 
Sunbeam Shavemaster leading the 
field. 

Home freezers are now owned by 
3.2 percent, mechanical refrigerators 
by 79.9 percent. General Electric 
freezers accounted for 11.8 percent, 
and Frigidaire getting 15.1 percent of 
the refrigerator field. In 1926 less than 
1 percent of Milwaukee families owned 
mechanical refrigerators. 

Now two out of five families own 
pressure cookers Leading brands 
were Presto, Mirro-matic, National 
and Nesco 
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Ownership of cabinet or console ra- 
dios dropped from 63.2 in 1945 to 48 
percent. Table type radios increased 
from 33.9 in 1945 to 46.1 percent; con 
sole radio-phonograph combinations 
came up from 14.2 to 19.8, while table 
phono-radio sets rose from 3.5 to 8 
percent, Some 99.6 percent of Mil- 
waukee families own radios. FM sets 
are now owned by 11.1 percent, double 
the number in 1945, More than 13,000 
indicated their intention of owning an 
FM set in 1948. 

In March 1,666 television sets were 
in operation in private and public 
places, according to the survey. Some 
2.8 percent, or 6,000 families stated 
they expected to buy a television set 
during the next year. 

Electric ironer ownership went up 
to 16 percent, compared to 12.4 in 
1946. General Electric and Thor tied 
ior first place, with 14.3 percent prefer- 
ence. Nine out of ten families in Mil- 
waukee own washing machines, with 
eight out of ten having wringer-type 
machines. Fully automatic washing 
machines rose from 1.5 in 1945 to 5.6 
percent this year. 

Nearly half the families buy phono 
graph records compared with 35.6 per 
cent in 1945. In 1925, before radios 
came into extensive use, 68 percent of 
all families owned phonographs. 









Price Cutting 
Spells Finis: Kelley 


“Despite the fact that we have 
newly built, newly decorated, newly 
located and newly arranged display 
floors, when we attempt to honestly 
evaluate both the quantity and 
quality of our manpower ingredi- 
ent, we must admit that we are far 
short of the mark,” Harry M. Kel- 
ley, manager, appliance sales, Frigi- 
daire Division, General Motors 
Corp., told the Mid-Year Leader- 
ship Conference of the National 
Electrical Retailers Assn. in Chi- 
cago. 

“We must also remember,” Mr. 
Kelley continued, “that the tre 
mendous increase in the number of 
major appliance outlets may have 
serious effects upon our industry 
Pre-war there were about 25,000 
major appliance dealers in the 
United States and now best esti- 
mates indicate between 70,000 and 
80,000. We believe that a very high 
mortality of dealers is bound to 
come in the not-too-distant future 
It is unfortunate that we have to 
go through such adjustments in our 
business cycle, but I am sure we 
can all agree that such an adjust 
ment is inevitable.” 


Why Dealers Fail 


Reasons for dealer mortality, as 
explained by Mr. Kelley, are: lack 
of capital, inability to secure fran- 
chise of accepted brand name prod- 
ucts, poor store locations, inex 
perience, manufacturers’ failure to 
guide the dealer, poor service, in- 
ability to handle trade-ins, and lack 
of aggressiveness and initiative in 
a normal buyer’s market. 

He cautioned that merchandise 
dumping, including price cutting 
and chiseling, may be expected 
when dealer mortality reaches its 
peak. 

“When this starts, it will call for 
careful sales management on the 
part of the ambitious aggressive 
retailer who receives any sizable 
portion of his total volume from 
major appliances and who expects 
to succeed and maintain a per- 
manent business. If he tries to meet 
price cutting with price cutting, it 
will spell his downfall.” 





















Nearly 50,000 Milwaukee families, 
or 20.7 plan to buy an automobile this 
year. Preferences were Chevrolet, 20 
percent; Ford, 12,8; Buick, 10.1; 
Pontiac, 9.8; Dodge, 7.9; Oldsmobile, 
7.1; Nash, 6.4; Plymouth 6.4; Hud- 
son, 3.5; Studebaker, 3.2; DeSoto, 
2.6; Tucker, 2.2; Chrysler, 1.8; Mer 
cury, 1.3; Cadillac, 1 percent, and 
“Don't Know,” 6.8 percent 
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Statistical Summary 
of 1948 Appliance Sales 


COFFEE MAKERS, POTS & 
URNS Metal & Glass 
(NEMA Member Sales, Not Industry) 


Units 
May 1948 49,992 
May 1947 160,700 
) Mos. 1948 283,639 
5 Mos. 1947 491 ,550 
Yo Change versus 1947: 
May 1948 68.9% 
| Mos. 1948 42.3 


Note: 1948 figures represent, since April 
one less manufacturer than 1947 


FREEZERS, HOME & FARM 
(NEMA Member Sales, Not Industry) 


May 1948 35,047 
April 1948 37,703 
Mar 1948 44.906 
Feb 1948 33,529 
Jan 1948 37,311 
5 Mos. 1948 188 496 


HEATERS, Convector & Radiant 
(NEMA Member Sales, Not Industry) 


May 1948 21,076 
May 1947 13,739 
5 Mos. 1948 183,827 
5 Mos. 1947 397,630 
% Change versus 1947 

May 1948 +5349 
5 Mos. 1948 53.8° 


HEATING PADS 
(NEMA Member Sales, Not Industry) 


May 1948 13,944 
May 1947 8 736 
5 Mos. 1948 139,992 
5 Mos. 1947 361,489 
% Change versus 1947 

May 1948 59.6% 
5 Mos. 1948 61.3' 


HOTPLATES & STOVES 
(NEMA Member Sales, Not Industry) 


May 1948 94.795 

May 1947 36,221 

5 Mos. 1948 173,143 

5 Mos. 1947 311,248 
Change versus 1947 

May 1948 31.6 

5 Mos. 1948 44.4’ 


Praise and a Warning 


IRONERS 
(Industry Estimate—American Washer & 
lroner Mfrs. Assn.) 


May 1948 44,954 
May 1947 51,685 
5 Mos. 1948 237,802 
5 Mos. 1947 216,284 
Ye Change versus 1947: 

May 1948 13.0%; 
5 Mos. 1948 +9.9°, 
IRONS 

(NEMA Member Sales, Not Industry) 
May 1948 346,920 
May 1947 652,533 
5 Mos. 1948 1,889,665 
5 Mos. 1947 2,841,557 
Ye Change versus 1947 

May 1948 46.8% 
5 Mos. 1948 33.4; 


RADIO RECEIVERS, All Types 
(Radio Manufacturers’ Assn.) 


May 1948 1,096,780 
May 1947 1,316,373 
5 Mos. 1948 6,631,549 
5 Mos. 1947 7,397,502 
Je Change versus 1947: 

May 1948 16.7% 
5 Mos. 1948 10.4% 


TELEVISION RECEIVERS 
(Radio Manufacturers’ Assn.) 


May 1948 50,177 
May 1947 8,690 
5 Mos. 1948 214,543 
5 Mos. 1947 34,905 
Yo Change versus 1947: 

May 1948 +477.4Y, 
5 Mos. 1948 +514.7% 


RADIO RECEIVERS, FM-AM 
(Radio Manufacturers’ Assn.) 


May 1948 76,435 
May 1947 84,507 
5 Mos. 1948 604,899 
5 Mos. 1947 368,939 
Jo Change versus 1947: 

May 1948 9.55% 
5 Mos. 1948 +63.9% 





SMOKE-WREATHED Ben Gross of New York’s Gross Distributors, got up on the 
rostrum at a recent meeting of the Television, Radio and Appliance Dealers’ Assn. 
Brooklyn) to applaud the organization's effort to stamp out price-cutting among 
1,200 independent Brooklyn dealers and to offer a word of caution about breaking the 


anti-trust laws 
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Hidden behind microphone is Theodore Reina, TRADA president. On 
the right is Nathan Edelstein, executive vice-president 


(See THE EAST, page 1.) 


The New Look Wins, Of Course 








JACKIE BROWN (left) was well-briefed in the technique of using the Conlon 
automatic home ironer because she recently won a unique ironing contest against 
Gloria Hunter (center), who used an electric flat iron, and Betsy Harmon, who 
employed an old-fashioned 1880 sad iron. The contest helped to introduce the new 
ironer at a Chicago sales meeting. Jackie’s time was four minutes, 33 seconds 





RADIO RECEIVERS, AM ONLY 
(Including automobile and battery re- 
ceivers—Radio Manufacturers’ Assn.) 


May 1948 970,168 
May 1947 1,223,176 
5 Mos. 1948 5,812,107 
5 Mos. 1947 6,993,658 
Jo Change versus 1947: 

May 1948 —20.71% 
5 Mos. 1948 —16.9% 


RANGES, ELECTRIC 
(NEMA Member Sales, Not Industry) 


May 1948 100,497 
May 1947 90,309 
5 Mos. 1948 546,109 
5 Mos. 1947 373,224 
Jo Change versus 1947: 

May 1948 +11.3% 
5 Mos. 1948 + 46.3% 

REFRIGERATORS 


(NEMA Member Sales, Not Industry) 


May 1948 335,411 
May 1947 281,252 
5 Mos. 1948 1,626,550 
5 Mos. 1947 1,195,227 
Jo Change versus 1947: 

May 1948 +19.3% 
5 Mos. 1948 +36.0% 
ROASTERS 

(NEMA Member Sales, Not Industry) 
May 1948 62,902 
May 1947 43,019 
5 Mos. 1948 245,100 
5 Mos. 1947 155,769 
Yo Change versus 1947: 

May 1948 + 46.2% 
5 Mos. 1948 +57.4% 


STOKERS, RESIDENTIAL 


(Stokers Manufacturers’ Assn.) 


May 1948 5,658 
May 1947 4,752 
5 Mos. 1948 19,884 
5 Mos. 1947 16,998 
Jo Change versus 1947: 

May 1948 +19.1% 
5 Mos. 1947 +17.0% 


AUGUST 15, 


TOASTERS 

(NEMA Member Sales, Not Industry) 
May 1948. 295,505 
May 1947. 196,009 
5 Mos. 1948 1,503,727 
5 Mos 1947 1,072,805 
YJ Change versus 1947: 

May 1948 +50.8% 
5 Mos. 1948. . +40.2% 


VACUUM CLEANERS, FLOOR 


(Industry Estimate Vacuum Cleaner 
Manufacturers’ Assn.) 

May 1948. 279,831 

May 1947. 319,781 

5 Mos. 1948. 1,557,440 

5 Mos. 1947. . 1,501,754 

Jo Change versus 1947: 

May 1948 ~19.5% 

5 Mos. 1948 +3.7% 


WAFFLE IRONS 
(NEMA Member Sales, Not Industry) 


May 1948 119,223 
May 1947 67,608 
5 Mos. 1948 641,278 
5 Mos. 1947 203,635 
J Change versus 1947: 

May 1948 +76.3% 
5 Mos. 1948 +214.9% 


WASHING MACHINES, 
STANDARD (Elec. & Gas Eng.) 
(Industry Estimate by American Washer 

& lroner Mfrs. Assn.) 


May 1948. 362,658 
May 1947 313,724 
5 Mos. 1948. 1,873,090 
5 Mos. 1947. 1,439,934 
Ye Change versus 1947: 

May 1948 +15.6% 
5 Mos. 1948 +30.1% 


WATER HEATERS, ELEC. 
(Storage Type) 
(NEMA Member Sales, Not Industry) 


May 1948... 61,435 
May 1947. 68 805 
5 Mos. 1948... 297,139 
5 Mos. 1947. 322,534 
Yo Change versus 1947: : 
May 1948.... —10.7% 
5 Mos. 1948. — 7.7% 
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people said we were crazy. 


But though we knew we were newcomers going up against gas 
water heaters that had been on the market for years, we went ahead. 
And we've come out ahead! So have Duo-Therm dealers. So have 
buyers of the brand-new, grand-new, Duo-Therm Automatic Gas 
Water Heaters. (They’ve finally found the kind of water heater 
home owners have wanted for years!) 


Of course, we had 22 years behind us as leaders in the fuel oil 
water heater business. And we had seven years of field testing be- 
hind the new Duo-Therm GAS model before it ever saw the light in 
a buyer’s home. That helped! But what helped most in this quick 
sales success is a line-up of quality features that’s miles ahead of 


anything on the market. 


Just look at the features 
of the new Duo-Therm Automatic Gas Water Heater! 


1, The best burner in the business! It’s the ex- 


clusive Duo- Therm Equaflame . . . built over- 
size for better mixing, longer life . . . designed 
with a tapered head and special inner baffles 
with precision drilled ports to give perfect 
flame uniformity. No spot overheating, no 
heavy liming in tank, no noise. Easily re- 
movable. 


2. Top efficiency combustion chamber! Thorough 


insulation ...large double doors for easy 
access to burner . . . controlled supply of pre- 
heated secondary air. 


3. Off-center flue for greater heat transfer! And 


there are no coils to clog or rust out. 


4. Finest control system available! Entire sys- 


tem designed as an integral unit... 100% 
shut-off in case pilot goes out... sensitive, 
accurate thermostat. 
. Extra heavy tanks are built of heavy gauge 
steel, high temperature hot dipped zinc lined. 
Built to exclusive Duo-Therm standards of 


When we announced Duo-Therm’s firss GAS Water Heater, some 


10. 


quality that mean years of satisfactory 
service ! 


. Duo-Therm Aquanode! A special magnesium 


rod lengthens tank life and prevents corro- 
sion. Standard equipment on all models. 


. Fiber Glass Insulation! Extra heavy layer 


of the best insulating material available 
reduces stand-by loss to a minimum. 


. Complete adaptability to fuels! Control sys- 


tem and burner can efficiently handle every 
type of gas. Approved by AGA for use with 
all types of gas. 


. Exceptionally fast recovery! 25 gallons an 


hour on the smaller model . . . 42 gallons per 
hour on the larger models. 

Beautiful over-all design! Perfectly propor- 
tioned, clean streamlined design .. . attrac- 
tive gleaming finish of baked enamel. 


. Liberal Warranty and 10-year Protection Plan! 


A powerful customer incentive —fair, prac- 
tical, merchandisable. 


Compare Duo-Therm Gas Water Heaters on that point-for-point 
basis, dollar-for-dollar against any water heater on the market. 
Then you'll ask yourself the same thing, ‘‘Who’s crazy now!” 


Pp. Ss. Alert dealers can get in on this sales opportunity. Write for 


information. 


more than a million satisfied users Duo = ; 4 2 Pas} always the leader 


Division of Motor Wheel Corp., Lansing 3, Michigan 


AUTOMATIC GAS AND FUEL OIL WATER HEATERS 


Dao-Therm is a registered trademark of Motor Whee! Corporation, Copyright 1948 


FUEL OIL SPACE HEATERS 


FUEL OIL FURNACES 
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A Subsidiary of Commercial Credit Company, Baltimore 
MORE THAN 300 OFFICES IN PRINCIPAL CITIES OF THE UNITED STATES AND CANADA 
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Cory Corp. 


Executive appointments recently an 
nounced by J. W. Alsdorf, president of 
Cory Corp., include the advancement 
of T. R. Chadwick to general sales 
manager and R, N Hoye to advertis 
ing manager. 

Both men have been associated with 
Cory for some time, Chadwick as sale- 
jirector and member of a management 
sales executive committee and Hoye 
as assistant advertising manager. Mr 
Chadwick joined the firm in 1938 
\fter covering the Pittsburgh terri 


T. R. CHADWICK 


tory for six years he was brought into 
the executive offices to work on ad 
ministrative and sales organizational 
matters 

Mr. Hoye assumes the 


post formerly 


R. N. HOYE 


held by N. H. Schlegel, now vice-presi- 
lent in charge of sales and advertis- 
ing. Mr. Hoye joined Cory in 1947. 


New Territory Manager 

The appointment of E. Kennedy as 
the new North and South Carolina 
territory manager for Cory Corp. was 
recently announced. The two states 
which he will manage were formerly 
divided between L. M. Rudich and 
0. O. Congdon, managers of adjacent 
areas 


A. J. Lindemann & 
Hoverson Co. 


The appointment of Harry G. Han- 
Naway as district manager for A. J. 
Lindemann & Hoverson Co. in New 
England, the New York metropolitan 
area and eastern Pennsvlivania has 
heen announced 


E.N. Mimms Co. 


New manufacturer's representative 
In Illinois and Wisconsin for the E. N 
Mimms Co. is Albert H Chiappe, re- 
cently of the Silex Co. Prior to his 
association with Silex, Mr. Chiappe 
had been district sales manager for the 
John H. Sexton Co. 





NEW POSITIONS 





Norge Div., Borg-Warner Corp. 


H. L. CLARY 


Howard E. Blood, president of the 
Norge division of Borg-Warner Corp.. 
has announced = several personnel 
hanges in the company’s sales and 
manufacturing departments. 

H. L. Clary, who has been in the 
appliance business since 1927, was pro- 
moted to director of sales. He joined 
Norge in 1945 as sales promotion man 
iger. In his new post he succeeds M. 
(. O’Harra, vice-president and di 
rector of sales, who has retired. 

New general sales manager is W. S 
law, succeeding Mr. Clary in that 
position. He was formerly refrigera 
tion sales manager, having joined the 
company in 1946 after war service 


J. N. CANDLER 


J. N. Candler, who has been in vari 
ous engineering and manufacturing 
capacities since joining Norge in 1940) 
has been elevated to director of manu 
facturing 

R. W. Gifford, vice-president and 
assistant general manager, and I. H 
Reindel, executive engineer, have re 
signed. Mr. Gifford will, however. 
still make his services available to 
Borg-Warner International. 

Mr. O’Harra had been with Norge 
since 1929, when he became head of the 
Norge Corp. of New York, a wholly 
»wwned subsidiary. In 1938 he was 
made vice-president in charge of sales 


all products 





Health-Mor, Inc. 


FRED MARTIN 


\lbert E. Kramer, vice-president 
and sales director for Health-Mor, 
Inc., has announced three additions t 
his company’s executive sales staff. 

In announcing the appointments 
Mr. Kramer said that the expansion oi 
the sales organization has necessitated 
decentralization of executive supervi 


CHARLES JOHNSON 


H. A. SAYRE 


sion. New assistant sales manager is 
Fred Martin, who maintains headquar 
ters at the home office in Chicago. 

Two new factory division managers 
are H. A. Sayre, assigned to the north- 
west territory, and Charles Johnson, 
posted to the New England territory 
for the company. 





Philco Corp. 


John J. Moran, former sales man 
ager of the accessory division of Philco 
Corp., has been named special televi 
sion representative to assist Frederick 
D. Ogilby, manager of the company’s 
television sales. He joined Philco in 
1936 and in 1944 was promoted to gen 
eral sales manager of Philco Distribu- 
tors, Inc., Philadelphia. 
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General Mills, Inc. 


William E. Anklam has been named 
director of new products commercial 
research for General Mills, Inc., suc- 
ceeding A. E. Burnett, who was killed 
in an automobile accident on July 4 
Mr. Anklam has been with the com 
pany since 1932, joining the new prod- 
ucts commercial research organization 


in 1938. 


Maytag Co. 


A. C. Danekind, formerly of G-E 
has taken up new duties as a special 
assistant to the president of the May 
tag Co. and will work on special as 
signments relating to the company’s 
expansion program. For a number oi 
vears he was assistant to G-E vice 
president N. R. Birge, who was in 
charge of the affiliated companies 

Roy <A. Bradt, vice-president in 
charge of sales and advertising, has 
announced the assignment of Joe 
Vance, former contract superviso1 


A. C. DANEKIND 


home freezer division 
Mr. Vance will continue his contract 
supervision work on freezers and in 
addition will be responsible for pro- 
motion and merchandising. 


manager of the 


JOE R. VANCE 


The Maytag Co. has announced the 
appointments of six new regional man 
agers, three in the Chicago area, one 
in Wisconsin and two in North Caro 
lina, 

Leon Allen will have charge of 21 
counties in eastern Indiana; William 
R. Dick has been assigned 13 counties 
in western Michigan and Aubrey C 
Green has 13 counties in Illinois. Mr 
Allen was formerly with the Char 
ter Oak Stove and Range Co. Mr. 
Dick was at one time a manager ot 
Sears Roebuck and Co. stores. Aubrey 
C. Green gained appliance experience 
as a salesman for the Eidman Appli- 
ance Co., Belleville, Ill. 

Paul J. Schmitz, former sales and 
advertising manager of the All-State 
Supply Co., Willmar, Wis., has been 
made responsible for 14 counties in 
northeastern Wisconsin. Charles M 
Redfern, formerly in life insurance 
and chemical fields will work out of 
the Maytag Richmond branch with 
William A, Oden. 


New Chicago Branch 


The Maytag Co. recently created a 
new Chicago branch office with J. A 
Andersen as manager, former regional 
manager in Salt Lake City. He started 
with the firm in 1922 as a house-to- 
house salesman. 
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NEW POSITIONS 








Rheem Mfg. Co. 


Cliff 


F. L. Jacobs Co. 


president of 


Co., has assumed the 





ly the fun 





Cc. W. COONS JOHN F. JACOBS 
I R eeder who has resigned 
M é ‘ ent 1 irg anu 
1934 a 4 levote s tim e to other 
Cal est 
194] 
. ar Sylvania Electric Products, Inc. 
45 
The appointment of William A 
! GG chee Browne as merchandising supervisor 





G. M. GREENWOOD W. A. BROWNE 





a | ‘ i 
late Ele P 1 I W ecently 
ed by R. W. Andrews, n 
nage Mr. | ne will 
( € ) it if des gy! 
: = ction and mer undising of test 
Jack & Heintz Precision tipment for radio servicemen 
Industries, Inc. 
rank R. Kohnetar recent ° . ° 
Frank R. Kohnsta a Refrigeration Products Div., 
Srey a , ' ‘i Hupp Corporation 
‘ : ote ent Thomas S Pendergast has been 
t I I A ‘ les inage f the Refrigera 
“ ; Produ Div. of the Hupp Corp 
Clevelar O ording to R. §S 


Geddes, Huse president. Mi 
Thor Corp. eS ee pore: a 


Pender 


t | iversal Cooler Corp. and later 
H. C. Buckis trea é oO assistant to the general manager of the 
( : elect { ersal Cool Div., International 
ne fice of \ resident in Detrola Corp. Mr. Geddes pointed out 
itior He will in making the announcement that the 
Cicero and 1 ment reflects the mpanv’'s 


e refrigeration 


| M La creas interest 1 t 
to, ( ida ndustry. Home freezers and frosted 
| Hea ecret since food display cases will be the initial 
eters trea P as products the f refrigeration 
‘ ogram 
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General Electric Co. 


The board of directors have elected 
R. I. Parker, recently manager of the 
Apparatus Dept.’s central district, to 
the post of commercial vice-president 
of General Electric Co. He succeeds 
W. O. Batchelder, retiring after 43 
years of service 

An advertisinz 
established in the company's Electron 
ics Dept. with L. E. Pettit as manager 
Mr ettit will operate at staff level 
under the manager of marketing and 


livision has been 


R. |. PARKER 


be responsible for general super 
vision of all advertising and agency 


elationships. Prior to his appoint- 
nt, Mr. Pettit was assistant to the 
eneral sales manager of the depart 


ment. He joined G-E in 1935 as a 
student in the business training course 
\ year later he was employed in the 


lepartment’s field sales organization 
Lamp Department Changes 


he addition of five new sales dis 


ts to the sales setup of the Lamp 


Department have been announced b 


M. L. Sloan, G-E vice-president. The 
sales districts and the managers 
re: Chicago, T. D. Scarff as man 


ger, assisted by D. J. Bowden; Mid 
land sales district 2) () 
linois, F. ( 


Gustatson; 


Roce; lowa 
Horton; Wisconsin, W 
Indiana, J. M. Lime 

\ H Mever who served as man 
iger ol the former Midland district 
will continue in an advisory capacity 


Tele-Tone Radio Corp. 


Bert M. Druckman has been ap 
ointed assistant advertising and sales 
romotion manager of Tele-Tone Ra 
lio Corp., according to a recent an 
uuncement by Johr »s Mills, vice 





B. M. DRUCKMAN 


Mr. Druckman, former advertising 
manager of Kelvens publications in 
New York, will handle much of the 
responsibility for advertising. 
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Westinghouse Electric Corp. T| 


Thomas B. Wright has been ay 
pointed range sales training supervisor 
by Edward J. Hegarty, mar 
sales training for the Applian ivi 
sion. Mr. Wright started with West. 
inghouse in 1940. 

The appointment of Rob M 
Fichter as supervisor of table 
ances and vacuum cleaner adv 
has been announced by Rog H 
Bolin, manager of the advertising de 
partment of the Westinghouse Ek 


T. B. WRIGHT 


tric Appliance Division, Mansfield, O 

Mr. Fichter started with the firm 
in 1936 and at the time of his enlist- 
ment in the Marine Corps in 1941 was 
assistant sales promotion manager of 





the Westinghouse Electric Supply Co., While 
Middle Atlantic district. 
Harold G. Cheney has been named 
assistant manager of lamp sales for 
I 


1. 
regulat 
§ crac 


the corporation, according to 
FE. Ebersole, general manager of lam - 


Pay 
AUsse 


sales. Mr. Cheney joined Westing es 
he se } Qr ‘ . ace “ sioht M 
1ouse in 1920 as an accountant. Eig thinks. 
years later he moved to the advertis n you 
ng and sales promotion department in tl 
and in 1930 transferred to the execu teaiee 
tive sales department. For the past lange: 
four years he has been assistant to the 


general lamp sales manager and su 
pervisor of lamp sales contracts 

New manager of the Middle At! 
lamp district is George B. Mac 
veteran of 26 years with Westing 
house. He has been manager of i 
ature lamp sales since his discharge 
from the Army Air Corps three years 
ago. He succeeds Harry A. Croas 
dale. 


Camfield Mfg. Co. 


Arthur W. Shea has joined the 
Camfield Mfg. Co. as sales promotion 


1 ‘ 


manager and will be in charge 0 





A. W. SHEA 


public relations and sales promotio! 
as well as acting as advertising ass!s- 
tant on all Camfield products. He was 
formerly with A. C. Sanger. 
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unk appliances. In this particular in- 

tance the deal was on combination 

adios and electric clocks, of uncertain 
ke lief victim is the dealer who 
not a straight appliance merchant, 
would like to pick up some of the 


gravy. He falls for the unknown stuff 

eale have been known to buy 50 
mbinations and find that not one of 
then irked. The dealer is out $4 an 
] e to make them percolate 
Naturally they can’t be sold on time 
ys the won't run long enough for the 
eal to pay out. 

An oil space heater manufacturer at 
the Midsummer Markets in Chicago 
maintains that much of the oil scarcity 
talk of last winter was propaganda 
There was actually less than a one 
ercent shortage. Last year there was 

shortage of steel for storage tanks. 

il companies saw that if Palestine 
vas partitioned they would lose the 
\rabian oil, which might hurt. So the 

information committee advertised 

national magazines at that time to 
Today their publicity de- 
lares, “Producing more oil now.” 
While it is possible for oil men to 
regulate the amount of fuel oil that 

cracked, they cannot eliminate it. 


save oil. 


Aluminum Oil Tanks 


\ way out is going to be provided 
by the aluminum people, this expert 
thinks. You cannot bury steel tanks 
n your yard without their rusting out 
m the other hand, huge aluminum 
anks can be put in the yard, without 
langer of loss. The future is going 
to see promotion of big aluminum 
tanks to owners, which will permit 
them to be filled during the summer 
lull season with almost a full season's 
supply of oil. 

Time payments on most appliance 
aper are running around 20 percent 
n line with Regulation W_ terms 
Sears, in line with its national policy, 
runs at 10 percent. On radio and 
television sets the down payment is 
25 percent. As a result, few dealers 
ire having any trouble in discounting 
their paper these days. 

Records, which are considered as 
staple as books, are seeing some new 
romotion. In Chicago one dealer 
inked up his selling with an essay 
mtest. Another wrinkle is a “Say it 
vith flowers” type of promotion in 
vhich records may be wired to friends 
and relatives and be delivered by the 
earest dealer. 





THE SOUTH 


(Continued) 





n large measure to the freezer sales 
ampaign put on by the Birmingham 
Electric Co., which featured quarter- 
age ads in Birmingham newspapers 
ighout the months of June and 
luly. But the Magic City wasn’t the 
nly place where freezers were selling. 
Retailers in almost every southern 
‘state seemed to have become more 
iware of the possibilities of freezers 
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and put forth extra efforts to sell them. 

Fans of all kinds, from the wall 
pin-up variety to attic fans, sold 
\ir-conditioning units at- 
tracted plenty of attention also, but 
prices scared most would-be buyers 
away from the compact small units 
which many manufacturers have 
brought out recently. Until a reduction 
is worked out in the price of such 
units, many dealers feel, not many will 
be sold. In the commercial line, air- 
conditioning equipment sold very well 
More and more restaurant owners and 
operators of small businesses were at- 


heavily. 


tracted by five-ton machines and were 
installing them as a sound investment. 

Particular attention was paid in this 
month’s survey to the number of appli- 
ance dealers who have gone out of 
recently The number of 
closings for the past six months was 
probably the smallest in the history of 
the appliance business. Tampa, Fila., 
might be cited as a typical example. 
Here is a city of approximately 125,- 
000 which has not had, according to 
the dealers there, a heavy increase in 
deliveries during 1948. Competition is 
as heavy as in almost any other city 
of comparable size and buying re- 
sistance is as strong as in other sec 
tions of the In addition, a 
gray market has plagued this area for 
more than a year. Yet Tampa has 
noted only two closings during the 


business 


ountry 


past 12 months and one of these was 
more of a transfer of business than an 
outright going out of business. 

The poorest market in appliances 
down here seems to be in radio. Some 
\labama, Georgia and Texas, 
notably—have maintained very good 
sales in radio equipment, particularly 
in the larger cities, but in other areas 
the market ranges from spotty to bad 
One reason for the situation is the un 
doubted fact that FM has not been 
pushed as fully as it might have been 
to exploit its full potentialities. Neither 
wholesalers nor retailers have gone to 


states 


work on this angle to produce the 
sales which extensive advertising o1 
stepped-up selling might produce. To 
prove this point, you have but to ask 
the first 10 people you meet on the 
street what FM is and what it does 
Possibly one person out of 10 knows 


Disappointment in TVA Area 


Dealers in the Tennessee Valley 
area registered great disappointment 
over Congressional action on the TVA 
situation. Electric leagues in Chatta 
nooga, Knoxville, Memphis and other 
TVA centers pointed out that adverse 
action by Congress would be felt by 
every appliance dealer in the Valley as 
well as by consumers of electricity 
On the other hand, such organizations 
as the Florida State Chamber of Com 
merce, the Jackson ( Miss.) Chamber 
of Commerce, the Virginia State 
Chamber of Commerce and others 
have contended that the proposal to 
construct a $54,000,000 steam gener 
ating plant at New Johnsonville, Tenn., 
is “unfair competition with private 
enterprise” done at taxpayers’ expense 
It seems that what’s one man’s pork 
chops is another’s arsenic. 

Right now, business in general is off 
a bit due to the hot weather but appli 
ance dealers are cheerful and expect 
the boom to go into high gear again 
by September. 
rack up a couple of mint juleps! 
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Meantime—Garcon ! 


months of 1948 were 24 percent below 
the phenomenal record made in 1947. 
large appliance sales were up because 
of better deliveries, but the drop in 
radio and smaller appliance sales was 
great enough to bring down the total 
This was before the unseasonable 
weather and floods appeared to drop 
the level of farmers’ purchases. Water 
heater sales, which were supposed to 
be down, on the other hand, have re 
cently shown a distinct tendency to 
ward resuscitation. 

Wholesalers on the Pacific Coast as 
a whole did about one-third more 
business during the same period in 
1948 than in 1947—rather better than 
the 20 percent increase reported from 
government sources for the country as 
a whole. 

Wringer - type vacuum 
cleaners and radio sales were defi- 
nitely off over most of this territory, 
whether purely seasonal or because of 
price resistance is not wholly clear. 
[he automatics on the whole have 
taken the cream of the washer busi 
ness in the West. It is generally 
acknowledged that the conventional 
type washer has not yet taken full 
advantage of the fact that conditions 
in out-of-the-city areas are not as a 
rule favorable to automatics. Country 
water supplies are frequently limited 
and septic tanks or their equivalent 
are not adapted to handling large 
quantities of waste water, whereas the 

eas 


regular washer gives perfectly satis 


washers, 





factory service. 

Dealers are reporting some trouble 
with repair calls on one or two of the 
automatics, even among the highest 
\ questionnaire sent 
to its dealers by the Spokane Assn 


price brackets 


brought out replies which indicate that 
about six percent of new appliances are 
not in good working order when re 
ceived and about 28 percent of the 
radios. More serious is the difficulty 
experienced in getting the manufac 
turer to make good on the defects 
About 88 percent of those replying in- 
dicate that they have to stand most of 
the cost of repairs, whether manufac 
turing defects or factory-to-distribu 
tor shipping damage 
as an unwarranted inroad into their 
legitimate margin of profit. 


They resent this 


Price-Cutting Widespread 


Radio selling has been low in most 
localities and there is a pretty general 
resort to price cutting as a means of 
keeping up sales. From Salt Lake 
comes the report that even the larger 
dealers have reverted to such schemes 
less 


as accepting trade-ins of worth 


radios to move overstocks. In _ the 
San Francisco Bay area some of the 
major stores have bought up distress 
merchandise at low figures which they 
use as “come-on” leaders to bring 
people into the store. There has been 
little price cutting on other appliances, 
but some dealers have noted a tend 
ency in that direction in the case of 
conventional-type washers 

The radio 
Bureau of Radio and Electrical Appli 


1 
i 


ances which was recently instituted in 
San Diego for home delivery has re- 


yz sponsored by the 


stored radio and combination sales in 
that area. It was felt that talk of tele- 
vision in the near future had been 
responsible for most of the lag in 
customer buying 

Everywhere in the West television 
is becoming of increasing importance 
Salt Lake dealers agree that it is 
scheduled to “steal the show” this 
winter. In spite of the fact that none 
of the promised stations is yet on the 
air in San Francisco, one of the large 
furniture stores staged a 
public demonstration which attracted 
a good attendance. Los Angeles has 
already built up some volume of busi- 
ness in the television field and is serv- 


recently 


ing as a guinea pig for other western 
communities who look forward to their 
initial sales this fall or winter. 


Los Angeles Promotes Freezers 
Appliance sales are holding up well 
throughout all of southern California. 
Refrigerators are still short in that 
area, but supplies of other appliances 
are fairly good. Freezer sales in San 
Diego county reflect the promotion 
and preparation given the trade by the 
Bureau of Radio and Electrical Ap- 
pliances during the past two years, 
but Los Angeles sales are low. When 
distributors in Los Angeles learned 
that the Department of Water and 
Power was going to launch a $40,000 
newspaper advertising program on 
home freezers from July 12 to 16, 
they got together to form a joint 
committee, bringing in a San Diego 
man as adviser, to see to it that this 
advertising was backed up by sales. 
The distributors will work through 
the Southern California Radio and 
Electrical Appliance Assn. to stage a 
big industry-wide home freezer clinic 
for dealers, salesmen and their wives 
lhe time is too short to provide freezer 
clinics for the public, but the idea is 
to prepare dealers by furnishing them 
with a sales story to back up the De 
partment of Water and Power adver 
tising. 
Dealers Limit Lines 
Dealer comments made at the recen* 
San Diego conference indicate tha 
they are beginning to limit the lines 
they will carry, based on manula 
turers’ policies. Distributors have been 
cutting out weak dealers; also there 
are quite a number of shifts between 
manufacturers and distributors. On 
the whole, surprisingly few dealers 
have dropped out of the picture in 
recent months—not nearly the number 
predicted for failure at the beginning 
of the year. And most reports indi 
cate that dealers on the whole are 
sound, most of the weak ones already 
being weeded out of the picture. Utah 
ays quite a few failures have occurred 
there, mostly among dealers wi 
started their firms within the past t 
vears and have been unable to cope 
with high invoices and accounts rece1y 
able. In other sections the reports are 
that the number of failures is normal 
Emphasis at the San Diego meeting 
incidentally, was on the “get out and 
sell” theme, rather than the familiar 
“when will we get the merchandise” 
How to get and 
keep salesmen also received consid- 
erable attention. A hopeful report was 
made on the plumbing situation, whicl 


of previous meetings 


indicated that steps were being taken 
to arrive at solutions relating to ga 
bage disposal and dishwashing units 
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Fewer blind babies .. . because women acted! 


WOMEN WERE HORRIFIED when they learned that the post-birth treatment required by many states 
holds the threat of blindness for babies. COMPANION article, “Can Present Laws Blind Your Baby?” 
brought reader requests for thousands of reprints ... was quoted in the news and editorial columns 
of newspapers all over the country such as the N. Y. Times, Philadelphia Inquirer and Cleveland 
Plain Dealer. In fact the COMPANION article spurred attempts by Pennsylvania doctors to change 
existing regulations on the use of silver nitrate in babies’ eyes. 























SEX EDUCATION TOOK A STEP FOR- 
WARD—ComMPANION editors answered 
a difficult problem for parents in recent 
article “How Will They Learn About 
Sex?” This information proved so help- 


ful that gratified readers requested 
131,137 booklets in response! 





BLUE RIBBON FOR ““ YOUNG MOTHERS” 
SERVICE LINAGE — Lloyd Hall figures 
for the first half of 1948 show that 
the COMPANION leads the service field 
in editorial linage on children. And, 
according to Starch, it reaches more 
families with young children 








FAVORITE OF THE YOUNG MARRIEDS 

- Figures from the latest Starch Re- 
ports show that the COMPANION has 
the greatest percentage of readers be- 
tween the ages of 26 and 35 — the most 
active buying years — in the entire 
women’s service group! 


WOMAN’S HOME COMPANION 


Monthly Circulation More Than 3,750,000 


THE MAGAZINE OF PERSONAL SERVICE, HOME SERVICE, PUBLIC SERVICE 
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RESULTS IN ADVERTISING- 


Products advertised in the Com- 
PANION have a big advantage — the 
NUMBER ONE editorial boost! No 
wonder dealers find it more profit- 
able to display these Electrical 
Products! 


Amana Home Freezer 

Bendix Automatic Washer 

Camfield Automatic Toaster 

Domestic Sewmachines 

Dominion Appliances 

Easy Washer & lroner 

Everhot Appliances 

Frigidaire Automatic Washer 

Frigidaire Electric Range 

Frigidaire Refrigerator 

Frigidaire Water Heater 

G-E All-Electric Laundry 

G-E Clocks 

G-E Irons 

General Mills Home Appliances 

Hotpoint Refrigerator 

Launderall Home Laundry 

Maytag Washer & lroners 

Nesco Chef Automatic Electric Range 

Norge Electric Water Heater 

Philco Refrigerator 

Simplex Automatic lroner 

Sparton Radio 

Speed Queen Washers & Ironers 

Westinghouse Electric Home 
Appliances 

White Sewing Machines 
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EASY Washer 


evice: Easy Spindrier No. 20SS. 
selling Features: Features automatic 
Spin-rinse—a new method of rinsing 
thes which first spins off suds, 
nses with 2-way action and then 
amp-dries; operates on  flush-rinse 
rinciple; a tap is turned, a lever 
ushed to start basket, and a whirling 
spray of fresh rinse water surges up 
through hollow cone in spinner basket 
it through more than 1500 holes in 
ne, which thoroughly pressure rinses 


















“ 
ING- 
Com- 
— the 
st! No 
profit- 
ctrical 
load of clothes while basket is 
inning; 2-way double action rinse 
nsists of needle-spray in combina- 
tion with the whirling force of basket; 
it water is used only for a 30 second 
riod, then the rinse is finished with 
| water for about 24 min.; uses less 
than 3 gal. hot water; 2 tubs work at 
nce—one washes full load while other 
nses and spins a full load damp-dry. 
mufacturer: Easy Washing Ma- 
ne Corp., Syracuse, N. Y 
trical Merchandising, August 15, 
48 
s 
Range 
SAMSON Tray Set 
vice: New buffet tray set for use 
vith new Samson Tandem automatic 
toaster, 
elling Features: Available  sepa- 
rs tately or with toaster; tray set in- 
udes serving tray and 4-food dishes ; 
tray and side-rails are of chromeplated 
teel with handles and end-walls of 
urgundy plastic, matching base, knobs 
SING BtLECTRICAL MERCHANDISING—AUGUST 15, 





and handles of the toaster; gray 
molded polystyrene dishes. 
Manufacturer: Samson United Corp., 


Rochester, N. Y 


Electrical Merchandising, August 15, 
1948 











PENNSYLVANIA Water Heater 
Der a By 
heater. 


Kitchen Desk model water 


Selling Features: Measures 25 x 28 
and 36 in. high, finished in white 
enamel with built-in linoleum desk 
top complete with desk lamp, note pad 
paper, pencils, minute minder clock, 
condiment set; available in 30 and 50 
gal. models; arc-welded copper bear- 
ing steel tanks galvanized and hydro- 
statically pressure-tested to 353 Ibs.; 
Fiberglas insulation; adjustable ther- 
mostats; special cold water diffusion 
baffle; Magnedur process for tank 
corrosion protection; 10-yr. guarantee. 


Manufacturer: Pennsylvania Boiler 


Co., 24th & Ellsworth Sts., Phila. 4, 
Pa. 
Electrical Merchandising, August 15, 
1948 


\ 


ELECTRO-SWEEP 
Device: Electric carpet sweeper, H-100. 
Selling Features: Natural bristle 
brush “whisk-sweeps” rug at rate of 
1750 motions per min; adjustment 
knob at back lowers or raises brush to 
clean nap of any depth; ac. motor 
uses 48-watts; large capacity dirt- 
catching pan easily emptied; brushes 
do not clog because they don’t revolve ; 
has no wheels to take up space. 
Manufacturer: Hemp & Co., 2200 
Murray St., Macomb, III. 
Electrical Merchandising, August 15, 
1948 
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THOR Automagic Sink 


Device: Combination clothes washer, 
dishwasher and sink in one unit. 
Selling Features: No. 250 CD, 54 in. 
sink has white baked enamel finish, 
black recessed base; stainless steel 
trim; black linoleum top and splash- 
board facing; white porcelain sink 
bowl with chrome finished fittings; 8 
Ib. clothes washer ; plastic super-agita- 
tor; inner clothes tub has 11 gal. water 
capacity; speckled porcelain enamel ; 
die-cast aluminum retaining ring; 
Gyro-Disc balancer; overflow power 
rinse; inner tub spins at 600 rpm for 
the drying spin; Dishwasher has stain- 
less steel dish drum with stainless 
steel dish racks; complete washing 
cycle consists of pre-rinse, wash with 
detergent and final rinse; requires only 
5 to 6 gal. water; self-cleaning and 
self-draining. 

Manufacturer: Hurley Machine Co., 
54th and Cermak Rd., Chicago, III. 
Electrical Merchandising, August 15, 
1948 





DORMEYER Attachment 


Device: Meat Grinder attachment for 
Power Chef mixer No. 4000. 


Selling Features: Food Chopper or 
Grinder comes complete with three 
knives—one for grinding raw meat 
and one fine knife and one coarse 





> built-in 
power attachment on Dormeyer Power 
Chef makes meat grinder and shredder 
always ready for use. 


knife for chopping vegetables ; 


Manufacturer: Dormeyer Corp., 4300 
N. Kilpatrick Ave., Chicago 41, Ill 
Electrical Merchandising, August 15, 











NORGE Ranges 
E-448 deluxe and E408 


Models: 
standard. 
Selling Features: E-448 deluxe auto- 
matic has surface elements clustered 
to left; equipped with warming 
drawer ; deep-well cooker and utensils : 
deep-well cooker; HI-LO unit can be 
used in low or well-position or can 
be raised to range top for surface 
cooking; pressure cooker also avail- 
able as an accessory; l-piece back and 
top; 7-speed tele-switch; Minit-Mas- 
ter timer; electric clock; selector 
switch; family size oven provides bal- 
anced oven heat; char-coil broiler. 
Standard model E-408 equipped with 
family-size oven; char-coil broiler; 
utensil drawer; deep-well cooker ; bal- 
anced oven heat; oven heat control: 
7-heat tele-switch; elements clustered 
at left; 1-piece top and backrail. 
Manufacturer: Norge Div., Borg- 
Warner Corp., Detroit 26, Mich. 
Electrical Merchandising, August 15, 
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DOMINION Corn Popper 
Device: No. 1702 Dominion corn 
popper. 

Selling Features: No stirring or shak 
ing. Separate popping bowl with 
handle and heat-proof glass top, easily 
removed so corn can be poured out; 
can also be used for heating canned 
soups, stews, vegetables; heavy pol 
ished aluminum; cool plastic handle 
and feet; weighs 34 lbs. 
Manufacturer: The Dominion E 
tric Corp., Mansfield, O. 
Electrical Merchandising, August 15, 
1948 
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America’s Newest Washer 





Because of increased production facilities, a limited 
number of dealers can now be added to the White W ay* 
electric washer organization. 


The White Way is the product of the Conlon Brothers 
Manufacturing Company which specializes in the build- 


ing of washing machines exclusively. *T. M. Reg. U. S. Pat. Off 





CONLON BROS. MFG. CO. 
Builders of Fine Washing Machines, Exclusively 
4512-18 W. Fillmore @ Chicago 24, Illinois 
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BLACKSTONE Dryer 


Device: Blackstone automatic dryer 
No. 190, designed as matching appli- 
ance to automatic washer. 

Selling Features: Drying action is pro- 
duced by balanced combination of heat, 
tumbling motion and warm forced air 
currents ; degree of dryness is selective 
and entirely automatic; 2-point dial 
indicator permits simple selection for 
“ironing dryness” or “bone dryness.” 
4500 watt, 220 volt element housed in 
polished aluminum reflector; blower 
draws air into unit where it is heated 
as it passes element, drawn through 
clothes as they are gently tumbled in 
revolving drum and exhausted through 
lint trap; 20 lbs. wet wash can be 
partially or completely dried in 25 to 
35 min; thermostatic controls one for 
selection of degree of dryness and one 
for safety control insures maintenance 
of temperature; liquid filled tube ex- 
tends from control thermostat to ex- 
haust duct; heating element can be 
turned off manually by pulling switch 
button, but drum will continue to re- 
volve for short safety interval or until 
heat has been expelled by blower, 
thereby preventing scorching. 

Cabinet designed to incorporate 
style features of the Blackstone auto- 
matic washer No. 150, and when put 
together form a continuous cabinet 
surface; standard kitchen counter- 
height and depth; may be used as a 
single unit as well as in combination 
with Blackstone washer and ironer; 
swing-type double doors on front of 
cabinet facilitates loading and unload- 
ing—doors open by lifting nameplate 
section of top chromium moulding, both 
doors swing out on spring type hinges 
exposing circular opening to drum for 
loading and unloading. 

Vanufacturer: Blackstone 
Jamestown, N. Y 

Electrical Merchandising, August 15, 
1948 


Corp., 





TITAN Heaters 


Vodels: “1600 watter” portable heater 
and Infra-Red wall heaters No. 600 


and 602. 


Selling Features: “1600 watter” port- 
able fan-type space heater combines 
fan-forced and radiant heat, and fea- 
tures power stepped up to 1600 watts 
to overcome loss of heating efficiency 
through normal line voltage drop and 


AUGUST 15, 


existing local power shortages; baked 
hammertone enamel finish; plastic car- 
rying handle; indicator type fingertip 
switch ; operates on 110-120 volts, ac.: 
size 4 x 10 x 14 in. 

Infra-red wall heaters provide infra- 
red and fan-forced heat; 1600 watts 
capacity; high-volume, non-turbulance 
fan drives all heat out of case keeping 
it “ever-cool.” Polished chrome grille: 
white baked enamel finish; easy to in- 
stall as outlet box ; white baked ename! 
finish; front panel 10 x 14 in; wall 
box 3 x 9 x 129 in. 

Manufacturer: Titan Mfg. Co., Inc. 
290 Terrace, Buffalo 2, N. Y. 
Electrical Merchandising, August 15, 
1948 





MITCHELL Air Conditioner 


Device: Mitchell M-75 self-contained 
room air conditioner. 

Selling Features: Cools, dehumidifies, 
circulates, ventilates, filters dirt, dust 
and pollen; equipped with j ton her- 
metically sealed mechanism; may be 
installed in any window and removed 
at any time—no plumbing required 
plugs into any outlet; cools room 
areas up to 400 sq. ft.; furniture steel 
cabinets in metalescent Taupe; oper- 
ates on 110-125 volts @& cycles, ax 
Vanufacturer: Mitchell Mfg. C 
2525 Clybourn Ave., Chicago 14, IIl. 
Electrical Merchandising, August 15, 
1948 





FAIRBANKS-MORSE Water Heater 


Device: Fairbanks, Morse water 
heater with inside tank guard. 
Selling Features: New  full-lengt! 
magnesium tank guard suspended 
side tank—electrolytic action deposits 
magnesium particles on tank wall t 
form protective coating against corro 
sion; prevents leaks ; ends rusty water; 
can be replaced when used up; Ni 
chrome elements imbedded in magne- 
sium oxide and sealed in seam! 
copper tubing; elements heat by direct 
immersion; heaters available t! 
double or single elements from 60\) to 
3000 watts; capacities from 30 to 82 
gal. Fiberglas insulation. 
Manufacturer: Fairbanks, Morse & 
Co., Chicago 5, Ill 

Electrical Merchandising, August 15, 
1948 
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PHILCO Telesets 


2 television combinations 
Nos. 1075 and 1275 and a consolette 


No. 1240. 
. » Features: No. 1275 direct- 
view television receiver with larger 


|2-in, tube provides 75 sq. in. viewing 
screen: FM-AM radio; and automatic 
jhonograph; contains 28 tubes plus 6 
.ctifiers and a radio with the Philco 
FM system and a standard broadcast 
and: automatic phonograph equipped 
with Phileo record changer; record 
storage space provided in modern de- 
sign cabinet available in ruddy or 
jlonde mahogany. 





No. 1075 has all features of 1275 
a direct-view 10-in. picture tube 
msolette No. 1240, is a 12-in. 

lirect-view tele receiver in a cabinet 
mplete in itseli—requires no special 
stand; has 21 tubes plus 4 rectifiers; 





mtains all Philco features: auto- 
matic electronic control, simplified 
tuning, precision channel selector and 
static-free FM sound; controls con 
ealed behind.a hinged panel in blonde 
9 mahogany cabinet. 

In addition to above, Philco will 
mtinue Nos. 700, 1001 and 2500 in 
ts 1949 line. 
Vanufacturer: 


lelphia, Pa 


Philco Corp., Phila- 


Electrical Merchandising, August 15, 
1948 
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WIREWAY Magnetic Wire Recorder 


No. WP portable wire re- 


Device: 
corder. 
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Selling Features: Combination phono- 
graph-wire recorder reproducer rec- 
ords on wire—no breakable discs; true 
reproduction even after 100,000 play- 
ings ; wire can be erased automatically 
and re-used over and over; automatic 
shutoff eliminates possibility of over- 
running, spilling or snarling; easy to 
edit with snip of scissors and rear- 
ranged, tied together and rewound on 
spare spool; automatic clock connected 
to a pre-set radio permits recording 
programs during absence; plays phono 
records up to 12 in., and records them 
on wire; 2 motors assure constant 
speed in recording and extra fast re- 
winding—records at 2 ft. per second 
and 1 hr. spool requires only 8 min. 
to rewind; may also be picked up by 
radio tuned to its frequency up to 150 
ft.; comes complete with microphone, 
6 ft. cord; and 2 half-hr. spools of wire 
in a lightweight luggage type carry- 
ing case, a.c. only 4 x 6 oval Alnico 
V speaker; 5 tubes plus rectifier, am- 
plifier includes a separate tube as a 
Supersonic oscillator for erasing and 
a radio frequency oscillator that 
broadcasts; accessories available at 
extra charge include phone pickup 
records for 2-way phone conversa- 
tions; l-hr. wire spool; 4 hr. spool; 
i hr. spool and spare spools 

Manufacturer: Wire Recording Corp. 
of America, 1331 Halsey St., Broklyn 
27, N. Y 
Electrical 
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RAYTHEON-BELMONT Teleset 
Device: Table type, A.C.-D.C. tele- 
vision receiver. 

Selling Features: Eliminates need for 
converters in D.C. areas; 7-in. direct 
view video screen; 17 tubes plus 1 
rectifier; covers both television bands 
and 13 channels; provides 23 sq. in. 
picture; comtrols on front panel; pre- 
set tuning; automatic sight-sound sta- 
tion selector; genuine mahogany cabi- 
net measures 17x16x10 in., and weighs 
only 30 lbs—can be moved and used 
on almost any ordinary table. 
Vanufacturer: Belmont Radio Corp. 
subsidiary of Raytheon Mfg. Co., 5921 
W. Dickens Ave., Chicago, III. 
Electrical Merchandising, August 15, 
1948 





COLUMBIA Television Sets 


Models: 10TV, 12TV, 10FM and 
12FM Table television sets. 
Selling Features: 10TV,_ equipped 


with 10 in. picture tube, 52 sq. in. 
direct view; television and FM sound 
only. 
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direct view pic- 
ture on 12 in, tube television and FM 
sound only. 

10FM, 52 sq. in. direct view picture 
on 10 in, tube with full range FM radio 
88-108 mc and noise free radio re- 
ception. 

12FM, 72 sq. in. 
radio 88-108 mc. 

All models have only 3 controls— 
volume, station selector and contrast; 
full coverage on 12TV channels; new 
design automatic frequency control 
locks in picture in step with trans- 
mitters; newly designed audio ampli- 
fier minimizes distortion; special pic- 
ture amplifier; 26 tubes, including 3 
rectifiers; cabinets designed by Glen 
Holland. 
Manufacturer: Columbia Television 
Inc., Receiver Div., Stamford, Conn. 
Electrical Merchandising, August 15, 
1948 


12TV, 72 sq. in. 
i 


direct view pic- 





BRUNSWICK Television Sets 


Models: Corner Screen “Tibet,” 
Brighton,” “Kensington,” “Consort” 
and “Gascony” television consoles. 
Features: “Tibet” corner 
screen model contains a 15 in. direct 
view tube, an AM-FM radio, Pana- 
trope phonograph, an album compart- 
ment, all contained behind a folding 
screen which fits into the corner of a 
room; will be designed to customer’s 
own specifications and covered in a 
wide range of leathers, woods, hand 
screen prints, or customer’s own mate- 
rial 

“Brighton” model in Regency period 
features a 15 in. direct view tube, AM 
and FM panatrope phono and 2 speak- 
ers; TV switch on radio permits sound 
of television instrument to come 
through the 12-tube audio system of 
radio. 

“Kensington” designed in Sheraton 
period; mahogany finish with optional 
matching record compartments. 

“Consort” 15 in. straight television 
model, covered in genuine leather in a 
variety of colors, hand tooled with 22 
carat gold leaf and brass lion’s head 
pulls; special feature is a swivel base 
mounting which permits turning entire 
cabinet in any direction. 

“Gascony” a Chippendale mahogany 


» elling 






« 
‘ 





highboy straight television console with 
a 10 in. screen and 2 speakers in 


Manufacturer: Brunswick Div., 
& Television Inc., 


mahogany. Also available in hand- 
painted Chinese. 

Radio 
244 Madison Ave., 
New York 16, N. Y. 
Electrical Merchandising, 
1948 
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WESTINGHOUSE AM-FM Consoles 


Models: No. 187, 186, 191 and 190. 
Selling Features: No. 187, fitted with 
automatic-mix record changer and 
electronic tone arm in modern bow- 
front cabinet finished in mahogany; 
12 in. dynamic speaker; full tone 
range, avc; easy-to-read dial; 6 push 
buttons for AM tuning; ample record 
storage space. 

No. 186, a Heppelwhite bow-front 
cabinet in matched mahogany and wal- 
nut, both models use 10 tubes plus 
rectifier and phono-amplifier. 

No. 191 in a Regency cabinet of 
mahogany veneers features FM cir- 
cuit, automatic inter-mix record 
changer and automatic built-in tone 
control circuit; large transparent dial, 
edge lighted; built-in low impedance 
\M antenna; FM dipole antenna full 
range tone and avc; 7 tubes plus rec- 
tifier. 

No. 190, modern design, straight 
line cabinet in mahogany; features 
centered pull-out drawer with auto 
matic record changer; 2 sections for 
record storage space; 7 tubes plus 
rectifier; full range tone and avec; 
large edge-lighted transparent dial 
Manufacturer: Westinghouse Electri 
Corp., Home Radio Div., Sunbury, Pa. 
Electrical Merchandising, August 15, 
1948 





PHILCO Album Length Record Player 
Device: M-15 album length record 
player. 

Selling Features: Easily attached to 
any make radio or phono, old or new; 
making it possible to play the new 
long-playing “45-minute” records ; con 
sists of Balanced Fidelity Reproducet 
and a specially designed 334 rpm 
motor (the new Microgroove records 
are played at this slower speed instead 
of usual standard speed of 78 rpm); 
housed in compact mahogany plastic 
cabinet. 
Manufacturer: 
delphia, Pa. 
Electrical Merchandising, August 15, 
1948 


Philco Corp., Phila- 
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(CLASSIFIED ADVERTISING) 








DISTRIBUTOR NEWS 

















SALES PROMOTION MANAGER 


For electric and gas ranges. For a man 
who has had experience in promotion of 
electric ranges, a large well-known manu 
facturer has an excellent opportunity for 
him to cover the advertising, sales train 
ing and promotional programs. He will 
supervise agency activities and help in 
field meetings. Only men with qualified 
electric range merchandising experience 
should apply. Give detailed references in 
your first letter. 
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SELLING OPPORTUNITY OFFERED 


MEN WAN D 


POSITION WANTED 





Regional Manager 
Available 


High-calibre, mature and seasoned Sales 
Executive with a proven record as both 
an organizer and a personal producer. 
Many years of successful wholesale sell- 
ing to Heating, Hardware, Appliance and 
Farm Implement Jobbers, Distributors and 
Dealers throughout Southern Indiana, 
Southern Ohio, Kentucky, Tennessee and 
the Carolinas. Now employed. Highest 
references from nationally known manu 
facturers. Remuneration:—Straight salary 
of $600.00 per month plus expenses, or 
commensurate Drawing Account against 
Commission. 

SA-5826, Electrical Merchandising 

330 West 42 St.. New York 18, N. ¥ 








BUY 


all the U.S. Saving Bonds 
you can 


and 


KEEP 


all the U.S. Saving Bonds 
you buy 
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COLORADO 


The Western Appliance Corp., Den- 
ointed a Duo-Therm 
listributor by the Duo-Therm Divi- 
on of Motor Wheel Corp. Its terri- 


tor, 


ry consists of all 


ver, has been ap 


Colorado except 
five counties in the southwestern sec 
tion, as well as eight counties in south- 
eastern Wyoming and five counties in 
suthwestern Nebraska. In addition, 

e firm has taken on the Zenith radio 
ine, according to H. C. Bonfig, vice 


resident of Zenith Radio Corp 


CONNECTICUT 





R. PAT MAILHOUSE 





HARRY TELLIS 


The Plymouth Electric Co., 393 
Chapel St., New Haven, has made two 
new appointments, according to R. J 
Mailhouse, president. R. Pat Mail- 
house has been named advertising and 
sales promotion manager, coming from 
advertising and publicity endeavors on 
the West Coast. Harry Tellis, form 
erly with General Electric as foreman 
in charge of television tests, has been 
appointed radio and television engi- 
neering and service manager for Ply- 
mouth. Another member of the or- 
ganization, Paul D. Karsten, general 
manager, was recently elected presi 
dent of the Sales Executive Club of 
New Haven 

New models of the Motorola home 
and automobile radio and television 
receivers were viewed by more than 
300 retailers in the Hartford area re- 
cently. Peter J. Carr, president of 
Post & Lester Co., sponsors of the 
showing, was host, and Herbert L. 
Dorrance, Motorola factory represent- 
ative, took part 


DISTRICT OF COLUMBIA 


According to Hal Biddle, general 
sales manager of the Ironrite Ironer 


Co., the Fairfax Distributing Co. of 
Washington has been named to succeed 
Radio Sound Corp. as area distributors 
for Ironrite 


ILLINOIS 


Morris S. Segal, president and 
treasurer of the Morris S. Segal Corp 
and head of Mayflower Industries, of 
Chicago and New York, announces 
that the latter firm has been appointed 
listributor for the Jetronic circulating 
space heater. It has also been named 
by the Allied Sales Agency of New 
York City as distributor for the 
laylor Corp 

Willard W. Johnson has been made 
general sales manager of the Lynn 
Stewart Co., 150 N. Wacker Drive, 
Chicago area distributors for Arvin 
radios and appliances, according to 
Lynn Stewart, president. Mr. John 
has tor the past three years been 
Chicago district manager of the Na- 
tional Pressure Cooker Co., and has 
been connected with the Minnesota 
Mining and Mfg. Co. and General 
Mills in sales capacities. 


son 


George Petitt, general manager of 
Drake Electric Works, Inc., has left 
that position to form the George Petitt 
Co., 549 W. Washington Blvd., Chi- 
cago, as a manufacturers’ representa- 
tive. He will call on jobbers and 
manutacturers in the radio and elec- 
tronics markets. 


MASSACHUSETTS 


George Cohen, general manager of 
the Northeastern Distributors, Inc., 
588 Commonwealth Ave., Boston, has 
announced the addition of the Hamil- 
ton automatic clothes dryer to the 
appliance lines which it distributes in 
eastern Massachusetts and southern 
New Hampshire. 

Last winter the B. H. Spinney Co., 
Springfield, wasn’t sure that sales 
training was worth bothering with, 
but Byron H. Spinney knew that the 
word “competition” was coming back 
into the business vocabulary and he 
intended to do something about it. 
Since Joe Bradley, one of New Eng- 
land's sales experts, was available, Mr. 
Spinney called him in. The result was 
a four-hour session every week for 
17 weeks for each participant—not a 
lecture course, but a discussion and 
working period. Floyd Piron, general 
sales manager, and Bill Davies, east- 
ern division sales manager, could see 
after only three weeks that they were 
getting somewhere; in fact the latter, 
who had been skeptical about keeping 
the salesmen’s interest at a high pitch 
for such long periods of time, was 
more than happy to retract any re- 
marks he might have made in a mo- 
ment of haste. The salesmen them- 
selves feel that the public speaking ex- 
perience alone has made the course 
worthwhile, but they also feel pretty 
good about the fact that they are do- 
ing a lot more selling than they used 
to 


MICHIGAN 


3uhl Sons Co., Adair St., Detroit, 
has been appointed a distributor for 
the United States Television Mfg. 
Corp., according to Hamilton Hoge, 
president of UST. 
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MISSOURI 


Butler Brothers, with St. LL 
headquarters at 316 N. 18th St., has 
been named Capehart distributor jin 
the St. Louis area. 





ROY R. GUTHRIE 


Che Jenkins Wholesale Division of 
Kansas City announces that Roy 
Guthrie has been appointed sales ma: 
ager of the firm’s Oklahoma-Texas 
division, with headquarters at 27 E. 
Reno, Oklahoma City. Mr. Guthrie, 
who has been in the electrical industry 
since 1922 and who is a former district 
manager for Voss Brothers Mig. Co 
replaces J. L. Bretz. 


NEW YORK 


Changes in the divisional sales oi 
fices of the Graybar Electric Co., Inc., 
163 Georgia St., Buffalo, have been 
announced by Vincent J. Corsaro, di 
visional appliance sales manager. Paul 
V. Batt is now sales promotion man 
ager. Daniel T. Turner has been pr 
moted to manager of sales of Hot 
point products, and four new salesmen 
have been added. Vincent D. Fernan 
has been appointed to head the radi 
television lines, and two salesmen have 
been added. 

Buffalo Electric Co., Inc.,_ will 
handle distribution for the Ironrite 
Ironer Co. 


OHIO 





M. H. PREISING 


M. H. Preising is a new addition t 
the staff of Crain, Brennan & Asso 
ciates, 1115 Citizens Bldg., Cleveland 
manufacturers’ representatives. M: 
Preising is a former division manag¢ 


in the merchandise division of the 
Cleveland Electric Illuminating Co., 


where he managed a sales territory 


Philip Pugh has been appointed 


sales manager of the Modern Dis 
tributing Co., Cincinnati, Crosley dis 
tributors, having come from the Cros 
ley factory there. 

John S. Mills, vice-president of th« 


Tele-Tone Radio Corp., announces 
that the Cardinal Distributing Co 
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E. C. KLINGMAN 






C. “Gene” Klingman has been 
sales manager of the Rodney 

Co., 228 W. Seventh St., Cin 

cinnati, according to R. B. Young, 
ent Mr. Klingman formerly 

eld the same position with another 
i) distributor, and has been with 
Young for the last year or so in a sales 








ition capacity. The firm also has 
named Fred Brandt as regional man- 
for the southeastern Ohio section 


PENNSYLVANIA 


Biehl’s, Inc., of Pottsville, and Phil- 
adelphia Electronics, Inc., of Phila- 
elphia, are two new distributors for 
Kitchen-Kraft. 

C. W. Kirby, domestic sales man- 

— ager, Crosley Div., Avco Mfg. Corp., 
as announced that two new Pennsyl- 








at vania distributors will take over from 
= the Anchor Distributing Co. of Pitts- 
burgh as Crosley wholesalers. They 
are the Pittsburgh Products Co., 
a Reedsdale & Fontella Sts., Pittsburgh, 
am and Utility Co., Inc., 420 W. Main St., 
Clarksburg, West Virginia 
ay 
' 
\ i 
JEAN PRETTER 
Jean Pretter has been added to the 
staff of the J. A. Williams Co., 401 
Amberson Ave., Pittsburgh, as home 
economist. She was formerly asso 
lated with the International Harvester 
Co. and the West Penn Power Co 
udwig Hommel & Co., Pittsburgh 
; tributors, noted that there was 
: mething a lot of their dealers needed, 
so they filled the gap themselves. They 
Mf hgured that a lot of people who 
“7 ndered in and out of a store while 
the salesmen were engaged with other 
~ Customers, would not have wandered 
= if the appliances in which they 
te e interested had been equipped with 
a tags giving vital information on prod 
i. uct features, price, etc. So they mailed 


sample tags to their dealers, and urged 
them to ask for more. John O. Mc- 
t! Meekin, Hommel’s sales promotion 
manager, says the promotion hit the 
nail on the head; many a dealer 
figured it was just what he needed. 
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SOUTH CAROLINA 


Such good results were obtained in a 
recent statewide promotion of Deep- 
freeze home freezers by the Cannon 
Distributing Co., Columbia and 
Charleston, that the firm is riding the 
wave of customer acceptance created 
by it. Another campaign, based on the 
“S.S.S."—Summer Selling Season— 
is underway. The first campaign gave 
prizes to the dealer in each of the two 
territories (Columbia and Charleston) 
who sold the most Deepfreeze freezers 
during the specified period, and 
awarded five deluxe Deepfreeze units 
to radio listeners who best explained 
“Why I Prefer a Deepfreeze Home 
lreezer.” Five different South Caro 
lina stations carried the programs. 
The new campaign will make awards 
to the leading salesman of each of the 
two dealers selling the greatest num 
ber of freezers over their assigned 
quota, the salesmen to be designated 
by the respective dealers. Cannon is 
expecting even better results with thie 
drive 


TENNESSEE 


The Mills-Morris Co., 171 S. Dud- 
ley, Memphis, invited over 400 dealers 
to a recent showing of the new Motor- 
ola line of radios and telesets, accord- 
ing to M. J. Lichterman, manager of 
the radio and appliance division of the 
firm 


WASHINGTON 


According to Roland D. Payne, sales 
manager of Air King Products Co., 
Inc., the firm has added two distribu- 
tors with headquarters in Seattle 
Ihe first is the Schwabacher Hard 
First Ave. S. and Jackson 
St., and the other is Seattle Radio 
Supply, Inc., 2117 Second Ave 


ware Co.,, 


WEST VIRGINIA 


The Save Supply Co., Inc., Charles- 
ton, 1s a recently appointed distributor 
ot Kitchen-Kraft steel kitchens. 

New Hotpoint appliance lines were 
presented to dealers in the Bluefield 
area recently by the Bluefield Supply 
Co. The meeting was one of three 
conducted by the firm to introduce the 
new models, according to J. W. 
Crouch, manager of the company’s 
appliance department 


WISCONSIN 





ROBERT C. DALY 


Robert C. Daly has been appointed 
sales manager of the E. H. Schaefer 
Corp., General Electric distributors for 
Wisconsin, with headquarters in Mil- 
waukee. According to E. C. Zabors, 
vice-president and general manager 
of Schaefer, Mr. Daly joined the firm 
last year as sales promotion advertis- 
ing manager, and later became mer- 
chandise manager. 
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Open House at Jenkins 


The Jenkins Wholesale Division of Kansas City, 
Mo., opened new quarters recently, and held a 
pre-showing lunch for suppliers and suppliers’ ad- 
vertising agencies. Some who attended were . . 





EARL LINES vice-president, W. W. Garrison Co.; J. L. Johnson, vice-president in 
charge of sales, Gibson Refrigerator Co.; A. D. Vining, sales manager, White Water 
Heater Co; Ed Ellingen, service manager, Gibson; E. S. Nobles, district manager, 


Gibson. There were others, too, like . . . 





R. M. OLIVER, vice-president, Proctor Electric Co.; R. H. DeWalt, district man- 
ager, Proctor; Richard Vandy, E. A. Vandy Co.; Paul Erickson, Jenkins district repre- 
sentative; Ed Ingraham, president, Times Apliance Co.; New York City, and president 
of NEWA, Charles G. Pyle, managing director of NEWA. They had a look at. . 





THE GLEAMING NEW Jenkins showroom, complete with many an island display, 
the occasion for the celebration. 
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LETTERS 


The Plumbers Want Their Innings 


iv the hd ” 


| have been receiving the ELECTRICAL 
MERCHANDISING magazine for quite 
a number of years and have noticed in 
various issues the complaints the elec- 
tricians make against plumbers not 
wanting to do the plumbing work on 
ippliances that were sold by electrical 
hops and det 


irtment stores in some 
mmunities. In your July 


Issue, I 
he large editorial ‘Plumbers’ 
Foolishness” and also the article “The 
Plumber Obstacle” 


1c¢ t 


Willing to Do the Job 


We have been in the heating and 
plumbing business in this community 
Tor Some SIxty years and have sold 
ippliance electric and gas, long be 
tore iny tther business was ever es 
iblished in th entire community 
We e m efused t lo work 

invone ‘ the ite was 
\ ble i the f ‘ ndividual 
oO int k done and whe 

] \\ 1 ( 1 < ¢ 

1 i 

ook ou 
( r | the 

t ( | ( 

‘ ) { ry t | ‘ t 4) 
piu ’ We ere eve \ 
wreak u ir cre t th rk 

' ols ‘ 
\ ising t ( any 

é t i oO vate eatel 
p fg ink 1 sells r 
When he ut i job, he will 
not break up crew. He will take 
tour or hive en along to wire up a 
pump or water heater and will charge 

u tor all the time of five men Phis 

in came here in this community dur 
ing the wa n the interests of the 
REA wh vanted t have an elec 
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trician here. He received his license 
ifter not being here very long and no 
one knew much about him. He is the 
only licensed electrician in town and 
is stopping every other young man 
from getting started, even if he is a 
GI or an older established person, 
from getting a license 

The plumbers in this community 
have no license and anyone can do 
their plumbing. I read the item in 
your article wherein you state anyone 
can do plumbing work but that it 
does not compare with the complexi- 
ties of electrical wiring. I have seen 
kids do wiring and build motors and 
certainly it does not take a licensed 
electrician to hook up a motor ona 
pump or at least not a crew of four 
or five men. This same electrician has 
ope ned up an electrical appliance store 
in this town after he got a financial 
start here and handles any item he 





n get his hand 1, so you see how 
ng the law is in protecting this 
, i ® shactal | ae 
‘ We ‘ ele il when there 15 
protection for the plumber what- 
( Cl 


Electricians Please Note 


We ire 


wondering how far vour 


ELECTRICAI MERCHANDISING | editor 
vent into thi matter before writing 
up such an article as he had. In re- 
gard to the « mplexities of electri- 
cians work and anvone can do a 


plumbing job, | would like to see any 
ot the electricians around here lay 
out a plan tor 


plumbing in a new 
ome and lay it out so everything will 
fit in its proper place 

Furthermore, when we want to buy 
a pump, to get enough pipe to in- 
stall this pump, we have to buy 
it from a special supply house who will 


give us just enough pipe to install 
what we buy from them. If your 
magazine will tell us where we can 
get enough pipe to install all the 
plumbing we have to install, we will 
be pleased to get this information for 
at the present time we do not have 
enough pipe to even do all our own 
work. 
We hope this will be given some 
publicity in answer to your article. 
H. A. Juni, 
Juni Hardware, 
Jordan, Minnesota. 


And Another 
Thing... 


To the Editor 

\ little sympathy for the plumber, 
please ! 

Your installation costs of approxi- 
mately $75.00 to $150.00 per installa- 
tion on electric dishwashers in the 
Birmingham area, are almost exactly 
the prices we have to charge our cus- 
tomers here in the Philadelphia metro- 
politan area. These prices are for non- 
union labor. Each dishwasher must be 
connected direct to the nearest 4” 
drain line. 

We have our customers too who 
would install the electric dishwasher 
tomorrow if the installation price did 
not loom so large. 

Incidentally, electric dish- 
washers are being installed by handy- 
men without proper drain connection, 
which of course cancels out the hy- 
gienic appeal of the dishwasher. 


Dryers Pose Problem 


some 


Wait until electric laundry dryers 
are more in demand! Besides the new 
220 volt three wire electrical installa- 
tion, it is quite possible in a good 
number of houses, that new meter 
boards and electric service to the street 
will be necessary. 

This plumber is wide open for sug- 
gestions. 

Suggest that all dishwasher dealers 
feature proper installation for the cus- 
tomer’s protection! 

Tuomas E. Speers 
Speers Brothers, 
7300 Marshall Road, 
Upper Darby, Penna. 


Marten 
To wsEND 


“JUST TURN IT ON LOW FOR 
SCRAMBLING EGGS, DEAR.” 
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HAVE YOU 
HEARD... 


YOU JUDGE 


A General Electric commercial! en- 
gineer at Electronics Park has pro- 
posed—quite seriously, we presume— 
that future beauty contests at Atlantic 
City for the selection of Miss America 
be televised and that video viewers be 
allowed to vote for their choice by 
mail, telephone, or wire. Mr. A. F. 
Wild, the engineer, listed the possj- 
bility as one of television’s advantages 
which are not now readily appar« 
It sounds like a wonderful idea. Some 
enierprising manufacturer might even 
turn out a vital measurement grid that 
set owners could superimpose on tele- 
set screens to make their select 
statistically. 


MACY GIVEAWAY 


Now Macy’s is giving money awa 
The San Francisco outlet of the fir 
formerly O'Connor, Moffat Co., re- 
cently sent out 400 dollar bills 
charge account customers and asked 
the customers to give the dollars to 
Macy clerks who were especially 
operative and courteous. When Macy's 
got around to checking up on what 
happened, they discovered that 121 
bills had been returned by some 8&3 
customers. The clerk at the top of the 
preferred list received eight of the 
bills. Most intriguing feature of the 
promotion to us is how did 83 cus- 
tomers get hold of 121 of the bill 
Transshipping ? 





NUMBERS RACKET 


Since the sunny South has been 
afflicted with a major share of the 
appliance black market, dealers there 
have been wondering what to do about 
it. Chief obstacle to corrective meas- 
ures has been the practice of removing 
serial numbers from black market ap- 
pliances. Then somebody thought ot 
what promises to be a simple, but et- 
fective remedy. Governor Ear] kh 
Long of Louisiana recently signed 
House Bill 145, which requires that 
all major electric and gas appliances 
carry serial numbers at the time 
sale. 


GIFT WRAPPER 

Proof—if it were ever needed—that 
the electrical industry is not suffering 
from stodginess and hardening of the 
arteries was provided in a recent & 
umn in Washington’s Times H: 
about Ray Rice, currently Raytheon s 


public relations director. According to 


the column: Ray graduated from « 
lege at 17, “because there was nothing 
else to do”; made 17 trips across t 
Atlantic in the 12 years that he work« 
for humorist George Ade; made 
million dollars in Chicago real est 
in 1929; subsequently lost more t! 
a million; circumvented a Kansas ( 
rule limiting hotel guests to five da 
by titling himself a “pay toilet 
managed Grand Duch« 
Marie of Russia during the somew 
uneasy period when Russia was at \ 
with Finland; and, crowning achiev¢ 


spector” ; 


ment in our eyes, managed, wh 


overseas during the recent war, to set 


up a gift wrapping section in the 12: 


Army which consisted of one colone'. 


two lieutenant colonels, three majo 
five captains, eight lieutenants, tv 
jeeps, and six Wacs. 
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% PLUS-FEATURED eee 
R—A NATURAL FOR FLOOR TRAFFIC 
[D PROFITABLE STEP-UP SALES 


‘Lonergan model 4842 incorporates every economy and con- 





e feat ure that can be built into a re -ally fine heater. It has 
4 the revolutionary New Miniflow Pilot which burns 42 hours on a 
kc ofoil—the famous Lonergan Oval Flame Burner which gives 
% more heat per gallon of fuel—the exclusive Built-In Draft 
Regulator that is pre-set at the factory and is never affected by 
weather conditions—the scientific Lonergan Heat Economizer de- 
sign which keeps the heat in the room and lowers chimney tem- 
peratures by 300 degrees. This plus-featured Lonergan will operate 
efficiently with a thermostat. Compare it with any heater you 
wish, and you'll find it’s the value scoop of the year for a heater 
of 42,000 B.T.U. capacity. At $64.95* it’s headline news for any 
retail promotion. 






- 







*Lonergan Cabinet Heater 
List Price $64.95 F.O.B. Albion, Michigan 
(Subject to change without notice) 


GIVES MORE 
HEAT PER GALLON OF OIL 


In independent laboratory tests* On pilot fire the Lonergan heater 
29 724: 
Lonergan produced 22.67% more heat —_ burned 7.8 times as long on a gallon 


per gallon of oil on high fire than the — of fuel as the average of the four 


average of the other 4 heaters tested: — other heaters tested: 
the other 4 heaters tested: 4.7 times as long as heater #1 
21% more than heater #1 10.4 times as long as heater #2 
5.9 times as long as heater #3 


24.8% more than heater #2 10.4 times as long as heater #5 








29.8% more than heater #3 *These tests were run by one of the 
15.5% more than heater #5 leading warm air experts in the U.S. 
Have extra heating capacity—60,000 and 75,000 e 
Wl ok sem the mast haedtiial and dhe s FREE! Get all the facts on fuel economy ape heater efficiency. Send for 
console type heaters ever built. They in ate A e proof that the Lonergan produces 22.6% more heat per gallon of oil. 
the exclusive Miniflow Pilot; the rls 0 1 
= Oval Flame Burner; the Built-In Draft Regu- A NAME 
ok: the revolutionary Lonergan Heat Econo- 1 ; 
and a score of other refinements for % STREET 


XM CITY 





NOW MAKE MANY EXTRA SALES WITH 


= a 








THIS COMPLETE BIG VALUE LINE OF 


i 


Chyler 


WASHERS AND IRONERS 


Write or WIRE today for the profit opportunity of a life- 
time. We give you everything you need to lead your area 
in ironer and washer sales and profit: National Advertis- 
ing, Good Housekeeping and Parents Commendation 
Seals, more advanced product features, bigger values, 
generous guarantee and exclusive 15 YEAR Rebuild Bond, 
Washer and Ironer Demonstration Kits, PLUS a down-to- 
earth promotion-advertising-publicity “SALES MAGNET” 
plan that will draw more customers to your store. We will 
maintain our low prices as long as we can. A few good 
dealerships still available. Write or wire today. 


Qulon 


GUARANTEED QUALITY 
WASHERS AND IRONERS 


¥ Ceonlen Division, 1824 S. 52nd Ave., Chicage 50, Iilineis 
Cenlen-Meore Corporation 


a 


———_—— 


Se, 
am | | 


